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September 9 to October 15... 


2 settings free 


k ) s a 40-piece service of 
: . attern in silverplate .. . 


. $69.95 retail price for 40-piece 
A service plus 2 free place settings. 
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Specialists 


Right in the heart of the European diamond market we have our own offices constantly 
combing the markets to bring you the best values in fancy cut diamonds available. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes...all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET « CHICAGO 2, ILLINOIS » PHONE: ANDOVER 33-7447 
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ARE YOU LOOKING FOR A “‘SQUARE DEAL”? 


> ol Uh meee [Uo] dam DI-to] am Grol ]a) (1am DIT to) (oh Memo MSig-Teoluilllal-Xomel-stlelamlame| (okt wmelilemalal- 


grained wood ... compactly holds eleven trays with nine ..... Bands on the exclusive S| 
Space Saver package in each tray. a 
THE “SQUARE DEAL” | 


Increases selling efficiency: You show one tray ata time, and all trays are easily acces- 
sible and removable. 


— \ ae 


—— 


Eliminates sales losses... Avoids sales delays: You can guarantee the right band with 
the right fit from this complete assortment of regular, long, extra long, short and extra short 


WYZeh (el aim efel ale Le 


| 
[ 
I 


Simplifies inventory control: You see at a glance how many bands you have in stock 
and how many you need to fill in. | 


‘Square. Deal” Display is FREE with a complete assortment of 99 famous 
sTolalek We) mm Zelelamantecestialep 


‘Ee £0) © ha - 1 a Ol 0) 41) Lemme 2 O) - am D) eV 
THAT STOP TRAFFIC AND START SALES 


LOOK FOR THEM AT 


Make your business look alive with the BRETTON line for ’55 


. PO BH RL NN ee 
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SETTINGS & TOPS 





SHANKS 








THEIR NEW CATALOG 


The product of almost two years of painstaking planning, designing and 
building... the jewelry industry’s most complete and widely used catalog... 
he famous KARLAN & BLEICHER and FALCON STONE RING CATALOG 
_. js now ready for you. Here, in the biggest edition that it has ever published 
K&B places at your finger-tips the largest and most diversified ring-finding line 


wailable anywhere. LOCK-SETS 


ieveletteteyemcomisets tebe x6. display and coverage of its ever-expanding line, this 
latest edition of the industry-famous K&B Catalog contains many new features 
the New K&B Free. Advertising Mat Service... Reference Charts... Indus- 
ry Data... Postage-Paid Order Forms... Jewelers’ Aids ...and lots more. 


BEZELS 














FISHTAIL SETS 
Available to Manufacturers, Job- 
Perfect Ring ndings \\ Gers and Wholesalers. Send for 
‘ Thee ‘ AH 
: \ , your Free Copy today on YO 
. | : ‘\ letterbead, —— \ NEEDLEPOINT SETS 
\ ene a" WEDDING RINGS 
\ \ | eee rr te : : 
| oo CLUSTERS 
Sy DINNER RINGS 
| 
| INITIALS 
| 
: 


GENTS’ 
DIAMOND MOUNTINGS 


% g | ) T 
J LADIES’ STONE RINGS 
5 ofl ‘ 


teators and Designers of “Perfect Ring Findings” 


58 WEST FOURTH STREET © NEW YORK 14, N., Y. 

















GENTS’ STONE RINGS 
For Quality Ladies’ and Gents’ Stone Kings — it’s 


FALCON STONE RING MANUFACTURING COMPANY, INC. 





A DIVISION OF:sKARLAN & BLEICHER SIGNETS 





OFFICES IN CHICAGO AND LOS ANGELES 











Yes. We’re flipping our lids over these wonderfully 














brocaded cases that can double as an evening purse. 
But we’re not the only ones. Wait ’till your customer 


sees them ...and... better still . . . what’s inside! 





COM PAN Y 
ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS ‘ 


Canadian Distributor: 
JACK W. LEES, 44 King Street West, Toronto, Ontario 


Flexible sterling tulip links 

in soft silver finish 

Lss333s set $32.50 

suggested keystone plus 10% tax 


Genuine American Jade in Sterling 
Lss293 set $29.50 
suggested keystone plus 10% tax 





TTT 











Sterling tulip Lss333R 
set $22.50 
suggested keystone plus 10% tax 
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Series 599 


Series 57 


AKGKH'WCy?Fr 


Series 720 


AKG 
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The Complete 





(UMW 


Baker Line 





Series 710 


Series 706 


Series 719 








‘a 





AK MGM 





manufacturers for many years, 
with the most complete line of 
and wedding ring blanks long 
recognized for outstanding detail 


Baker has supplied leading jewelry 
Jewelry Palladium settings, findings 


MQ \) 11,0, MI) WD 


and finish. 


Our complete line, the largest 
is die-struck in 10% Iridium- 
Jewelry Palladium and 


available, 
Gold 


Platinum, 








US 
METALS 





BAKER 


& COMPANY. INC. 


PRECIO 


YK 





113 ASTOR STREET, NEWARK 5, NEW JERSEY 
SEW YORK « SAN FRANCISCO « CHICAGO » LOS ANGELES 
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PREFERRED FOR STICK PIN TIE HOLDERS 


No. 56 — Enlarged 7 times. 

















Small diameter pins that can be easily 
pushed through several layers of fabri¢ 
without damage, are held securely. 





Protected by United States Patents 
No. 2308412 No. 2308424 No. 2551196 


"Push — it’s on. Pinch — it’s off. This patented 


Ballou fastener for stick pin tie holders is 
creasingly popular because it is nearly flat 
and is easy to release. Just pinch the wings. 


Inexpensive — costs around 1¢ in 42” and %" 





__ sizes in quantity. Send for samples suitable 


xo, 


for tie holders or scatter pins. 





FINDINGS—— 


SOLD TO THE MANUFACTURING TRADE 


B. A. BALLOU & CO., INC., 61 PECK STREET, PROVIDENCE, R. I. 
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most exciting new, fashion for watches! ° 
‘ : . - e . he ; e « ; : 
Ends fit like part of the watch; ‘ ‘ 
a . . create a perfect blending of watch and band! 
' Add luxurious new fashion where it shows 
r the most—closest to the face of the watch! 
For women, for men—smart fashion magic 
a that enhances any watch! More style, 
more concentrated sales-power than ever before! 
A LUXURY BAND WITHOUT PRECEDENT ' .- 
Sculptured golden ends of extraordinary 
beauty embrace the watch, making band C +tolete 
and watch look made for each other! ~ | 
maps os $795 7, . A RARE JEWEL AMONG WATCH BANDS 
Style NO. OO FOES assrsss ene Se Exquisite ends, ablaze with the shimmer 
' and sparkle of imported rhinestones! 
Fitting mate for any diamond watch! 
style” No. 239—retails................. $995 1). 


COMPELLING 
FASHION DISPLAY 


Features the watch band beauty that 
women want; that women have been 
waiting for! Tells them —Sells them 
the ultimate in watch band fashion. 
Included FREE with your order for 2 
each of 3 styles shown above! 


} 
FASHION IS BIG BUSINESS - 


; . ‘fak ‘ 
& fom 
. : 


& 


makes fashion history! 
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ANOTHER FABULOUS FASHION FIRST 4: 

The classic, golden lines of these ingen- gy 
ious gem-cut ends blend beautifully to 
form a perfect union of band and watch. 


Style No. 215 | $995 TI. 


“il 





retails.......... 
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ee 
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Srocutive 

A TRIUMPH IN WATCH BAND DESIGN 
Open frames connect the broad, bold, 
flexible end-links; center “expansion 
links are fluted, adding beauty and 
brilliance, and sparkle with every 
turn of the wrist! 


Ceitenialanas 
: 
: 


Priseiien) 






fa 





yo é : é pe 
Ae Lh fe de 














Style No. 184 | 
inde fant retails $4 195 T | 
Style No. 1&6 ss 95 

curved ends 4"! tails 11 TI 


ree 
“ENDS THAT BLEND” IS BIG FASHION NEWS! ORDER TODAY! 








The haberdasher is not a Jeweler, but he sells m more (saad s ta than you d 
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Coe Girma’ 
MENS JEWELRY FASHIONS 
» FLEX-LET 






BEAU BRUMMEL MEN’S JEWELRY WINDOW MERCHANDISER 
The Greatest Men’s Jewelry Display Ever Created! It’s Fabulous! 






You QRH Por it... . 3 C Z Jett oP 


FREE! 


MEN’S JEWELRY 


POINT OF SALE TRAY 
A custom-built showpiece for your 
showcase! Hand rubbed natural 
oak. A Men’s Jewelry Fashion 
Show right at your fingertips for a 
quick, over-the-counter presenta- 
tion to your customers! 


UST 
pane! 


BOTH OF THESE — 
AUTOMATIC SALESMAKERS ARE YOURS FREE | Here's Your Pre-Merchandised Assortm 


12 magnificent sets of matching 


2 I inks: 50, 4 @ 3.95, 4@4 
WITH YOUR ORDFR FOR ONLY 36 PIECES OF |: ia se10  ‘etashiteun | 
BEAU BRUMMEL eh S JEWELRY FASHIONS! 2 @ 8.50, 2 @ 9.50 6 @ 3.50, 6@3.95 ~ 


° s es | ae Just the sales-ammunition you e 
This is no more... probai:i: ‘ess... than your minimum to capture sales and orofite fall 


requirement for the Fall se‘ing season just ahead haberdasher!!! ORDER TODAY: 


AS LOW AS s3 50 
v.t 















FLEX-LET CORPORATION — EXECUTIVE CFFICES: 580 FIFTH AVENUE, NEW YORK 36, NEW YORK — FACTORY: EAST PROVIDENCE, R 








Manufacturers of ISK Gold, 14K Gold, 


LO% Irid. Platinum and Palladium Diamond Rings. 


RINGS ENLARGED TO SHOW DETAT 
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STAND BY, AMERICA.....COAST 


FOR WHAT’S NEW IN THE WATCH BUSINESS, WATCH IG N WATCHES 
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IN THE JEWELRY BUSINESS 
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WATCH THE ELGIN HOUR—YOUR CUSTOMERS WILL! 


WADSWORTH «==: HADLEY == 
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GREAT 


NATIONAL PROMOTION MEANS 










- a ripple of excitement in the 
entire industry. Already, people are sensing how big this 

Gold Filled promotion will be. Manufacturers are adding Gold Filled 

| items to their lines . . . department stores are planning 
promotions . . . fashion magazine readying 

editorial features. 











And no wonder! Here are some of the big plans for the 
first few months of the continuing national drive. 


Four- ‘Goler Ads in 


This fall — and through the Christmas buying 
season — you'll see big full color ads for Gold Filled in America’s 
#1 magazine — LIFE. You'll see the ads . . . and so will nearly 
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on Television 
The Gold Filled story will be told to millions more by 


Dave Garroway, on NBC coast-to-coast television. Watch for 


Gold Filled on Dave’s famous program “TODAY”. 
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promotion in Harper’s Bazaar Ye 


Feo eee 









The leading magazine in women’s fashion was quick .  }= ior ry, 
to get on the Gold Filled Band Wagon. Editorial 2 we VC 7 <r 
features, photos and advertising will all be “ , Va : 


boosting Gold Filled right in the heart of the 
Christmas buying season. 


Stock... make sure your stock of Gold Filled items is large enough 


to provide a good range of selections. Don’t be caught short. 


9 
ava Pores identify . .. instruct your clerks to identify each Gold Filled 


piece as Gold Filled when selling a customer. Take advantage of the 
e pre-selling done by national advertising. 
° Explain. ... make sure everyone in your store can give a lucid 
cow. Cob TAL explanation of Gold Filled and how it differs from less expensive plates 


and washes, If you would like a booklet explaining Gold Filled, 
just write to the address below. It will be sent you without charge. 
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CROTON 
NIVADA GRENCHEN 


puts LI . 3 in retail selling... 












Sour ereal silos buys for retail jewelers only 













CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York 16, N. Y. 


| 
| 
| Please send me sample Aquadatic [) Olivia[ Streamliner [] Sea 
| 
| 





ueen/S Sea Queen/C and complete promoti rial. 
*As long as crystal Queen/S F Q /CQ omplete promotional mate 


is intact, case unopened. Name 





| 

Store Name 

The EVERLAST Mainspring and Balance Staff in all watches Address | 
| 

J 















are GUARANTEED FOR THE LIFE OF THE WATCH. 
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SERIES 570 


SERIES 440 





HONESTY ACCURACY 
KARAT REFINERS & SMELTERS | _ JEWELERS 
cous 6 ® FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


_ 25 West 47th St. @ Phone JUDSON 2-3095 @ New York 19, N. Y. 


15 
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Regardless of the occasion, a gift of Sterling Silver 


e is a gift that is always in good taste and always sure 
F to please. For Sterling is held in high esteem by 
1 everyone. It has an appeal that is universal — 
an appeal that stems from its combination of rich, 
dignified beauty and intrinsic precious metal value. 


THAT IS ALWAYS A gift of Sterling is a gift that unmistakably 


expresses genuine regard on the part of the giver, 
CHERISHED It’s a gift that lasts a lifetime and carries always 

with it kind remembrance of the giver. 

Among gifts of quality, none is received with 

greater delight than Sterling Silver. 








As a leading fabricator of Sterling Silver we 
consider the preservation of the traditional high 
regard for this fine metal as one of our most important | 
responsibilities. Through scientific methods and 
exacting control of production we hold every ounce 
we produce to the highest standards of quality 
while providing the working properties that enable 
silversmiths and jewelry manufacturers to realize the 
full possibilities of this magnificent metal. 


“ HANDY & HARMAN 
, 82 FULTON STREET NEW YORK 38, N. Y. 


UPTOWN BRANCH—15 WEST 46th STREET, NEW YORK 36,N. Y. 
Quality frrectous metals since 4867 


BRIDGEPORT, CONN. * CHICAGO, ILL. © LOS ANGELES, CALIF. *¢ PROVIDENCE, R.1. * TORONTO, CANADA 
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uadra-Flex Watchbands | 
} 
America’s First and Foremost 4-Way Stretch! 
| 
s that are a cue for better sales 






Or-leola-bt i-> <¢ 


OR- Vik AV 
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UADRA-FLEX 
Makes APEX the most comfortable 


watchband in the world 


e Test an APEX watchband yourself. Twist it! Bend it! Stretch it! 
See how flexible a watchband can be. 
e You can actually demonstrate Quadra-F lex to your customers, 
It’s the easy way to “step up” a sale. 


UALITY 


Springs, Rivets, Frames and Backs all stainleg 


steel. Top shells are 1/20th 12K gold filled, 


e No PEER in construction, in quality, in performance because 
Apex watchbands are precision crafted from the finest materialg 


LESS INVENTORY 
Fits every watch AUTOMATICALL 
For Men... ; 


e Patented UNIVERSALOCK ENDS have recoil ~ 
spring action which permits you to snap band — 
into lug end of watch with easy finger pressure. 4 
Absolutely no fitting, no filing, no fussing! : 


For Women... 


¢ Patented SNAPOMATIC ENDS snap on loop end | 
watches with an easy push of the finger. Ee 


GUARANTEE 


in every package 
If ever a band does not give perfect fACH APEX watcunam 


PACKED With 


service, your customer can return GUARANTEE 
band direct to APEX for quick, ) 

courteous service. You need not be 

involved with returns. 


eck the new low | re 
SURECT-10-V0U PRICES! 


fe no more 


Send your order direct to 


middie man- | 
APEX ACCESSORIES co., inc. - Greenwich, Connecticut | 


= Y i 





A BONUS 7 0 ie arp anns 
BONANZA © oits'cszt,nonns 24x 


Two each of six best-selling styles. 1/20th 12K gold filled tops; 
Stainless Steel backs, rivets, springs and frames. 


DIRE CT-TO-YOU EVERY WATCHBAND ILLUSTRATED: YOUR COST $4.00. 
SELLS FOR $10.95 F.T.I. YOUR PROFIT $5.95 net 


ndow 


or on counter. 





EVERY WATCHBAND ON THIS PAGE 
MAY BE ORDERED INDIVIDUALLY 


egy Retails for : $119.45 = 
~ SS Your Cost: 48.00 
SS) Profit: 71.45... 


o Bs 5 PLUS BONUS BAND PROFIT: 9.95 .. | 
: " Yours at no charge to sell for 100% profit Total Profit 3 $81 40 net 


at $9.95 plus tax. 





A PEX BONUS 
BONANZA 


DIRECT-TO-YOU : 


*PATENT 22677230 


PLUS F R EE BON US Retails for 


STYLE NO. P3313W 


Yours at no charge 
to sell for 100% profit 
at $10.86 pilus tax 


Ay MEN’S and LADIES? PHOTO IDR 


BRACELETS and WATCHBANDS © 
PLUS FREE BONUS IDENT 
PLUS FREE DISPLAY 


All illustrated idents and watchband styles, plus five idents in white gold 
indicated, plus one bonus ident, all with Quadra-Flex construction. All have 1/% 
gold filled tops and plaques and Stainless Steel backs and interior ¢ 


MEN’S QUADRA-FLEX PHOTO IDENT BRACELETS AND WATCHBANDS SHOWN. 


Retail $11.95 F.T.1. Your Cost $4.50 Your Profit $6.36 net 


og . 
_— A ee : 
ner? > oe 


1 yellow) 


EVERY BAND ON THIS PAGE 
MAY BE ORDERED INDIVIDUALLY 


126.72 a 
Your Cost: 92.00 


PLUS BONUS IDENT PROFIT 10.86 . 


Total Profit : *85. 58 


Order Direct by mail i 
APEX ACCESSORIES CO., INC., GREENWICH, © be 





tt 


—P, promotions like this 
fy are more important to you 
_ than ever before 








: f is : a ¥ : 
_A FREE GIFT FOR YOUR CU 


eN, 


_ SHAT PROMOTES SALES FOR YOU 


A $7.50 VALUE...THE CARRYETTE is a gift from you to your cus- 
tomers with every Deltah “Classique” and “Elegance” necklace you sell! 
Brilliantly finished in deep gold and jet black plastic, it’s richly lined 
with white satin (with make-up pocket). 


WONDERFUL ADDED FEATURE...the FOUR-PICTURE-FRAME 
ALBUM. Closed, it’s perfect for monogramming...another profit source 





A NATIONAL ADVERTISING CAMPAIGN THAT 
ge Awuew Ween! TELLS MILLIONS ABOUT THE FREE GIFT 


| i PLAY FULL PAGE AD, IN COLOR appears in the October issue of PHOTOPLAY. 


pee oe _ It’s one of a series of Deltah advertisements appearing in LIFE, SATURDAY 
ey x EVENING Post, AMERICAN WEEKLY and PHoTopPLay through Fall and 


93, | hs uf? - Christmas. 
Cs t a h " : “ @ Tie-in your store with Deltah ®@ Also available—newspaper 


Bei y national advertising — ad mats and consumer folders 
SiMULATED PEARLS ‘ 
. use Photoplay ad display. featuring free carryette offer. 





Ps AT BETTER 





Consult your wholesaler 


L. HELLER & SON, INC. $25.00 EXTRA PROFIT BONUS FOR YOU-—you get two necklace 
“11 FIFTH AVENUE, NEW YORK and earring ensembles FREE with Deltah's “‘PROFIT-PLUS” Assortment. 











the freshest 
new watch 
promotion 
ina 

decade 


introducing the 


new Youn 





An exciting new line of watches by 


America’s finest and oldest watchmaker . . . ~~ 
eo wen ? pe in 
the result of two and a half years of [Sig 1 O°Xe <.... S | O) QO5 
jo \ tm 7 Leo 


Plus Tax 


planning and hard work by the brilliant 

young new management team at Waltham! : | 
Styled to the heart beat of young eee): eee ($29.75 after November 15)* 

America — the nation’s largest watch Se haf iv J ee 

market! Priced to match young budgets — : 
the biggest watch values in America! 





This fall, the NEW YOUNG WALTHAMS 
will be introduced by a fresh, imaginative 
advertising and merchandising campaign. 


The Walthams you order today will 
($37.50 after November 15)* : ‘ | ~~ move out — faster and more profitably 
17 J eats emnant % —~ ‘sy Me _ _ than ever before! Waltham’s Controlled 
— | - Production and Wholesale Distribution 


policy fully protects your investment. 


‘yr 75 
OF ga } soe FTI 
Cie, % § a 
6 pe ; i 
; é = 


~ me i ines oo oe en net se ($49.75 after November 15)* 
og perk, 3 Le See EY : i mad ee 
you earn full profit on the Leet fe ty 4 || 19 J Precision Movement 
low promotion price 4 ~ Sf fF iL ee Yellow SB Case 
even more afterwards! f : — ee ee Lee 








fr si | 


TIME 18S A WALTHAM WATCHWORD 


WALTHAM WATCH COMPANY + WALTHAM, The Watch City, MASS. 
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Announcing a great new line of 


OC4 


MEN’S JEWELRY 





What makes this new Forstar line so different . . . so out- 


46P 360 $5.50 


standing? Exclusive new-fashion designs... volume- 43P360 3.50 
41P 360 2.50 


priced...and backed by the fine reputation of 


Forstner for superb quality and workmanship. 





An extremely promotable line especially 
created for today’s value-conscious 
customer. In handsome gift boxes. 
Available in yellow gold plated 


or white rhodium plated. 






46 P 361 
43 P 361 
41 P 361 





t46P375 $6.00 
443P375 3.50 
T41P375 3.00 





+46 P 373 $6.00 
743 P373 3.50 
T41P373 3.00 





+46 P 372 $6.00 
F43P372 3.50 
T41P 372 3.00 









T46P376 $5.50 
t43P 376 3.50 
T41P376 2.50 









46P 362 $6.00 
43P 362 3.50 
41P 362 3.00 


ALL PRICES KEYSTONE 


+Modern enameled designs in: 
Charcoal Black (C) sas ‘ po oo 
Delft Blue (B) #41P 371 2.50 

or Pink (P), 

46 = Sets 

43 == Links 

41 = Tie Bars 


JEWELRY’S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION «* IRVINGTON 11, NEW JERSEY 
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¥ The Foster line, traditionally a big line, is always being built up with new 
=< @& 
5 9 styles, new patterns, and new constructions. Best of all, from your standpoint, the 
Ede . 
S Foster line is thoroughly engineered at the factory. You can rely on it to stand up in 
© 
P Service. You can rely on it to fit all kinds and types of watches. You can rely on the 
S 
= Foster factory repair service to protect your watchband profits. Sold through whole- 
8 
3 2 salers—endorsed by wholesalers. 
‘ < aad . 
: oO. 
2 
a 








TEEN AGE + BOYS ‘N GIRLS BANDS + IDENTS J 
960 970 970B Teen 75 Boys ‘N Girls 736 a 9 = | 31 33 | 
pe 
special Lengths SS 
Tels Juniors ) 
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Shown here are some of the Foster 
patterns and features that make the 
Foster line complete. At popular prices, 
with quality proven by millions of units 
in use, the Foster line is your best bet. 


You not only make more money on 
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Why You Can Make More 
With the FOSTER Line! 


your stock on hand, you can get from 
Foster what you want when you want 
it—but fast. Save your time for SELL- 
ING. Simplify your BUYING—buy 
Foster. Catalog available for ease in 


ordering. Ask your wholesaler. 


Foster Metal Products, Inc. 
37 Union Street, Attleboro, Mass. 
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TO OUR FRIENDS, THE JEWELERS 


CEASE AE ANGE AR TR AN NNTES SS NOME AE I 1 LRTI SE TL BO SERA IED ORRIN 





Together with you, 
we must face the problems 
created by the 
tariff decision. 





“FOR THE GIFTS YOU’LL GIVE WITH PRIDE—LET YOUR JEWELER BE YOUR GUIDE" 
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o AAmerica 





For your efforts, for your cooperation, for your expressions of interest and 
points of view in behalf of our mutual problem, we offer you our grateful thanks. 


The decision may change the buying and selling of watches, but 


it will not change our comme@n-goal. 


Bi sega 


om, 


For you, the Jewelers of America, that goal is to supply your customers with the 
world’s finest watches in price ranges that meet your customers’ needs. __ 


For us, the Watchmakers of Switzerland, it is to supply you with 
these products, in which we have so much pride. | 


For us, in addition, it is to look into the future out of a past tradition 


of more than three centuries, and help in every way—through our 
advertising campaign, our promotion aids, and our very watchmaking skills— 


your daily efforts to serve your customers’ needs. 


The Watchmakers of Switzerland 
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ONLY UNIVERSAL 


GIVES YOU A COMPLETE LINE 
OF AUTOMATIC COFFEEMAKERS 


ONLY THE GENUINE UNIVERSAL 
CARRIES THIS DESIGN... 
YOUR ASSURANCE OF QUALITY CRAFTSMANSHIP 


te * none 


SEER 
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SELL ’EM ALL with Universal . . . the only automatic 
coffeemaker line that answers every request for size and price. 
Do away with costly mixed inventories; know just one set of 
super features, make more sales . . . make easier sales with the 


coffeemaker line that has everything! ... UNIVERSAL. 





How BIG is 


How one retail chain 


The market LIFE reaches with a single 
issue (11,880,000 households”), 

is big enough, all by itself, to consume the 
entire yearly production of most 
brands, many manufacturers, 

many entire industries. 


*A Study of the Household Accumu- 
lative Audience of LIFE (1952), by 
Alfred Politz Research, Inc. 


For example, in watches: 





Mr. S. A. Meyer is president of the S. A. Meyer 


If, this year, watchmakers were to sell just one Company of Washington, Pa., a chain of 18 jew- 


$35 watch to each of the households reached by elry and six furniture stores which recently con- 
a single issue of LIFE, sales to this group alone cluded a highly successful LIFE tie-in promotion. 
would exceed the estimated total U. S. retail Mr. Meyer says, “The ‘Advertised-in-LIFE’ pro- 


motion gave sales throughout our chain an ex- 
cellent lift. We will definitely repeat the promo- 
Estimated total 1953 retail watch sales tion on an even broader scale next year.”’ 


through jewelry stores—$400,000,000. 


One $35 watch sold to each of LIFE’s 
11,880,000 households—$415,800,000. 


volume of jewelry store watch sales for 1953. 
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the LIFE market? 


capitalized on LIFE’s local level impact 





Rows of . . SS Se 
fumoys Uy Now! Save 
prod: on 1954 FP lgin Watches 


EAGIN Spring Time Bovings of 984! 








in Washington, Pa., this S. A. Meyer store featured 20 This striking LIFE-Elgin showcase proved to be a real 
different LIFE-advertised products. The ‘‘Advertised- stopper in one of the Meyer chain’s Washington, Pa. stores. 
in-LIFE’’ motif was used throughout the entire store, Notice how an actual Elgin ad which appeared in LIFE 
even to the LIFE caps worn by the sales personnel. Did has been incorporated into the display. Tie-ins like this 
customers come in to look around? Better still, they are invaluable in building customer confidence. Such dis- 
came in to buy. Substantial sales gains were reported plays are continually proving to retailers that customers 
throughout the chain, even though the promotion took want and demand nationally advertised merchandise, 
place in July, normally a slow month. What’s more, particularly LIFE-advertised products. 


sales have continued up. 





Learn about LIFE—and extra sales! 


Discover what thousands upon thousands of 
retailers have learned already, how powerfully 
LIFE works at the local level. In-season, or off- 
season, a LIFE tie-in promotion may be just the 
shot of sales energy your business needs. Put 
LIFE to work for you soon! 


First in magazine circulation 
First in magazine audience 


First with retailers 





9 Rockefeller Plaza, New York 20, N. Y. 
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OOOH oscissccvvx COMPANY, INC. 


567 Fifty-Second Street, West New York, New Jersey. 


CANADIAN FACTORY: 91 Brandon Avenue, Toronto 
MONTREAL OFFICE: 407 McGill Street 


+ + 


SINCE 1914: SP 
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IF YOU ARE NOT SELLING 
MA LF 
ef a Vilkes 


DIAMOND WATCH ATTACHMENTS 
AND BRACELETS 

YOU ARE LOSING 

PRECIOUS PROFITS THAT 

WILL GROW AND MULTIPLY 

FOR YEARS TO COME 


ILLUSTRATED ARE TWO 
OF MANY STYLES AVAILABLE 


*Add-a-Link IS THE DIAMOND WATCH ATTACHMENT 
OR DIAMOND BRACELET YOU CAN ‘GROW’ BY ADDING 
ADDITIONAL LINKS ON ALL GIFT OCCASIONS. 


SERVING AMERICA’S LEADING RETAIL JEWELERS SINCE 1916 


Aaspar © Ch soon 


MANUFACTURING JEWELERS *© DIAMOND IMPORTERS 
126-132 West 46th Street, New York 36,N.Y. ¢ 62 Rue Du Pelican, Antwerp 
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showease cost with Ronson’s 
brand new purchasing program ! 


A new Purchasing Program by Ronson 
offers you the chance to acquire an 
attractive modern Floor Showcase valued 
at better than $150.00 for a total cost of 
$75.00 or a smaller but equally appealing 
$120.00 Floor Showcase for a total actual 
cost of $60.00. An unique Bonus Certificate 
Plan makes this possible. This Plan makes 
substantial merchandise credits available 
to you on your regular inventory fill-in 
purchases of Ronson Lighters. 

For complete information on this 
Purchasing Program, contact your Ronson 
supplier now while the cases are still 
available. Don’t miss this big chance to 
revitalize your lighter department and 
sell more Ronson Lighters. 


Designed for smaller areas, The Ronson F-3 
showcase measures 33” wide, 22” deep, 40” high. 
Construction is similar to F-2 model... value, over 
$120.00 ...total actufal cost to you, only $60.00. 


Retailers recover half of new 

















































New, Dramatic Ronson F-2 Showcase measures 

48” wide, 22” deep, 40” high. Styled in Birch Wood,” 
equipped with fluorescent lighting ...value, over $150.00... 
total actual cost to you. only $75.00. 


*QOther finishes available at slightly higher cost 


Ronson Bonus Certificate Checkbooks make the 
Ronson Purchasing Program work...allow you 
merchandise credits applicable to the purchase price of 
Ronson Lighters you order in the course 

of regular inventory fill-ins. 


contact your Ronson supplier today. 





WARNING! 


Magniset is patented in 
the U. S. Pat. Off. No. 
152469. Infringers will 
be promptly prosecuted. 


). Newly Patented Setting, Magniset, is contrived so as to add to the 


Magnitude of a small center diamond. These cleverly fashioned settings are made 


with a combination of a new type reflector and a sparkling border of flashing 
Rhodigem—in that whiter than white metal which never dulls. Because they enhance 
the diamond size in a new and unique fashion, they are the perfect solution to 
the jeweler’s problem of properly setting small diamonds in large top mountings. 


*¥THE MAGNIFICENT NEW, PATENTED SETTING CREATED BY. 


GOODMAN & COMPANY 


MAKERS OF FINE JEWELRY SINCE 1904 
42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 
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New 1-Day 
Alarm Clock : 
Pale green Case, 


Retail $ 7.95 








2 “we hy Hr. Strike ese Clock: teas aa se 
bes Melodious 1ous Membrane gong; 4-jewel escapement; fine genuine wal- 
te aabany case; dull hanirutbed finish. Raised gilt numerais on 


1610032-2960..... 2... pees iNet fe Retail $ 55.00 


NATIONALLY ADVERTISED FROM COAST TO COAST 


id Famous, puighans Clocks 
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vy 
W ‘ane 
Vv VU 


NED pH oS pate 
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1-Day Two- 
Tone Alarm: 
Ivory case, 
luminous dial. 
33/,x 33/4”, 
8'6010-400 
Retail $ 5.95 





1000-Day AjO Mantel Clock: 

Round, polished brass base with glass dome. Raised 
gilt numerals on silver dial. An accurate timepiece, 
easy to regulate. Operates 3 years on 144-volt dry 
hattery. Battery easy to replace. Complete instruction ° 
with each clock. 11 x 87’, 


GTES*BMOO oe Scale Sates Retail $ 49.5 


1000-Day alo Mantel Clock: 1000-Day ajo Mantel Clock: 

Qval brass case in ivory finish. Magnetic pendulum. Square brass case in dul! gilt finish. Magnetic pendu- 

Raised gilt numerals on silver dial. Replace 144-volt lum. Raised gilt numerals on silver dial. Operates 

dry battery alter 3 years. Complete instructions with each 3 years on 1%-volt battery. An accurate, dependable 

‘@ clock. An accurate, dependable timepiece. Easy to timepiece. Complete instructions with each clock. Fasy 
, handle. 8% x8%x3%4”. to handie. 9x6%4x4%™. 


CAPD a5 Co ees oweew ves Retail $ 59.50 7775-3300 : . 2. eee ~oaees Retail $ 59.50 









Aan 


1-Day Silent-Tick-Alarm: 
ivory case, luminous dial. Alarm buzzes softly 
first, then rings loudly, 334 diam. 

8/6005-475...-.-+.++- Retail $ 7.95 


— “ 








() 


8-Day Wall Clock: Polished brass case with an antique Decorative 8-Day Wall Clock: 8-Day Wall Clock: ; | 
mahogany center. Green patinated circle; gilt raised figures; fine Black case; hand painted decoration; gilt brass ornaments; raised A beautiful hand carved wooden clock with gilt border and a genuine 
4-jewel lever movement. Overall diameter of clock is 11347”. numerals on silver dial; polished bezel; fine 4-jewe! lever move- walnut convex canter ; gilt raised Roman numerals on mirror circle. 
26/0111-2100....... ERG FON EN *- | Retail $ 37.50 ment. Overall size: 18 x 10%”. Fine 4-iewel lever movement. Overall size: 1344”. 

St ts ; 26/0114-2660....5..sseeeeeee. .... Retail $ 49.50 26/0110-2660. .. 6.2.5. ee ceeeuceces Retail $ 49.50 





oat 









Fae SE, RG LE 2, Pee .. Retail $ 63-00 
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x 1%, x 33,,"", 
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All Items Subject to Federal Exci: 


NATIONALLY ADVERTISED FROM COAST TO COAST 


TRADEMARK REG 


8-Day Cuckoo Clock: 
Selfadjusting strike. Hands can be 
turned clockwise or counter-clockwise. 
Artistic handcarving, 3 birds, 7 leaves. 
Door opens, Guekoo pops out, calls full 
and half hour, combined with melodious 
gong strike. 18x 13”. 
1162/8-2450.....Retail$ 39.95 


oy - cw i 7 
wr ee Ee we DS 8 


1-Day Hunting-Scene 


Cuckoo Clock: 


Has automatic strike correction. With 
4 _full and half hour strike and gong. 
= Haneared, and band 


ay 


ae decorative. "t 
1170/P-3130 


i umn 
; ; ‘a 


caine 





Anniversary Clock Junior: 

Gleaming polished brass case; white enamel 
dial with “Dresden” floral design; engraved 
pillars. New leveling device. New pre- 
assembled pendulum with safety-lock. 8 x 6". 
SUCP EE: kccecseess Retail $ 22.95 


Louis XV Anniversary Clock: 
In dull gilt case, china lace figurines on 
stationary pendulum ; Swiss 7-jewel lever 
escapement. Insensitive to vibration and 
non-level posttion. 10% x 9% x 6”. 

PE ecnvesed Retail $ 59.50 


Anniversary Clock: 





Polished brass case; white enamel dial with “Dresden” 
floral design. Twisted, polished Flemish pillars. New 
leveling device. Pre-assembied pendulum with new 
safety-lock. 12% x 8”. 
1019-1500 ..... see 


ee... Retail $ 24.95 


U.S.A. DISTRIBUTORS HENRY COEHLER CO., INC. - 101 FIFTH AVE.. NEW YORK 3, N.Y. 


inted. Very 


8-Day Cuckoo Clock: 
Synchronized chime movement; 
deeply handcarved. Has 1 bird, 
S leaves. 1611. 
1141/8-1900 .. Retail $ 35.95 


1-Day Cuckoo Clock: 
Selfadjusting; 1 bird, 5 leaves. 
12x 8”, 

1130-975 ..... Retail $ 17.95 


1-Day Cuckoo Clock: 

Selfadjusting; 1 bird, 5 leaves. 

Cuckoos and gongs full and half hour. 
Tiny 8x6” size is especially de- 

signed for small spaces. 

1120-680 .....Retail $ 12.50 


a 
1-Day Cuckoo Clock: 
Newest of the famous Heco Bill 
Forest Cuckoo Clocks, Fully syncint: 


nized. Elaborate deep handcaniag. 
With 3 birds, 5 leaves, 10 xB" os 





Musical Alarm Clock: 

Beautiful baroquestyle. 1 -day. Blast 
gold lined. Has handpainted floral 
luminous dial; raised gilt numerds” 


Louis XV Musical Alarm Clock: 
1-Day, 7 jewel, luminous dial, gold finish. 
Floral handpainted decorations. Plays 
two cheerful tunes that act as a pleasing : 
alarm. 67/,x 414”. plavs gav Old World melody. 4" xm 
1250-1300....... Retail $ 24.95 1200-780........ Retail § # 


All Items Subject to Federal Excist 





























It happened in... 











Does a man retire more than once? Here’s 
a case where one man sold us a store three 
times, with the purpose of: retiring two 
times—it’s a jovial understanding between 
us that Gordon Brothers will buy a store 
from him someday for the fourth time! We 
hought his first store because he wanted to 
vet into a smaller business. We bought his 
second store because he was retiring. But 
not for long! When he called us the third 
lime, it was a good size store with a large 
stock. This time he was definitely, but 
definitely retiring. *‘What do you plan to 
do?” our J.B. asked and when he answered 
“Nothing,” J.B. said, ““Mr. X, you know 
you'll never be happy doing nothing. Some- 
time, in the far distant future I hope you'll 
be calling us to buy a fourth store so you 
really can RETIRE!” As a matter of fact 
he is in business again and we know he will 
call us some day, because each of our deal- 
ings was a mutually pleasant one. If and 
when you plan to retire, perhaps you'll call... 











Stories from our 51 years’ 
experience with truths of 
just as great significance today. 
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Greatest promotion in Gruen History— 
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Court the candies. and count yoursell tucky Swe up 0°25 
€ rUCML Roth Anniversary 


Special Introductory prices! For a limited time only! 


< £29" (2 Ue pweler teeny oe re SUI Wes: * 
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ROt Amniversar 


ubilee. 


Backed by tremendous national advertising — 
TV, radio, magazines, newspapers—to 
powerhouse new business into your store! 


| ly Every 8 days full-color 


national ads breaking throughout the promotion. 


That’s the kind of support Gruen is putting behind 
you and your Jubilee Values business! Starting 


with a full-color spread in Life—going on with full- 














color pages in Life, Look, Saturday Evening Post, 
Ebony . . . and big ads in newspapers from coast- 


to-coast! 





Greatest radio and TV network lineups ever seen in 
the industry — with Walter Winchell backing Jubilee 
Values every Sunday night on the ABC network... 
just one part of your blanket advertising coverage 
by Gruen! 


Stunning display material catches 
the eye — and the customer — at 





point-of-sale. The Jubilee Value 


a) Y package includes every promotional 
fe / aid known to the industry — turned out in a fresh, new, 
- compelling way to bring business into your store! 


Don’t make any watch commitments until your Gruen Salesman shows 


G = (| ~ N you the Gruen Powerline for Profits! 


The Gruen Watch Company, Cincinnati, Ohio 
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will bring extra 
sales to you! 





PILLIOD CH 


GET READY FOR TRAFFIC .. . and extra sales. This complete, 
new line of Pilliod Silverware Chests are eye-catching values 
... all dressed up with buyer appeal, and ready for your profit! 
The demand is there — millions of silverware owners need a 
Pilliod chest. Plan now to cash in on this ready market. 

Stock and sell the complete line of Pilliod chests. It’s an 
outstanding profit opportunity. There are popular models that 
retail from $4.50 to $19.95, in mahogany, blonde and walnut 
finishes. And attractive discounts are available. Check the three 
fast-selling models shown here, and send for full information 
today! Use the handy coupon below. 








> eta: 
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ECONOMY CHEST No. 711 


A real value in a chest to hold service for 
8 or 12. All wood chest, with walnut grain 
finish, Lined in bright red anti-tarnish 
Duvetyn. Size 1354” x 11%” x 234”. Sug- 
gested retail $5.95. 










PRINCESS ANNE CHEST No. 731 


Accommodates service for 12. Conservative, 
finely grained mahogany finish, to harmo- 
nize with dark furniture. Completely lined 
with PACIFIC SILVER CLOTH — America’s 
. te a oe ae most popular silver protection. Knives are 
Ss eee: held securely in a trouble-free rack . . . yet 
"a te ae can be removed easily. A fine cabinet, 
superbly styled and serviceable. Size 173%” 
x 1154” x 3%”. Suggested retail $9.95. 















Ypres 


Beautiful DRAWER CHEST No. 786 ca 


Smartly figured mahogany grain in satin lacquer finish. (Also 
available in modern limed oak.) Superior mitred-corner construc- 
tion, with 3 concealed hinges. Lined throughout with PACIFIC 
SILVER CLOTH —rated the best protection against tarnish in 
READER'S DIGEST report of impartial tests. Contrasting brass 
hardware makes this cabinet a showpiece in your store, or any 
home. Holds over 200 pieces, including 12 knives as shown. 
Size 17” x 12” x 6%”. Suggested retail (Mahogany) $17.95. 


=~ 


THE PILLIOD CABINET COMPANY 
SWANTON, OHIO 


Please send me discount schedules and literature on the complete 
line of Pilliod silverware chests. 





























STORE NAME_ FS PR ee 
ADDRESS a | os 
CITY — STATE = World's Leading Manufacturer 
of Fine Silverware Chests 
SIGNATURE TITLE K9 ESTABLISHED 1896 
J 
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;W tinst STAINLESS STEEL 


@ One size band fits all 


size wrists! 


8019 ® No tools, no trouble! 
Perfect sizing in 
10 seconds! 
DIAMOND CHAMPION 
019) Retail, ® Cuts inventory, cuts 
$5 50 down your investment, 
SNGEFORD (8704) multiplies sales! 


vith curved ends for 
‘ound watches. Retail, 


$9.95 








NOW in answer to your demands — 
The patented J-B MULTI-SIZE* feature in a stainless steel expansion band! 


No one thought it possible ‘til J-B did the impossible ...a watch band with adjustable links 

~the J-B MULTI-SIZE Band. You quickly take out links for small wrists...add links for 

large wrists. It cuts your inventory of bands, increases your sales opportunities. Because of ‘ | 

the overwhelming demand for the newly introduced J-B MULTI-SIZE Bands and in re- : 4 vie seuuTegiat 
‘Sponse to numerous requests, J-B now offers the first MULTI-SIZE Bands in Stainless links off concealed safety lugs. 
Steel. More models are on the way. Your wholesaler has the facts. 


“WARNING — AVOID INFRINGEMENT 


J-B MULTI-SIZE is protected by —_ = 
U.S. Patent #2,249,086— Other Patents Pending ene 

Any manufacturer infringing on said patents will be prosecuted immediately! } ently 5B : ‘ 1 *s 
(1) Regular—Fits Perfectly . 


(jong = id i | 
(3) Extra one} en | 
(4) Short a 

(5) Extra sho “a — Remove links | 


Absolutely SAFE. Operates 
like any other expansion band. 


From the newest, most modern watch band plant in the world 


JACOBY-BENDER, INC. * NORTHERN BLVD. AND 62 STREET * WOODSIDE 77, N. Y. 









oo 


es 


This new fountain pen, the first of its kind ever 

offered the nation, eliminates forever the need of 
botile-filling. Cartridge filled, with real ink, the C.F 

1s so different, so revolutionary, that you'll have to see it, 
try it, to realize its tremendous sales potential. And 
Waterman is promoting this pen as never before, 

with National advertising that will reach 

millions and millions, in time for 

the Christmas season. 
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it’s the 
cartridge 
that will 
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22K gold inlay on 
black. 14K gold point, 
8 refill cartridges. 


Also with matching pencil 
Waterman Pen Company, Inc.— Seymour, Conn. $20.00 list. All prices plus tax. 
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rtunity 


a TRADE-UP oppo 
n table radios! 


you ve never had before | 
on, get 4 station! A whole new 

mers have never seen any- 

They'll pay extra 
f you ll just dem- 
dsome Zenith 
h the buttons 


Push a butt 
generation of custo 
thing like it in table radios. 
for this extra convenience...1 
onstrate it. Display this han 
where your customers can pus 
and sell themselves. 

R512. Electrical push-button tuning gets fa- 


yorite stations without dialing, eve™ in dark. 
ns are on top SO you don’t push 


Push-butto 
radio off base- Beam of light pinpoints a 
selected station. Zenith Long Distance chassis 

it inside. 


with WAVEMAGNET® antenna bul 

Powerful Zenith-built Alnico 5 speaker for 
tone of console quality. Carrying handle. In 
Maroon, $39.95*. In Ivory, Flame, Green, 


$41.95*. 

Also available wit 
Model R511. In Maroon, 
Flame, Green, $31.95*. 





hout push-button top as 
99.95*. In Ivory: 
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CLOCK- -RADIO Designs..-- 


greatest CO” inat or-pius- 


utility your custom | Call your fr iendly Zenith 


To cash in : D ° » 

radios, Zeni : istributor toda J 
line that ever arenes a 1 . y: 
dials that light up at aaa With 

Sleepyhead puzzer, applianc 

automatic timer in addition to ra | NV, 
And remember, Sewn erence i 

radios 1S the Zenith ra 

Zenith’s Long Distance chassis, 


NET® antenna, powerful Zenith- -built Ainico Tienes 
5 speaker: yalty of television and RADIO 


ERS OF 
Zenith Radi FINE HEAR 
adio Corporation, Prem net 
llinois 





*M 
amufacturer 
an rs sugge 
d South. Prices a ese i price, slightl 
pecifications subject to ch higher in Far West 
ange without 
notice 
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The Guardian Angel 


Y 


contracts to permit easy 


passage over knuckle... 


justs to 


jus 


then self-ad 


ing ring 


hold 


comfortable 


finger contour 


perfectly 
ioned always 


? 


safe 


% 


lumbi 


~ 
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t 


posi 








a CONTROLLED plan... that gives 


DIRECTION (0 your diamond merchandising! 





Millions of American women are now seeing, and responding to, 


Columbia Tru-Fit’s dramatic ‘‘Guardian Angel” feature and advertising 


theme. Thousands of jewelers are already profiting. You can, too! 


We invite your inquiry on the availability of a 


franchised Columbia Tru-F it agency in your community. 





DIAMOND RINGS 


a division of Axel Brothers, Inc. 


21-10 49th Avenue, Long Island City 1, 





“Gam with lhe 


Ourning fleart” 
Attractive display stands 


now available through 
your wholesaler 

free of charge. Make the 
most of this opportunity to 


romote OPAL 


... the OCTOBER BIRTHSTONE 


66 


em with the 
Burning earl ° ® 


... always first in quality and 
style. A natural and a must for 
increased sales and profits. Send 


for new catalogue and booklet. 


OPALITE ine. 


PHILADELPHIA, PA. 
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iwi cis 
Prarie Rings 


JUST OFF THE PRESS 


Our 1955 Catalogue. TOWNE WARS he NADA NY, INC. 


Write for it on your IMPORTERS 








letterhead. 29 EAST MADISON STREET * CHICAGO 2, ILLINOIS * RAndolph 6-304! 
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BRO 20-1401 $375.00 ft. 


The wise retailer never bucks a trend; he 
progresses along with it. Few will deny the 
trend overwhelmingly favors selfwinding 
watches. Today, just about every woman 
wants to Own an ETERNA-MATIC, the miniature 
selfwinding watch of proven performance. It 
features Eterna’s incomparable ballbearing- 
mounted winder that brings effortless auto- 
matic winding to diminutive styles. It is the 
logical peg on which to hang your 1954 
sales. Remember---Eterna alone offers a 
complete line of selfwinders. So start today 
converting your stock to selfwinding 
ETERNA-MATICS, the dainty, feminine 
watches that spell profit, progress and 
productive sales. 


17 Jewels %z Shock-protected vz Anti-magnetic +: Unbreakable 
mainspring yx Rhodiumized movement xx Water-resistant and 
non-water-resistant 


Steel, gold-filled, gold and diamond models for women, 
retailing from $ 82.50 to $ 375.00, at keystone profit. Also 
men’s models from § 71.50. All prices include federal tax. 


ETERNA:- MATIC 


ETERNA WATCH COMPANY OF AMERICA,INC. 
677 FIFTH AVENUE, NEW YORK 22,N.Y. 


A-1401 $ 110.00 f.t.i. 
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~ FEATURE LOCK 


is Superior in every way 


4 mR ODL PF TRIED AND) 
4 eI Ww | Fr PROVEN -— Over) 
q [XE LW/ F _ 1,000,000 sold, and 
Of % VT. eY - Feature Lock sales) 
eevee eeceesn o¥” | (< a "a . are increasing | 


every month. 
LOCK SWINGS OUT OF WEDDING RING EASILY, SIMPLY 


Permits light to reflect || 
utmost diamond brilli- | 


5 i‘ eZ 4 
' ¢ offhe 4 \ Ly VE; : ance. ) 
( 4 { tp 4 No dirt-catching ob- | 
°° | — f ~—s_ structions in either | 





ring. 


ABSOLUTE CLEARANCE UNDER EACH RING 





No screws, bolts or | 
spring that may rust. 


4 : EDS | | No separate pieces to | 
ool Q . if ee C7 | fumble with or lose. 
eo rcccce® i -. Made entirely of 14K | 


. : — Gold, no foreign 


WHEN WORN TOGETHER OR SEPARATELY 3 E. metals. 


THERE’S NO SUBSTITUTE FOR A 
TRIED AND PROVEN PRODUCT - 





Look for the stamp ig 
the shank of every 


- ned 
for increased diamond ring sales aca on 


| and utmost customer satisfaction 
ACCEPT NO 
| IMITATIONS... 











CONTACT YOUR 
AUTHORIZED FEATURE LOCK 
WHOLESALER TODAY 





Reg. Trade Mark — Pat. No. 2,507,348 and 
others. Rings enlarged to show detail. 


FEATURE RING COMPANY, INC. 130 West 46th Street, New York 36, N. Y. 








HAMILTON BENCH 


center 


in. 
SPicwectt en 
ks Sah 


PRR OR SEER 


i 
—_ 


4 
te 


POOR MIXER 








People are testing and comparing before they buy, these days! And they are 
finding that Hamilton Beach Mixers give them more in performance, features 
and lasting qualities than other brands. 


And, since buyers are testing and comparing, what could be more timely than 
this Mixing Center! It not only spotlights your complete mixer department, 
but gives customers a chance to operate every mixer on display! Here’s a display 
which calls for making a choice ...a decision to bzy! Ask your distributor 


Don't put off this sales-making move HAMILTON BEACH 
Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 
PUSHING YOUR SALES 


will be powerful ads in all these 

popular magazines ...the great- | ” 

est retail support in our history! twuc i 
ee CEL 


amy RIDES 
i Wide 
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\ FLEXIBLES 


THE SMART FASHION FOR EVERY SEASON 
All Items Available in Gold or Silver Finish. 








. Carved Coral plastic inlays tin ae 
2913/32B435 Retail $8.70 , - 


B. Tailored, bright finish 
4908/1B360 Retail $7.20 


Cc. Carved Turquoise plastic inlays 
2900/33B548 Retail $10.95 





C1. Earring with carved plastic inlay to match 


Flexible 

22/E113 Retail $2.25 
D. Tailored in alternating antiqued design 

4902/1B360 Retail $7.20 


E. Smooth Black plastic inlays 

2903 /42B435 Retail $8.70 
E1. Earring with Black plastic inlay to match 

Flexible 

12/E113 Retail $2.25 
F. Ice Blue Stones 

1903/2B548 Retail $10.95 


Htarwoods 
LEADING LADY 
FLE XIIBLES 


T tas expand to fit any wrist 





26° @eeeeds 


TTT LL 
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i 
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cy ht 42 NAC paused 


> See | 







Harwood Mfg. Co. 
Providence, R. I. 









All Items Available in Gold or Silver Finish , 





There’s a “magic wand” 
touch in every Jack ’N Jill 


Princess Set... 


t theyre 
PRINCESS SETS woudorpull! 


America’s favorite gifts for the little miss ... beautifully crafted... 
true values! 


Lockets open to hold two photos. Sets are gold filled. Harwood 
Jack ’N Jill sets have stainless steel backs. 


| : Whe : Mf fu) . 
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Jacks, Jal]. .. the big name 


in Gifts for Little Ladies! 
Harwood Mfg. Co. 
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P for very 








Py special occasions 


Ce 4 aa Sane See. ........... $5.50 

ZA / —S Links (only) ........ 3.00 
Slide (only) . 2.50 
Donut mother-of-pear! 


aa ye : 
re EA _ = 
Sono! a e _ = = a & %, ’ = with duck. 
ce =— ir B : ——=== 









Four-piece Gold ) _ ie 

Filled Set ...... . $19.00 D . thee A 
6/444 Links (only) 5.00 : eee “ . Z 
2/0435 Slide R pr ee = 

ai. = <= prized gifts for the 
1/2922 Buckle 

(only) .. ........ 6.00 
Masculine Fine Engine 
Turned Design. Also 







—— 







—_— 


available in Sterling a 






sportsman and beautiful gi Vain, Sates 


a 


+ =) = 
3283 Set ... . $5.50 creati il : 
links (only) .. 3.50 : 
Slide (only) 2.50 ZZ . 
Mother - of - pearl with —B ) jails 
gold and black trim. jo  . . . .}.}}8©}©§©§©§©=—)—UUUUU““SMBBGAPPoO 0600000 63341 Sete. $3.00 
—_" Links (only) .... 2.00 
Slide (only) .. ... 1.50 
Antique silver Bass. 






_— 


\ 


allt 


rr 
AVA 
\ WNW 


“iW 
\\\ 


3421 Set ......... $6.00 [£ euttine ZZ ZZ 
Links (only) ........ 4.00 / = CS 
Slide (only) ....... 2.50 
Pink and smoke moth- 
er-of-pearl. 





Prices are approximate retail, subject to Federal Excise Tax. 
All pieces available in handsome white or gold finish. 


Representatives: 


IRVING J. SELTZ 
Mid-western Territory 


ORSE ANDREWS CoO. ” Chicago, Mee 
ATTLEBORO MASSACHUSETTS HERB GLUCKMAN 


Eastern Territory 
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another W/VICGr 


FiRST 


The watches that are really water- 
proof* — and the proof is in the 
package. WwW e i 


All Waterama watches are factory- : ncaa » | e xX 








sealed in water-filled plastic enve- 


lopes — handsomely gift-boxed. 















@ Most startling idea that ever drew : _ 


crowds to your window. 


@ TV, radio and movie spots, window — 


displays, streamers, mats, publicity. 


@ Just what you need to build 


sales during summer months. 


Famous Wyler Double 
Guarantee waterproof*, 


shock-resistant 





Prices $29.95 to $71.50 


Write, wire, phone for 
6 watch sample assortment 
and promotional material 


WYLER WATCH AGENCY, INC., 630 Fifth Avenue, New York 20, N. Y. 
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charms 





: QUALITY A] 

a VAL 2 
Xs c WS. 
ye 
Look for this Seal 
When YOU Buy Chain 


The charm collector . . . charming herself 
... has an affinity for loveliness 

and demands exquisiteness in her jewelry. 
The dainty strands of chain that make her bracelet 
a distinctive personal ensemble must be superior. 
Never sacrifice perfection in fine jewelry 


for lack of the use of GOOD QUALITY CHAIN. 


Take pride in the chain YOU sell . . . select it for QUALITY and appeal 
ot 


MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASSACHUSETTS * PROVIDENCE, RHODE ISLAND * MAPLEWOOD, NEW JERSEY 
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and 






In eight new Seth Thomas watches 












WATCH IS AN IMPORTANT PURCHASE for anybody. 7141$—The Calendar 
Rotor. You -ever have to 


7 o Aro ACO To f> >» 4. wT) asa 
Your customers deserve to see the best selection used & ces ee 












you can offer from all the watch lines you believe to be coa'ed crown. Lapped 
<< >» = “ ¢ water-resistant cas2 o 
dependable. “Me Too” merchandising of one or two seciedinnse-mea teamidiinend 
brands isn’t enough to make your store the preferred -_ cece, 
f a . 


place to buy watches. For vour 1954 Fall and Winter 
watch collection, select the best new models from 
each reliable maker—like these eight new 

Seth Themas® stvles. 









Seth Thomas guarantees each watch ... a guarantee 
that assures trouble-free performance and satisfied 
customers. 


Seth Thomas distribution through the country’s top 
jewelry wholesalers assures you speed and service : | 
unequalled by any direct-distributed line. Write 8148S—Seth Thomas Rotor 
today for our new catalog and the full story of our west b> athe ll — 
“Big Five” extra-profit promotion for Fall. aeent ae 


second hand. Padded gray 
calf strap. $59.507 






















VW 2544CW-Four diamonds in tiny 
engraved 14K white go!d case. 
Note the gracefully fluted end 
pieces, silver finished dial. Silver 
gray Nylon cord. $109.007 














V 4845S—''Miss Rotor’~ 
Fully automatic ladies’ 
sport watch of exclusive 
new cesign. 10K G.F., 
steel back. Luminous, 
gold-figured dial. Alli- 
gator strap. $67.50t 












































2543CW—Two diamonds set in ex- 
quisite 14K white gold case. White gold 
figured dial and complementary gray 
| Nylon cord. $87.50t 






4834S—''The Girl Graduate.”’ An 
exclusive Seth Thomas 10K R.G.P. 

case with steel back. Raised gold- 
figure luminous dial and hands, sweep \;, .' 
second. Brown reptile strap. Water 
and shock resistant. $45.00? 















W 2541CW-—An outstanding 
value with two diamonds 
in a charming white case. 
Silver gray Nylon cord 
complements dial. Pol- 
ished white hands and 
figures. $59.507 






A&A 2542CW-A two-diamo-d case 
of 10K G.F. with deticately 
swisling end pieces. Popu ar 
square dial. White gold finished 

'hacds acd figures. Gray Nylon 
cord. $75.00* 





Ss ETH TH O MAS The newest in fine watches by 


of Thomaston, Connecticut — ° ° 
ill alae !' America’s oldest name in time 
+Includes Fed. Tax. eer me ee: 
Prices subject to change 
without notice. Pivision General Time Corp. 








GENERAL 


TIME 
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Ordinary rings rub, separate, Wed-Lok rings keep diamonds 


always aligned in full display 
— eliminate twisting, rubbing, 


and twist out of position—are 
Michulteilelelistemelilemeaelthi-m-> & 


cessive ring-wear. “ and 'wear when worn together. 


Priced from $100 to $1000 retail 


GRAN AT 


Manufacturing Company 


114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 





more than an alarm wrist watch 


i cee Se ee | 


proved one of the most accurate watches in the world 











The only alarm wrist watch that rings clearly, 
on or off the wrist! 


Still unsurpassed for accuracy —among all types of watches! 
World-famed for its precision movement. 





Still the watch worn and recommended by prominent men 
of business, government, professions, TV, radio! 
Preferred for its unusual versatility and accuracy. 


New: unbreakable alarm spring. Vibration-protected. 
Dustproof. Slimmer, handsomer styling than ever. 


Complete line of outstanding men’s and ladies’ watches. 





Gold-filled, stainless steel back............ $ 99 
ET Ee 99 
ID cisciisiiitiiinconn ini ilialiatimonaes aetna 210 


(including Fed. tax) 


VULCAIN WATCH COMPANY, INC., 630 Fifth Avenue, New York 20, N.Y. 

WEST COAST: Herbert A. Wood, 649 South Olive St., Los Angeles 14, Cal. 

MIDWEST: Paul H. Samuels, 55 East Washington St., Chicago 2, III. 

SOUTHWEST: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas 

CANADA: Norlée Ltd., 637 Craig Street, Montreal, Quebec .-0. Parana. aeneene, 2000900. ME 
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MORN Cs ne, 


oe : Ss . 
EW YORK, N. Y. 


Fabulous items... 


0% profit for you! 


ESQUIRE > LIFE- 
MADEMOISELLE 





ALL PRICES PLUS TAX 


’ 





a 
ke 





HOW DO DIAMONDS FIT INTO YOUR 
TELEVISION PICTURE ? 














The Finest Diamond TV Films in the Country 


Now you can really put the sales-power of Lohengrin rings also portray: 
television to work for yourself because now, @ NEW GLO-BRITE MOUNTINGS that make 
for the first time Lohengrin has produced diamonds appear larger and more brilliant. A 
. P a wonderful sales medium. 
films which capture the true brilliance of satin cteeiaiens, etnias i 
. , e , coupled with tra- 
diamonds. These films are absolutely a ditional Lohengrin quality means truly satisfied 
ing, and have been produced to be used by customers. 
the retailer to increase diamond sales where- ® CONTROLLED MERCHANDISING PLAN. This 
ever they are shown. Simply write or phone exclusive Lohengrin plan enables you to carry 
for FREE inf ti d AT less inventory through our perpetual inventory 
oe ver UOFMANON GN WE Wit Grange system. This proven plan has been highly suc- 


to show them to you with no obligation. cessful with largest jewelry chains. 


ohengrin *‘America’s Most Famous Name in Diamonds” 


*Reg. U.S. Pat. Office to Lohengrin retailers— 


~ America’s Finest 

J. Fiddelman 4 Son, Tie CTE E aL MeL CLE Newspaper Mat Service 
126 W. 46th Street, New York 19, New York devoted entirely 19 

Formerly of England, Klein & Levy, Incorporated DIAMONDS 
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in the country's leading fashion 


“CRILLON" by CORO ... AS SEEN IN VOGUE MAGAZINE 
RY 


One of a series of advertisements that is telling and selling millions of your customers in full-page color ads 
magazines. It will pay you to stock CORO, THE BEST KNOWN NAME IN FASHION JEWEL 


anew STAR 


isporn... 


FINE FASHION JEWELRY WITH THE “SOLID GOLD LOOK’ © 


Nieto Melatelialel Mem ad lia dlile Mial-me lal MelaloMelailiia are am ial- 
ial t Mn ige lel bilelarMelmceliallolai(-h1-118 aned-elilale el a-M along 

ola dal-Maaalol a ¢-1 00m Mal-Me-Talialeldiohiilemlelae-)o}(elala-e) am (-telellare| 
wholesale jewelers bespeaks their outstanding success. 
Alba originals feature tailored and semi-tailored sets and 


TalethalelUlol mm oli-ra4-+- 9am ol Solel ihiUl IN ame [Lamy elola delel-Tek 


ALBA ORIGINALS DIVISION, MARVEL JEWELRY CO. 
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2>pair watches 


Naomi offers you 
savings to 40% one 


_ Fo 





bracelet watch findings | 














BHE SPRING BAR 


#515 







THE GUARD CHAIN 












THE SPRINGS 


#742 eek 
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eee rr fits all nationally advertised bracelet watches 














~@ snaps have positive holding action and long life 






4 ct me 














“complete source { 


*, 











"= new 65¢ dozen 
515 nickel plate = 
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* 






SOR SEPTEMBER, 1954 















ce ie ls eB el oe ae 









LESTO means Big Business for yout 


HERE’S PROOF! You sell appliances on ap- ous as the illustrations below. America’s most 
pearance, price, performance and advertising. beautiful line! Now check prices... the ultra- 
Presto jumps you ahead on all four points. modern performance and exclusive features. 
Take appearance—the BIG PLUS that makes Add slam-bang advertising. Proof enough! Put 
’em buy. Presto’s eye-appeal leadership is obvi- yourself in big business with Presto today! 


AUTOMATIC 
res OQ ELECTRIC SKILLET 


DEEP cooxins 
The Most Exciting 


New Appliance in Years! 
The Presto Skillet has smashed 




































selling records from coast to JZ 
cums t ZB 
coast. A new sell-out item! Z 
@ Deep enough for versatile \\ Sa Z 
cooking (2'4” deep) 4 FZ. \ 
Za 












@ Striking Silversmith finish 

@ No messy dunking in water. 
Exclusive Stickproof interior 
wipes clean in seconds 


PRICED TO SKYROCKET ¢ he 
IN SALES! 27 


Fair Trade List Price. Fed. Tax Incl. Complete with cover. 
Styled by Mel Boldt. Awarded Trail Blazer 
Home Fashion League Award for 1954. 


@ 
Presto COFFEE MAKER \ 1% 


TT FRIES {[T BRAISES [IT CASSEROLES IT BAKES (T CHAFES IT STEWS 








New 





Automatic Electric 


« . , Presto COOKER/FRYER 


Za Beautiful...and what a cook! 


The advertising theme tells the tale. 

You sell both cooker and deep-fryer 

customers. Easier because beauty 

helps you sell. 

@ Cooks, Deep-Fries, Roasts, Steams, 
Braises, Bakes 

@ Gleaming Silversmith finish 

@ 6 at. capacity 

@ All automatic features 









= 


America’s Most Beautiful 
Coffee Maker 


Presto... the prize winning beauty! 
Sleek, smart styling and brilliant 
Silversmith finish. 
@ Completely automatic 
@ Exclusive Thermatrol 

makes coffee twice as fast 
@ Exclusive Lok-Tite cover 
Coffee basket lifts out in one unit 
with cool-handled cover. 


Presto vel ony mon 


The only Tap Water Vapor Steam 
lron with Scorch Preventer! 


Sell Presto’s Exclusive ‘‘Scorch Pre- 
venter.’’ No other iron has it and 
women want it! 

@ Controlled Vapor Steam 

@ Uses plain tap water 

@ Smooth, rounded sole plate 

@ Easiest to fill and empty 


FREE! Pad and Cover 
Deal ends Sept. 30 


Best Styled, ——"e) Sf ae 

Best Promoted Line... oN) i. aay WC he 

Nationally Advertised 
to Help You Sell! 


Fair Trade List Price. 
Fed. Tax Incl. 





Fair Trade List Price. Des 
Fed. Tax Incl. 


















Complete with cover and aluminum fry-basket. 


Presto COOKER 


So | Greatest Pressure Cooking 
-_ — Advance in 15 Years! 


Sales-making pressure cooker news 
from the WORLD LEADER! New 
automatic features. New styling. 
@ New automatic Air Venting 

@® New Cooking Guide on handle 

' © New Pressure-Tru Indicator 














~~ 
= From 
3 $1495 


Fair Trade List Price. 
Fed. Tax Incl. 


Fair Trade List Price. 
Fed. Tax Incl. 
















OVER 21 MILLION SATISFIED PRESTO USERS 


Presto 


National Presto Industries, Inc. 
Eau Claire, Wisconsin 
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THEY ARE 


page MINDED! 


That's right, the young people in your community “think” 
Orange Blossom when they think of beautiful, fine 
quality rings. 








This acceptance of Orange Blossom quality, as the standard 





by which all rings are judged, is the result of many years 
of continuous National Advertising, Local Dealer Aids, 
and beautiful, modern styling. 


There is no substitute for Orange Blossom’s rightness and 
quality which inspires delighted customers to recommend 


YOUR store to their friends. 
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Crest 
$25.00 
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Sheaffer’s 


Sentinel 








Sheaffer’s 
Valiant 
$17.75 










Sheaffer’s 
Clipper 


Sheaffer’s 
Statesman 


$13.50 


STOCK THE COMPLETE PRICE RANGE 


Today more people are asking for Sheaffer 
Pens than any other. And it’s easy to 








Sheaffer's understand! Sheaffer offers everything—clean 
Sovereign oo 
$12.50 filling in the Snorkel Pen and the brand new 





TIPdip Model ... slim, trim design that 
fits the hand perfectly ... superior writing 


performance in Sheaffer’s smooth, custom ground 








Sheaffer's 
Saratoga 


points. And there’s a model and price for 
$10.75 


every pen buyer. Stock the complete Sheaffer 
line to meet the big Sheaffer demand. 


SHEAFFERSS 







Sheaffer’s 
Admiral 
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filling keeps point 
and pen clean 


[ 

Sheaffer’s SMORKEC : 
Craftsman PEN | 
$5.00 Tube extends " 
to fill— H 

SS then retracts. | 
i 

Sheaffer’s es | 
Cad et inti: Titiiiit | 

l 

| 

! 

| 





W. A. Sheaffer Pen Company, Fort Madison, lowa « In Canada: Goderich, Ontario ¢ In Australia: Melbourne ¢ In Great Britain: London 
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TO PROMOTE GOL FILLED JEWELRY 


WHAT ARE YOU DOING TO CASH IN 
ON THIS SALES BUILDING PROGRAM? 


Build up your gold filled department 

By having a complete Van Dell assortment — the finest 
gold filled jewelry obtainable. 

Be sure of increased sales and satisfied customers. 


THRU WHOLESALERS 
VAN DELL CORPORATION @¢@ PROVIDENCE @ R @ I @ 
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Your Own Complete Gift 
Wrapping 
Department EE WW . 




























CONTAINS COMPLETE 
ASSORTMENT for 
WEDDINGS 
SHOWERS 
BIRTHDAYS 
CHRISTMAS 
GENERAL 


All With Matching Ribbons. ) 








EXTREMELY SERVICEABLE 
— MANUFACTURED OF 
STURDY SHEET METAL, 





















EQUIPPED WITH HEAVY } 
DUTY DISPENSER RACKS. | i 








EASILY | 
From America’s Best-Known Gift Wrapping Manufacturer. 


PAYS Oy Here is a wonderful, compact Gift Wrapping Department 


you can have at your fingertips. It makes a handsome display, 


mY 4 LE saves space, saves time. Specially priced and manufactured 


us a service to our dealers. Order a complete rack now for a 
brand new concept of wrapping convenience. 









NO WASTE, 


HY-SIL MANUFACTURING CO 
TIME-SAVINGS, REVERE. MASS. 


CONVENIENCE Showrooms: 225 5th Ave., N.Y.C. 527 West 7th St., Los Angeles 
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ISSLER & WEISS Inc, 


P&S 


2389 Vaux Hall Rd. 
| Unipn, New Jersey. 
hed 





aler exclusively 


he World’s Largest Factory Devoted Exclusively 


to the Manufacture of Die Struck Mountings 
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TESSLER & WEISS, I 


Manufacturers of Diamond 














A PUBLIC EXPRESSION OF 


OUR GRATITUDE TO THE WHOLESALERS 


WHO HELPED MAKE THIS POSSIBLE TO OUR WHOLESALERS ACRC 


Dear Friends: 
We have pictured f 
big, new, modern factory. 


in making this beautiful plant 


Your success with o 
It is a wonderful source of sati 
increased sales and profits for 


maintained our unswerving pol 


. PRESENTING WITH PRIDE 


Thanks again for he 
always been more our friends t 


like to say at this time -- it's 




















TESSLER & WEISS, INC. 


Manufacturers of Diamond Mountings 

















—_ 


2389 VAUX HALL ROAD 
UNION, NEW JERSEY 








TO OUR WHOLESALERS ACROSS THE COUNTRY 


Dear Friends: 


We have pictured for you, on the inside center fold of this page, our 
big, new, modern factory. We would like to thank you for your tremendous share 


in making this beautiful plant possible. 


Your success with our merchandise over the years has been our reward. 
lt is a wonderful source of satisfaction when you tell us that our line has meant 
increased sales and profits for you. We believe it is important to you that we have 


maintained our unswerving policy of selling only to the wholesaler and manufacturer. 


Thanks again for helping to make our new plant a reality. You have 
always been more our friends than just accounts on the books. We would simply 


like to say at this time -- it's a pleasure to do business with you! 


Sincerely, 
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Bazaar, September 
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bracelet, 6.00; 


. 
’ 


GOLDEN TORCH... blazing complement to fashion in golden-tone Trifanium, Necklace, 10.00 


earrings, 4.00. Prices approximate plus tax. Not authentic unless stamped Trifari. Design patents applied for. 
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AEN MERCHANDISING PNY) 


that means 


GREATER PROFITS FOR YOU!.... $ Ree) 


yal Invertory 


ASSURES A PROFITABLE OPERATION 


An investment of only $314.00 gives you a possible $2500.00 diamond 
stock with this new four-way promotion plan by RHAPSODY and 
FEATURE-LOCK. 


1. The New Rhapsody Package consists of eight semi-mounted settings listed in ¢ An Sa ae 
Table "A" and eight mounted wedding bands, plus one 10 pt. diamond and is} . 
one 20 pt. diamond (optional), thus enabling you to give your customers a 
wide range of settings without a large investment in diamonds. 


2. Enables you to secure greater remount sales with a wider range of styles 
and prices. 


3. Simplifies your own remounting problems, especially on trade-ins. 
4. Helps multiple sales, including diamond wedding bands. 


We carry your diamond replacement stock for you... with a 24-hour diamond setting service- 
No need for you to carry the big investment...let us carry the load for you...it will mean 
greater turnover, with assured profits. Just order your basic package, and then fill in from our 
huge stock, as each item is sold. 

TABLE ‘'A’’ 


YOUR PROFIT-MAKING RHAPSODY PACKAGE 
STYLE NOS. WHOLESALE NATIONALLY ADVERTISED 
SEMI-MOUNTED PRICE RETAIL SELLING PRICE 
SM-1 $15.50 $39.50 
SM-2 ( 5 diamonds) $26.00 $62.50 
SM-3 ( 6 diamonds) $37.00 $92.50 
SM-5 ( 7 diamonds) $42.00 $104.50 
SM-6 ( 7 diamonds) $39.00 $109.50 
SM-9 ( 9 diamonds) $46.00 $132.50 
SM-7 (11 diamonds) $49.00 $119.50 
SM-10 (11 diamonds) $59.00 $154.50 
$314.50 $815.00 


One 10 pt. diamond. ... $14.00 One 20 pt. diamond... . $31.00 
SPECIAL DISCOUNT OF 3% ON COMPLETE PACKAGE, must include diamonds. 
Includes Free Display Material and advertising mats. 


rs 

° N 

a RE - wR THE Latest in FASHIO 
ocast 


8 -SET VELVET DISPLAY VY Sounia 


This Deluxe, two-tone velvet display in Whig ted a ee 
rich, harmonizing coiors is yours with 
your order for 8 mounting sets. 
















S. KORFF & SON 
Korff Building THE 
914 WALNUT ST., PHILA. 7, PA. BAT C 

PHONE. YA 2-1255 — Byvent 
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take the lock off your clock sales ... open the door to plus sales! 

















: _ THE MOST REVOLUTIONARY NEW CLOCK DEVELOPMENT IN 167 YEARS! 

; CLOCK 
| al e rT 

WER UNIT 





have wanted for years! 








} ELECTRICALLY-OPERATED 
WITHOUT WIRES OR PLUGS. 
No home connections or 
electricity required. No worries 


eek? Dera ap” aia Bate pe) in eh We ye ee eee 
AEE 's BoeL ie Na ae ‘fe gees 

i : SOR oe a a Se BS 

eit a APY = Pe a oa ee 


about electric power failure. 


+ NO WINDING. Just set the hands 
once. No further attention necessary. 


|| INCABLOC SHOCK PROTECTED 
, JEWELED MOVEMENT. For long 
life and split second accuracy. 





® EXQUISITE STYLING. In 
sparkling colors to harmonize 





with modern, traditional, 





and period home furnishings. 


| + BEAUTIFUL ALL-METAL CASE. 

| . With “mirror’’ finish for long wear. 
E : 

 »* FULLY GUARANTEED. 

j 


Ahi : ZY The secret is the CHASTELL 


Miracle Power Unit 


Precision electro-dynamic converter 





sTye FIRST AD IN THE 
uy CHASTELL NATIONAL 
ygrisinG CAMPAIGN See 


built into clock assures unfailing power 


‘and continuous, accurate performance. 


27 
Huse and Garden—Oct. Issue 


dust Beautiful—Nov. Issue oS | 7 
in COLOR : | 
Be y sv» | FP arn RR ee ny creme seem 








cc BIG GIFT SEACO) 


Motorola introduces the hottest NEW IDEA in clock radio! 


Sr Speaker Open ON ALL FOUR SIDES 


It’s new! It’s different! It’s all-around 
sound! Motorola has placed its giant Ex- 
tended Tone speaker in such a unique sound- 
up position that the famous Golden Voice® 
tone comes out in al! directions. Telechron 
alarm clock has bigger clock face for easier 
reading. Appliance outlet, automatic timer. 
It’s a brand new gift idea that will be the 
top-notch selling hit of the season. Order —opet 63¢ § { | 





from your Motorola distributor now! Mahogany, 
Sand, Spruce 























There are always weddings, anniversaries, birthdays 

. and coming up is the big Christmas season. And 
what better gift anytime than a Motorola radio! So, 
get set now! Stock up and feature America’s fastest- 
selling, most profit-packed, complete line of gift 
radios—from Motorola! New Motorola clock-radios, 
new Motorola home radios, new Motorola portables 
—they all come in exciting, fashion-smart designs— 
in a fabulous array of customer approved colors. 
Perfect to give, wonderful to receive. Motorola radios 
appeal to customers of all ages. Don’t wait! Contact 
your Motorola. distributor today and get your share 
of 1954 gift season profits! 











More People Buy Motorola 
Radios Than All Others 


Model 53x—$29" 


Model 53C6—$37.95 Model 53H—-$24.95 ‘Model 62C1—$44.95 


Model 53F2—$99.95 


Prices include Fed. Excise Tax 

Batteries extra. 

Subject to change without notice. 

Slightly higher South and West. 

“Golden Voice’ Reg. U. S. Pat. Off f f j } 7 
. DALY) 6. 














@ 1954's most unusual clock item! 


@ Looks like a real aquarium! 


@ Fish ‘swim’ in lazy, lifelike circles! 


@ Switch illuminates ‘underwater’ settings! 






@ Perfect for gift business! 





@ lobe launched 
with nationwide 
fall magazine advertising| 


® Priced to give you an 
extra-high profit margin! 


@ Ready for delivery 





@ Retail price: *22.95° 


STYLED BY MAC TORNQUIST 








THIS YEAR’S ELECTRIC CLOCK SENSATION! 


... the new Sessions ‘Aquarius’ with the fascinating secret 


only an expert can fathom! 


It's the year’s triumph in optical illusion! Only an expert can fathom its secret. 


«* 
A fine electric clock made with Sessions New Thin Movement for longer, quieter life. e S S | O nN S 


A crowd-catching window display item, here’s a clock that sells on sight! 
It’s brand-new and just in time to boost your 1954 Christmas clock business! a 
A full-color magazine ad in HOLIDAY and SPORTS ILLUSTRATED will reach 7,500,000 Americans “eee. 
‘ ‘ , , ; ‘ 2 , > /) « hig 
with the news about the ‘Aquarius’ smack in the middle of the fall gift-buying season. fe Leclris » Clocks, 
Put your order in now. The ‘Aquarius,’ introduced for the first time ca 
at the Atlantic City Housewares Show, is ready for delivery. 


YEARS AHEAD IN ELECTRIC TIME 









The Sessions Clock Company, Forestville, Conn. 


+ 
Plus applicable taxes 
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“Goodbye to 
this problem’”’ 






























WATERPROOF | 
WATCHCASE PRESS 


No more scratched cases ! 
No more broken lugs! 
No more defective seals! 


SAVE LABOR, TIME AND MONEY! Just press— 
and the job is done! Tight friction-fit watch- 
cases can now be opened and resealed with 
little effort. 


No more “‘trial-and-error’’ methods—opens 
and reseals perfectly every time. 


SPECIFICATIONS: 7” high, 2” wide. Long-life 
Spun Nylon Press Blocks—won’t chip or 
crack! Ideal for safe handling of finely fin- 
ished cases. Comes in convenient storage box. 


ORDER NOW FROM YOUR 
AUTHORIZED BULOVA MATERIAL DISTRIBUTOR 
FOR IMMEDIATE DELIVERY. 


Bulova Watch Co., Bulova Park, Flushing 70, NY. 


Please send me a Bulova Watchcase Press with 





























easy-to-follow instructions. My authorized 
BULOVA distributor is: 









(NAME & ADDRESS) 
NAME: weal 
ADDRESS: — 
CITY: STATE: nail 
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of the new and modern home of Flo-Ball 
-Ba 








The ball point i 
a and java pean 
situa — perfection. It is this 
noo at MORSE has given t 
all, — the one fine ball nine 
that never disappoints. 
















We deem it a oreat 
privilege to draw upon our modern 


and our experience 


elopments to now 


S which a dis- 


pre- 


in producing 

















cision facilities 
the notable pen dev 


d design perfection 
nd more demanding of 


many of offer 
the mechanical an 
public is more a 
Quality leade 
Ball management is 


d with dealers 


criminating 


the ball point pe". 
hich the new Flo- 


rship is the 


program Ww 
hich will be share 


dedicated to, and w 
ne this quality approach to the ball point 


ENERAL MANAGER 


who welco! 


pen market. 


PRESIDENT and G 


FLO-BALL PEN CORPORATION 
Holland, Michigan 


PLEASE TURN PAGE 


FO 
R SEPTEMBER, 1954 






Something New and Wonderful 
has happened to the 


Ball Point Pen 


A new and refreshing note — dramatic and exciting — 








has come into the ball point picture, — something 






that every quality-minded dealer can welcome 






with enthusiasm. Now — with the ball point idea 






firmly accepted — comes the time when quality should 






prevail above cheapness — when mechanical 






perfection should rise above mediocrity. Now comes 


the new MORSE Flo-Ball — exquisitely boxed — 







to raise the profit plane of the dealer — to reward the 






dealer with satisfactions of selling a ball point 






pen with integrity built into it. Tap this great, 






untouched quality market! Turn it to your great profit. 






Sell the line that makes Quality its watchword — 


the MORSE Flo-Ball line. The public is looking 







for the infallible ball point pen — it wants true worth, 






honest value, prideful possession. This is it — as 






you shall quickly see once you place the complete 


MORSE Flo-Ball line on display. 










MORSE \ 


\ ftes- bali 





COUNTER DISPLAY CASE 


SHOWCASE DISPLAY TRAY 









Even the Showcase Tray Radiates Quality Quality is its own best spokesman — and 

—— as new and refreshing as the MORSE quality speaks forcefully in the MORSE 

Flo-Ball Pens themselves. A display that in- NATIONAL ADVERTIS:NG Flo-Ball Counter Selling Case. There's 

vites sales—keeps stock turning over fast. Look for MORSE Flo-Ball National Adver- nothing old or stale about this new era of 
tising — starting in Sept. 20th LIFE and quality merchandising — it's all new and 
October 9th POST, and regularly there- stimulating — and highly profitable for 
after. Everything needful to a fresh aggres- you, the dealer. 






sive sales promotion program is provided. 















WRITE or WIRE — Flo-Ball representatives are 
making the rounds as fast as they can, — but 
if you want advance consideration, a word from 
you will get action. 
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“For beauty...brilliance... 
enduring whiteness... 
we like Palladium!” 


says Mr. Joseph Spinelli, 
Partner, SPINL 
Manufacturing Jeweler 
























“I’m so proud of our palladium line,” said Mr. 
Spinelli, “that I’d like to put a sample of it right 
in your hands for you to see, feel and compare. 

“In fact, I feel so sure that you will like our 
palladium jewelry ... that I’ll gladly send you 
a Spin] watch attachment on memo. 

“If you are a rated jeweler, just use the 
coupon below. Your request will get prompt 
attention . . . and thanks for your interest.”’ 


You Can Have These Free 
Palladium Sales Aids, Too 


When you send for your Spinl watch attach- 
ment, ask for the Basic Merchandising Kit on 
palladium. It contains newspaper mats, easel- 
mounted displays, interesting consumer litera- 
ture. 


(7) 
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Ss}. 
~ 











a precious metal of the platinum group 








J.C.-K. 9-54 





Spin] Manufacturing Jeweler 
Tie ; sa q 27 Eldridge Street, New York 2, N. Y. : 

ie rj ‘ consumer advertis S ae , 
” — our consumer advertisements In [ Please send me, on memo, the following attachments, as 
Harper’s Bazaar, Charm, Glamour, Seventeen, 


' , : illustrated. 
and True by featuring this metal-faced palla- NA OB oc oD CE OF OG OH gI gJ 
dium sign. It is included in your free Basic - 


Merchandising Kit. Feature it prominently in [] I'd like to have the Basic Merchandising Kit on pal- 


. . ladium, too. 
your window and counter displays. 
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Name oe ae as 








Name of company a aseaastissienetemaansaneniuamaniampesinentimadcaneianeme 
Street samunidnteasoubedetiabsanseniens.cuemeiten ithe ams rae 
City Le " 


Platinum Metals Division 


The INTERNATIONAL NICKEL COMPANY, Inc. 
67 Wall Street, New York 5, N. Y. 
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With a striking, unusual, different promotion  , | 


TAYLOR TELLS HER 
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Elmont Standing Stormoguide* 
Barometer in rich hand-rubbed 
mahogany case with brass fin- 
ished feet. A self-contained 
weather forecasting instrument. 
Retails at $12. 


Sporty Ship’s Wheel Barom- + 
eter is built for desk or wall. 
Exclusive Taylor Stormo- | 
GuipE dial predicts coming 
storms. Beautiful hand-rubbed 
walnut case with brass spokes 
and bezel. Only $13.50. 
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: This will be the 
: biggest season 

; you've ever had 
- for Weather 
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Short & Mason Pendant Ba- 
rometer imported from our 
world renowned British subsid- 
iary. Exquisitely finished, in- 
laid mahogany case, finest grade 
movement. $60. 


This Miniature Pendant Ba- 
rometer looks like twice its 
modest price of $21.50. Easy- 
reading SrorMoGuipe dial and 
thermometer. Beautiful ma- 
hogany case with brass trim. 





Any Man Knows what towear ? 
when he has a Taylor Remo- 4 
Set* high-low thermometer. 
Indoors he can see highest and 
lowest temperatures since last 
setting, present temperature 
too. Resets from indoors. $15. 


Instruments ! 
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Good stock, plus 
good display ——: 
can make you: 
hundreds of : 
extra profits 
this Christmas 
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The Taylor Piedmont ‘‘Weather Bureau’’ is 3 in- 
struments in one. StorMoGurpe dial gives detailed 
local weather forecast. Two other matching dials 


A wonderful gift for any man’s office or bedroom 
is the Canton Humipicuipe* Combination. It tells 
both humidity and room temperature. Gleaming 

plastic dial with white numerals blends with any show temperature and relative humidity. Only 
background, $3.95. $16. 
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HE idea is that she can add a vital 

new interest to her man’s life with 
any one of these unusual gifts. Give him 
a fascinating new hobby . . . and at the 
same time give him a handsome preci- 
sion instrument that will remind him 
of her long after the giving. 
That’s the theme of Taylor's Christmas 
promotion. And the exciting climax 
will be a beautiful and impressive, full 
page, full color (yes, we say it again 
full color) ad in COLLIER’S Magazine. 
There'll be mounted reprints for win- 
dow or counter display available short- 
ly and an assortment of point-of-sale 
pieces for you merchandising minded 
business men. 
Make your store headquarters for un- 
usual gifts. You make big profits from 
small space. No returns, no markdowns. 
Cash in on the fine old reputation of the 
name Taylor by making sure you have 
an adequate stock of these wonderful 
Christmas gifts. We suggest that it’s 
none too early to order from your whole- 
salernow. Taylor Instrument Companies, 
Rochester, N. Y., and Toronto, Canada. 


*Reg. U.S. Pat. Off. 
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‘Taylor Instruments 


MEAN 


ACCURACY FIRST 


IN HOME AND INDUSTRY 
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The Larchmont Combination’s hand rubbed solid walnut panel and satin 
grained brass pillars give it distinctive beauty. StormoGuipe detailed fore- 
cast dial has silvered background with gold highlights. 2nd dial tells tem- 
perature and relative humidity. A choice gift for $23.50. 
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This very good look- 
ing window thermom- 
eter can be read from 
a distance, thanks to 
translucent back, 
magnified column and 
bold scale. Green 
Tenite case. Stainless 
steel bracket. $2.75. 
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Smart, brand new 
design Indoor-Out- 
door thermometer 
tells both indoor and 
outdoor temperatures 
from inside the house. 
In molded Sandal- 
wood Grey or Willow 
Green, now $6.95. 
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York Pendant 
weather forecaster 
and room thermom- 
eter styled by Walter 
Dorwin Teague. Easy- 
to-read forecast dial. 
Copper case with 
black lacquered 
frame. (Also available 
in 2 tone solid brass). 


$19.50. 
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a power-packed months advertising 
for Longines-Wittnauer Jeweler Agencies 


Throughout the four final months of 1954, Longines-Wittnauer’s national advertising continues 
its power-drive, delivering the largest number of integrated radio and television program messages 
in all our history. There will be one or more coast-to-coast radio or television programs every day 


of every month. Here is power, prestige and persuasion on a gigantic scale! 


LONGINES CHRONOSCOPE 
Three times weekly, Monday, Wednesday and Friday, 
over the CBS Television Network, coast-to-coast 











LONGINES SYMPHONETTE 


Every Sunday afternoon, in its traditional spot 
over the CBS Radio Network, coast-to-coast 














LONGINES-WITTNAUER CHORALIERS 
Five times weekly, Monday through Friday evenings, 
over the CBS Radio Network, coast-to-coast 














LONGINES WORLD NEWS 
Three times every Saturday and three times every Sunday afternoon, 
over the CBS Radio Network, coast-to-coast 








Eé 
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LONGINES-WITTNAUER HOLIDAY SHOWS 
Thanksgiving and Chrisimas afternoons, gala full-hour festivals, 
over the CBS Television Network, coast-to-coast 





PLUS Longines-Wittnauer’s great advertising programs in sports 
publications and Radio-TV tie-ins 


tnyines NVinauer Valh Co, Sue 


Since 1866, maker of watches of the highest character 
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— that are shaped like skil- 
lets aren't so bad. As a matter 
of fact, a good skillet-clock design is 
clever and lends appropriate decora- 
tion to the kitchen wall. 


But a kitchen clock that resembles 
a fried egg on a platter! Now there 
is something. We are informed that 
the yolk and white are in natural 
colors, while the rim of the plate 
comes in a choice of red or green. 
The hour numerals are on the plate 
rim, and—no! don’t go away—the 
clock’s hands resemble a knife and 


fork. 


We were immediately struck by the 
problems confronting this imagina- 
tive clock design. For example, 
would the fried-egg-clock confuse the 
half-awake breakfaster? Would he 
be able to distinguish between his 
fried egg and the clock’s fried egg? 
Surely, a serious problem. Or take 
the man who had imbibed a bit too 
much the night before. Would he be 
able to look the fried-egg-clock in 
the face? 


Obviously, the fried - egg - clock 
would require a strong stomach! 


g © 


HEN a rock was thrown through 

the window of Goldner’s Jewel- 

ers, Nashville, Tennessee, the store 
turned the misfortune into a clever 
plece of advertising and publicity by 
tunning this ad in the local paper. 
“Notice! To the person who threw 
a rock wrapped in a handkerchief 


into. our window early Thursday 
morning : 


FOR SEPTEMBER, 1954 








CIRCULAR-KEYSTONE 


“If you will stop by our store, we 
will return the handkerchief to you, 
freshly laundered and pressed, with- 
out charge. 

“This is just another of Goldner’s 
many free services. 

“P. S.—Our terms are so easy it 
really isn’t necessary to break our 
window to get what you want.” 


© © 


VERY large metropolitan city has 

its quota of unusual or distinc- 
tive public clocks. One in New York, 
though mot famous, was the “Silk 
Clock” at the entrance te a building 
on the west side of Fourth Avenue 
between 3lst and 32nd streets. For 
15 years, before it stopped operating 
in 1941 due to mechanical failure, 
the clock had noble figures which 





Don’t miss out on your copy 
of JC-K! Allow four weeks for 
a change of address, and write 
to THE JEWELERS’ CIRCULAR- 
KEYSTONE, Subscription De- 
partment, 100 East 42nd St.. 
New York 17, N. Y., giving the 
new address and the old ad- 
dress, as on the last wrapper. 

Also allow four weeks for a 
new subscription to become 
effective. 
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acted out at noon each day “The 
Story of Silk.” 

The chief figure was Zoroaster, the 
ancient Persian religious deity. He 
held a magic wand, and at his feet 
lay a cocoon. At noon a slave be- 
side an anvil would ring out the hour 
and with each stroke the cocoon 
would open a bit more. Out of the 
cocoon would then step the Queen 
of Silk, offering a tulip, which repre- 
sented spring and simple beauty. At 
the 12th stroke, the Queen re-entered 
the unlovely cocoon, and the charm- 
ing play was over until the next day. 


© © 


HIS story is about a ring that 

turned up in a bale of paper at a 
York, Pennsylvania, paper mill. I? 
was turned over to jeweler Carroll 
M. Rittenhouse of Mehl and Ritten- 
house in York. A man’s ring of un- 
usual design, its 14K gold was richly 
engraved with what appeared to be 
marine figures. It was set with a 
brilliant blue spinel stone, and the 
die work was of exceptional work- 
manship. 

A motto in Spanish around the set- 
ting contained the word “Peru” and 
inside the band was engraved the 
name of the owner—Lt. Frederico 
Diaz Gamero. 

Obviously, from the marine figures, 
he might be a naval officer. But what 
was a Peruvian naval officer doing 
in the vicinity of York? 

Rittenhouse recognized the ring 
maker’s trademark as that of Bailey, 
Banks and Biddle Co., Philadelphia. 
He wrote the firm to inquire if they 
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here’s a touch of Cleopatra awn every woman 


AND NOW YOU CAN CASH IN ON IT...WITH 


3-strand bracelet 
2-strand bracelet 


Choker, one-strand 


WHITING 


& DAVIS 
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... bewitching adornments for the 
woman with an instinct for high fash- 
ion... luxurious, coiled golden brace- 
lets for her wrist or upper arm, a 
gleaming golden choker for her throat. 
You'll sell them to women with a 


flair for the dramatic and to men in 





search of truly exciting gifts. 


Strong, tubular construction, tarnish- 
proof scales, golden color, or rhodium- 
plated for long-lived beauty. Also 
available with Turquoise or Jade 
stones in place of snake’s head and tail. 


Whiting & Davis Co., Plainville, Mass. 
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had filled a Peruvian order and gave 
q description of the ring. The com- 
any told him it was part of an order 
made for the 1941 graduating class 
of the Peruvian Naval Academy, and 
advised him to write to the com- 
mandant of the academy at Callao, 
Peru. Rittenhouse did so, but there 
was no answer. After months passed, 
he wrote again and this time Diaz 
himself answered. He was in New 
York on a Peruvian naval transport, 
so Rittenhouse sent the ring to him 
there. 

Diaz had been stationed “at the 
U. S. Navy,” as he expressed it, dur- 
ing the war and in November of 
1943, during a shore leave, was in- 
vited to spend a weekend at a Mary- 
land farm. While playing with snow- 
balls on the farm, he missed his class 
ring. How it got in the paper at the 
mill was a mystery. Five years had 
gone by since the wintry day the 
ring disappeared from his finger. 


> © 


ITH football season coming up, 
new opportunity looms ahead 
for shock-resistant watch promotions. 
That this is not idle theory is illus- 


trated by the experience last season 
of tackle Ted Stengel at Marquette 
University, Milwaukee. He was 
knocking around in heavy blocking 
practice for more than an hour be- 
fore he discovered he had not re- 
moved his wrist watch. Upon check- 
ing with his jeweler, he found that 
his watch was in excellent condition. 

All that incident needs now is 
sponsorship. 


> © 


Te the average layman today, a 
Carmen bracelet might appear as 
a clever adaptation of a modern 
watch attachment, it being an ex- 
pansion bracelet with a heart-shaped 
locket instead of a watch. But, as the 
jeweler knows, the development was 
the other way around. The Carmen 
expansion bracelet was an innovation 
back in the 90’s, and eventually its 
principle was used to develop the 
modern expansion watchband. 

Thus it is that the cycle completes 
itself. Witness this experience of a 
woman who asked the watchmaker at 
Woodward & Lothrop, Washington, 
D. C., to show her some ladies’ 
watchbands. But she explained that 








"Elizabeth Wilhelmena Shickelheimer? Hmmm ... Does she have a nickname?" 
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she did not want the band for her 
watch. She pointed to a man’s watch 
attachment which, instead of holding 
a watch, had its ends soldered to- 
gether to form a bracelet. She pro- 
posed to do the same thing with the 
ladies’ band. 


© © 
L TAMMEN, head of Five Points 


Jewelers, Norwalk, California, 
is his own best publicity without even 
turning a hand. All he does is turn 
his face. Bearing a striking resem- 
blance to Harry Truman, he attracts 
wide-spread attention in Norwalk and 
elsewhere. The resemblance is fur- 
ther enjoyed by everyone because the 
former President was once an ex- 
haberdasher and thus a retailer like 
Tammen. 


< 


IME flies and we are advised to 
hang onto it. Harold Wood of 
Manchester, England, did just that. 
He literally clung to time with an 
eagerness born of desperation. 
Wood was repairing the face of a 
tower clock 60 feet above the street 
when a gust of wind blew down his 
scaffold. He grabbed for the three- 
foot long minute hand. It held. And 
Wood held on for five hectic minutes 
before he was rescued. 


> © 


HE do-it-yourself hobby has be- 

come one of the most popular in 
the country, and Time recently de- 
voted a cover article to it. Among the 
achievements of the do-it-yourself 
enthusiasts are those of Wesley E. 
Ashland, jewelry store owner in Zion, 
Illinois. 

To cure himself of a nervous 
breakdown, he built his own home. 
Out in the woods, he found a plot of 
ground with a small ravine and 
creek and four kinds of trees. He 
designed an L-shaped ranch house 
so that the house would sit in among 
the trees, and he saved all but two of 
them. He built a bridge over the 
ravine with 340 bolted railroad ties 
and laid a 350-foot winding lane. He 
erected a four-room concrete and 
limestone house, did all the plumb- 
ing, wiring and paneling, and in- 
stalled cedar lined closets and hand- 
made aluminum storm windows. 

To Ashland, the back-breaking 
work was relaxation, and brought 
him greater health than he had en- 
joyed in years. 
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Canadian Pearls 

“Harry Kennedy, a farmer of Whitchurch Township, near Toronto, 
Ont., who had been fishing in Lake Temiskaming, showed to Toronto 
jewelers a quantity of baroque pearls, which he stated he had found 
in the lake. Some of them are of large size, one being 106 grains in 
weight. They are pronounced genuine pearls.” 


(November 25, 1903) 


John L. Sullivan Belt 


“The diamond-studded belt presented to John L. Sullivan in 1887 
was sold last week at auction for $2,900. The belt is said to have cost 
$10,000. On either side of a solid gold plate ... are large and small 
diamonds. Pictures of the one-time champion in various poses also 
adorn the belt, some in raised metal and others in photographic print. 
Many of the diamonds are now missing from the belt.” 

(December 2, 1903) 


Coral in Fashion 


“Coral is again coming into fashion, says the New York Times. 
Every now and then it has a revival, and afterward one sees little of 
it for a few years. For brunettes it is most becoming, and the old- 
fashioned sets are very quaint. Mrs. Orme Wilsoneintroduced a great 
deal of it in her toilet at the opera recently, and it was very effective.” 

(December 9, 1903) 


The New Gem Kunzite 


“Kunzite, the new gem, which was discovered last August in San 
Diego, Cal., is already proving to be of practical utility in the jewelry 
and commercial world. It is being made up in combinations with 
diamonds and pearls into all kinds of jewelry, except rings. The 
unusually fine lilac color of the gem matches well with pearls, while 
the intrinsic value of the stone makes it especially desirable as a com- 
panion gem in pieces requiring the use of small diamonds, emeralds 


and rubies.’’ 
(December 16, 1903) 


Request Expresses to Stop at Attleboro 


“The jewelry manufacturers and traveling salesmen are joining in 
a petition to the president of the N. Y., N. H. & H. R.R. Co., request- 
ing him to have the flyers between Boston and New York stopped by 
signal at Attleboro to take on the drummers when they start west 
with their sample cases. ... At present ali the salesmen have to board 


these fast trains at Providence.” 
(December 30, 1903) 
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Boston Notes 


“Martin P. Kennard, one of the 
founders of the widely known and suc- 
cessful retail jewelry house of Bigelow 
& Kennard, died at his home in Brook. 
line. He was born in Portsmouth, N. H., 
in 1818. Coming to Boston as a young 
man, he immediately entered the em- 
ploy of Jones’ Lows & Ball, predecessors 
of Shreve, Crump & Low. In 1846 he be. 
came associated with Bigelow Bros., 
and it was reorganized as Bigelow Bros 
& Kennard. He retired in 1876. He was 
a friend and adviser of men like Gov- 
ernor Andrew, Henry Wilson, Longfel- 
low and Lowell, Beecher and many other 
leading men in all walks of life. The 
flags upon the public buildings of Brook- 
line were placed at half-staff on the an- 


nouncement of his death.” 
(November 18, 1903) 


Connecticut Notes 


“All the plans have been made for 
the annual football game between the 
employes of the R. Wallace & Sons Mfg. 
Co. and factory ‘L,’ International Silver 
Co., which will take place tomorrow 
morning in Wallingford, under associa- 


tion rules.” 
(November 25, 1903) 


New York Notes 


“It is reported that the Horse Show 
had a stimulating effect on the sale of 
‘horsey’ jewelry. Maiden Lane dealers 
say they did not feel it, and if there 
was such an effect they have not learned 
of it yet.” 


(December 2, 1903) 


Canadian Notes 


“The annual Christmas opening of 
Henry Birks & Sons, Montreal, com 
menced Friday. An orchestra was pro 
vided, and thousands attended this 
Canadian Tiffany’s during Friday and 
Saturday. The display was most 4 
tistic.” 


(December 9, 1903) 
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SELECTIONS OF MERCHANDISE 
FROM THE TWO CONVENTIONS 











Top left, reading counter clock-wise: 

























Introduced at the conventions is Holmes % Ed 
wards new silverplate pattern "Bright Futyr,” 
A 52-piece service for 8 retails at $84.59 "| 
service for 12 is priced to retail at $122.75 


From September 20 to October 23, Commun; 
offers a special introductory promotion fo, y 
"South Seas" silverplate pattern. A 54-piec 
service for 8, including cold meat fork and ¢ 
pastry server, will retail for $79.75 durin 
this period. The saving to consumer is $243 


Fluted glass and silverplated centerpiece } 
National Silver Co. Bowl is 11'/2 in. long and 
7 in. wide. The silverplated base has grace. 
ful floral border and matching legs. The sug: 
gested retail price for this piece is $9.09 











August 23 through September 25, 1847 Rogers 
Bros. will promote a special retiring sale on 
the "Adoration" silverplate pattern. A 55-pc. 
service for 8 will retail at special price of 
$59.95. The saving to the consumer is $30.00. 


From the new Croydon hollowware by 1881 (R) 
Rogers (R) is this water pitcher. Capacity is 
2 quarts. Unit retails for $24.50, plus to. 
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Top right, reading clock-wise: 


The "La Reine" waiters in Wallace silverplate 
are part of a new line including covered veg- 
stable dishes, bread trays, plain meat dishes, 
ete. Crafted in heavy silverplate, the waiters 
retail from $19.25. Federal tax is included. 


"Silver Sculpture’ is the name of the newest 
sterling silver pattern by Reed & Barton. A 6- 
piece place setting, including hollow handle 
butter spreaders, is priced at $32.50, retail. 


The handles of this two-piece serving set are 
hand decorated porcelain and the metal part is 
Sheffield silverplate. Useful with a chafing 
dish as well as salads, it retails for $9.75. 
From Silvercraft Co., Inc., Boston, Mass. 


This four-piece coffee set in silverplate is from 
the new “Contemporary” line of hollowware 
by Poole Silver Co. It combines functional use 
and modern design. The set retails for $55.00. 


Samuel Kirk & Son, Inc., has introduced a new 
sterling flatware pattern called, "Skylark." A 
b-piece place setting retails for $29.75, tax 
included. Pattern designed by Helene Rother. 


A new style baby spoon in the “Amaryllis" pat- 
tern has been brought out by Manchester Silver 
Co., Providence, R. |. Price is $2.50, Keystone. 


















|. "Monroe" by Mido is a self-winding water- 
resistant watch. Comes in a stainless steel 
setting with black dial, sweep second hand. 
Designed with Powerwind, it is shock-resist- 
ant, anti-magnetic. Retails at $75.00, F. T. |. 


2. The new 21-jewel Lord Elgin “Oakland" is 
a thin, stylized timepiece. Features a 14K 
gold case and !5 long indexes are used for 
hour markers on the dial. With dark Baran- 
turf alligator strap, it retails at $150.00. 


3. Sruen's “Nautilus (B)'' is a gold-filled 
dress model that is self-winding, water and 
shock-resistant. Modern, luminous dial and 
expansion band. Special introductory price 
is $62.50. After November 27, $71.50 retail. 


4. Benrus' new 25-jewel watch, one of a se- 
ries of men's self-winding, water-resistant 
timepieces. Has sweep second hand, expan- 
sion band; priced to retail from $89.50 to 
$195. Model shown is the "Constellation." 


5. This model is from the “Sapphette"’ series 
introduced by Omega. Comprising more 
than 25 gold and platinum models, all fea- 
ture facet-edged crystals in a variety of 
colors. Models retail from $120 to $5700. 
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6. Wyler's "Strato-Wind" (r.) gives correct 
time in 24 leading cities of the world. It 
retails at $71.50. At left is "Flagship," a 
water-resistant watch of continental styling. 
This model is priced to retail for $55. 


7. Hamilton's "Newton" has 17-jewels, com- 
ing in a natural gold-filled case. 18K gold 
numerals and markers on a sterling silver 
dial. With a bracelet, it retails at $71.59; 
with a strap, $65. Prices include federal tax. 


8. "Eugenie" by Cyma is a stylized time- 
piece in I4K yellow or white gold mirror 
finished. “Eugenie” is priced to retail for 
$150. Federal tax is included in this price. 


2. ELGIN 





9. The "Calendar Rotor’ by Seth Thomas 
has a lapped, stainless steel water-resist: 
ant case and luminous raised figure white 
gold finish dial with matching hands. It has 
a concealed crown. Retails for $62.50. 


10. This ladies' automatic watch by Wat 
tham has 1!7-jewels, is water and shock-re 
sistant and has a full 360 degree rotor. lt 
has modern sunburst dial with combination 
gilt and luminous figures. Retails at $71.50. 


11. Bulova's "23" C features 23-jewels, and 
is self-winding, water and shock-resistant. 
Illustrated is model #31305, with a leather 
strap, which is priced to retail for $71.5): 
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11. BULOVA 





WYLER 
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2. JOHN J. COURTNEY & CO. 


1. COLUMBIA DIAMOND RINGS 





4. FEATURE RING CO. 





3. JACK GUTSCHNEIDER 
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5. TRAUB MFG. CO. 





8. FIDDELMAN & SON 


|. “Guardian Angel" is the name given to 
the new ring device created by Columbia 
Diamond Rings. The device contracts" to 
permit easy passage over the knuckle. It is 
built into every Columbia ring with "Tru-Fit." 


2. Simplicity enhances the elegance of this 
Vourtney engagement ring. The center stone 
is 1.16 ct. flanked by 2 round diamonds. It 
comes in 14K gold mounting and retails 
about $1500. John J. Courtney & Company. 


3, Jack Gutschneider Jewelry Co., Inc., 665 
Fifth Ave., N.Y., has introduced a new I'ne 
of diamond and pearl bracelets in palla- 
lum. Line is combination of antique !9th 
century French with modern touches. Dis- 
tinguishing feature is the filigree work. 
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6. DAVID SARKIN 





9. KUSHNER & PINES 


4. Model 26P3/26 is a 14K gold, 10 dia- 
mond Feature Lock interlocking ring set; 
style is fishtail with a garland effect. The 
suggested retail price is $250.00. From the 
Feature Ring Company, Inc., New York. 


5. From a series of new men's diamond rings 
comes this modern Orange Blossom ring. It 
is available with or without side diamonds; 
finished either in yellow with white gold trim 
or in a satin and polished finish white gold. 
From Traub Mfg. Co., Detroit, Michigan. 


6. Twenty-one diamonds are featured in this 
14K gold diamond wedding band. It is 
priced at $82.00, Keystone. From David 
Sarkin, Inc., 37 W. 47 St., New York, N. Y. 


7. GOODMAN & CO. 


7. Model 3438G in platinum has six dia- 
monds, including full cut center stone. !t 
retails at about $170.00. Retails at about 
$120.00 with synthetic stone points. From 
the line of Goodman & Company, Indiana. 


8. The “Lohengrin” fishtail set consists of 
engagement and wedding rings. The en- 
gagement ring has a 30 point center stone 
and 2 melee at each side. Wedding ring 
is set with five melee across top. The ag- 
gregate we'ght of set is 34 carat. J. Fiddel- 
man & Son, Inc., 126 W. 46 St., New York. 


9. This engagement and wedding ring set is 
manufactured in 14K white and yellow gold, 
featuring “Duet Lock.’ Set retails $300 and 
up. From Kushner & Pines, Inc., New York. 
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1. IMPERIAL PEARL SYNDICATE 








2. ARBOR JEWELRY CO. 
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7. DUANE JEWELS CO. 8. VOLUPTE 9. ANSON 
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10. JEWELS BY BOGOFF 





14. ELGIN AMERICAN 


|. Imperial Pearl Syndicate offers charms 
from $7.50 to $12.50 retail and bracelets 
from $7.50 to $10 retail. In gold filled, 


with cultured pearls and genuine stones. 


2. Combination of hand-made filigree gold 
filled with imported hand-carved genuine 
white ivory roses. Pin retails at $10 FTI. 
Matching earrings, necklace and bracelet 
available. Arbor Jewelry Co., Providence. 


3. These 14K white gold cuff links contain 
synthetic Linde star sapphires in shape of 
balls. Cuff links turn, and the asterism 
revolves around. Two stars on each ball. 


4. An assortment of three styles of hand 
engraved, engine turned sets with massive 
cuff links and tie slides. $3.85 per set, 
retail, F.T.1. From Taunton Pearl Works. 


5. This brooch and earring cameo set is 
available in black and white, and red and 
white. Mountings 14K gold; the pearls are 
cultured. $300, Keystone. Church & Co. 
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15. ADMARK 


6. Necklace and earrings by Krementz are 
of 14K gold overlay. In white gold, the 
pieces are set with white Austrian crys- 
tals. Necklace, $33; earrings, $18.25, retail. 


7. A graceful swirl rhinestone necklace by 
Duane Jewels Co. Matching earrings are 
available in various colors. The suggested 
retail price for this jewelry set is $18.95. 


8. Volupte’s three-piece gold and silver 
necklace, bracelet, and earrings. Retail 
prices are, respectively, $4, $2.50 and $2. 


9. New dimensional approach to gold filled 
jewelry by Anson. Additional weight made 
possible by tubing of the merchandise. 
This boxed set is priced to retail at $15. 


10. Rhinestone necklace, bracelet and drop 
earrings set in rhodium finish. Necklace 
retails about $8.80; bracelet $5.50; ear- 
rings $3.30, FTI. From Jewels by Bogoff. 


11. FORSTNER 
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13. TARA 








11. Modern necklace, pin and earrings, de- 
signed by Forstner Chain Corp.; made of 
yellow gold plate, with Hamilton finish 
or white rhodium. Set is $18.25, retail. 


12. With Deltah's “Classique and ‘'Ele- 
gance" simulated pearl necklaces, custom- 
ers are given a special presentation pack- 
age which can be used later as carryette. 


13. The Tara Co., Providence, has _ intro- 
duced this semi-tailored piece. Available 
in gold or rhodium plated finish. Retail 
price on this boxed set is $22, tax included. 


14. Elgin American's musical compact is 
in gold tone color; has engraved musicol 
motif. Plays a tuneful melody when lid 
is opened. Priced to retail for $14.95. 


15. No. 282 is a six-stone scarab watch 
attachment. It is made of 1/20-12K gold 
filled. The Keystone price is $10.50. By 
Albert Adler, 714 Sansom St., Phila., Pa. 


89 



































































































































CHASTELL—Electrically operated without WESTCLOX—Perfect for different household 


wires, plugs, or winding, this clock fea- duties, "Lookout" timer can be used for TV 
tures an electro-dynamic converter. Styled and appliances, baking and cooking, etc. It 
to fit any room decor, it is priced to re- is available in white, red, yellow, green, 
tail at $29.75. From Chastell Inc., N. Y. "Lookout" carries a retail price of $3.95. 
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SYROCO—Lyre design No. 2882 stands 
29" high. Available in unusual fin- 
ishes, it has an 8-day, jeweled move- 
ment. $39.95, retail. From Syracuse 
Ornamental Co., Inc., Syracuse, N. Y. 








SETH THOMAS—"Silhouette" is a dec- 
ative wall clock. Self-starting electric 
it comes in white or black. For use in 
the home or in the office. Diameter is 
10'/,". It retails at $14.95, plus tax. 
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LE COULTRE—The new Atmos “Moderne” 
model takes ‘ts place beside the famous Atmos 
"Classique. Differing only in appearance, 
both models are powered by "perpetual mo- 
tion."’ Model was designed for modern homes. 
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BAYARD—"Empire" is an antique 
French carriage clock. Bevelled 
glass front and sides exposes 8- 
day, 7-jewel movement. Retails 
for $37.50. From L. Harris Co., 
Inc., 443 Fourth Ave., New York. 
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SENTINEL—The "Imperial" has a jeweled, 

8-day movement, coming in a solid brass 

case in brushed satin finish. It has a silver- 

, plated dial, pierced brass hands, bevelled 
glass crystal. "Imperial" is $24.95 retail. 


SPEIDEL—"Leatha-Elegance" is from the new 
"Floating Link" series. Features a metal bezel 
framing genuine Oriental lizard leather. 
In tan, cordovan and blue, retails at $12.95. 





FOSTER—Its name, ''Golden Thread," describes 
this slim expansion band. It is priced to re- 
tail at $4.95 in yellow and white gold filled. 


BRETTON—"Medalist" is available in yellow 
gold filled or stainless steel, with a choice 
of black, brown, or gray genuine alligator- 
lizard leather plaques. Gold filled priced at 
$7.95, retail, F. T. 1. From Bruner-Ritter, Inc. 
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2. LIGNUM-VITAE 











3. C. J. BATES & SON 





4. MELE MFG. CO. 


|. Ronson's "Essex'' features sleek 
styling and the "easy-fill'' swivel 
base. In 24K gold plate with an en- 
graved design, it is $12.50 retail. 


2. These gavels in assorted sizes 
have sterling silver bands; match- 
ing blocks. The walnut case offered 
free with purchase of contents. 
From Lignum-Vitae, of Jersey City. 


3. The Barbara Bates manicure gift 
kit contains 5 manicure essentials 
as well as mirror, purse and gold- 


back comb. Retails at $9.00, Fil. 


4. "Ballerina" musical jewel box 
by Mele has simulated leather cov- 
ering over wood frame. Gold color 
tooling; Swiss musical movement. 


5. CARVELL HALL 6. NORELCO In three colors; retails at $7.9. 
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7, PARKER PEN CO. 











Il. A. T. CROSS 


5. The Carvel Hall "Steakmate” set by 
Chas. D. Bridell, Inc., Crisfield, Md., is made 
of stainless steel, ivory plastic, and has 
functional design. $25.00 retail for this 
model. Classic and Regal patterns are $41. 


6. The new Norelco "double-header" electric 
shaver has two rotary heads, 12 high speed 
self-sharpening blades. Packed in genuine 
leather travel case, it retails at $24.95. 
From North American Philips Co., Inc., N. Y. 


7. Parker Pen has introduced an “appoint- 
ment" clock as am accessory for one of its 
desk sets. Small buttons at 15-minute in- 
tervals on clock face "set" the clock to 
make quiet buzz. Set is $112.50, retail. 
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MEEKER 











12. ZIPPO 


8. The new Meeker "66" billfold has smart, 
removable, snap-button pass case. Fashioned 
of one piece of genuine leather for longer 
wear. This model is available in wide var- 
iety of leathers. Retail prices: $5 to $15. 


9. A gold filled cap lends distinction to 
the "Crest'' Snorkel pen by Sheaffer. It 
is available in various colored barrels: 
black, aqua, gray, burgundy, pastel green. 
"Crest'’ is $25 retail; matching pencil $9. 


10. Zenith's portable ‘Super-Phonic” hi-fi 
phonograph has an over-all frequency re- 
sponse from 40 to 15,000 cycles per second. 
Wood cabinet finished in durable ginger- 
color vinyl coated fabric. 


Retail: $139.95. 
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10. ZENITH 





13. DORMEYER 


~ 11. The new "Classic" pen and pencil set by 
Cross is all gold filled. It is a new ver- 
sion of the Cross “Century” pencil. Set is 
priced to retail for $15, federal tax inc. 


12. This new Zippo lighter comes in a 10K 
gold filled case. Model No. 20B is engraved 
and has space for monogramming. Comes 
in a green leatherette box tooled in gold. 
This particular model retails for $20.00. 


13. Dormeyer Corp. has introduced an all- 
chrome mixer with stainless steel mixing 
bowls. It has practical advantages, as well 
as beauty. The new mixer is called "Silver: 
Chef." It is priced to retail for $52.72. 
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De Beers Consolidated Mines, Ltd. 










Most treasured gift—the diamond ring that i 
marks an anniversary, or other great occasion. 
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Out of the sum of a man’s experiences, the 
moments which, more than any others, 
define for him the true worth of his life, are 
those he shares with the woman who loves 
him. How appropriate it is, then, that on an 
anniversary, he may express his remembered 
feelings at the altar...or on the birth of 
a child, the thoughts that stirred him in 
a hospital corridor ...in the clear, bright 
flames of diamonds. Diamonds are his most 
imperishable records of his love and pride 
and devotion. They reflect, for many genera- 
tions, the great moments of his life for all 
to see. He seeks, of course, the counsel of 


a trusted jeweler in making his selection. 


The value of a diamond is determined by color, cutting, and clarity, 
as well as carat weight. A two-carat diamond, for instance, 
ranges from $1365 to $3315, plus tax, at representative jewelers. 
Exceptionally fine stones are higher priced. 




















New national advertising 





promotes your diamonds two ways 


1. for engagements 
—In Life, Look, The Saturday Evening Post 


The 16th year of diamond advertising starts in September. 
With paintings by distinguished artists from all 

over the world, this new, full-color advertising continues 
the promotion of the engagement diamond tradition. 
Stressing the diamond’s unique emotional symbolism, 
giving facts about diamond qualities and prices, 

it’s working for you, creating desire and demand 

for diamonds. Tie in for sales ... promote your 

diamonds in the same way. 





This new 
advertising 
helps you 

sell diamonds 









for anniversaries 
days of birth 
and other 

gift occasions 





2.for gift occasions 


—In Time, The New Yorker, Town and Country 


Promoting a second diamond tradition... the 

diamond gift tradition .. . this distinctive two-color 
advertising also starts working for you in September. 
Addressed to mature men of substantial means... 

and of interest to women, too... it stresses the 
emotional significance of diamond gifts for anniversaries, 
days of birth, and other important family occasions. 

lt features the most popular jewel-piece for gift occasions, 





the diamond ring... it spotlights, and helps you sell, 
larger diamonds. Tie in to increase your diamond sales. 


TIE IN WITH THE NATIONAL DIAMOND PROMOTION 


De Beers Consolidated Mines. Lid. 


—KEEP DIAMOND SALES COMING YOUR WAY 










































he Importance of the JIC Demonstrate 





by IRVING N. CHAYKEN, 
Chairman of the Board, 
Jewelry Industry Council 


| CAN best explain to you how the Jewelry 
Industry Council serves the retail jeweler—and thus the 
whole jewelry industry—by first telling you, from first- 
hand knowledge, how the Council serves me—how it 
serves my store. 

| am head of a retail store in Hammond, Indiana, a 
city with a population of 87,500, situated 20 miles south- 
east of Chicago. As a jeweler, I’d say, I’m fairly typical 
of many jewelers. 

In a nutshell, the Council’s service to me sums up like 
this: at a tiny fraction of what the specialized talents 
would cost me if I were to undertake to finance such an 
arm in my business, the Council is my advertising and 
sales promotion consulting service—and more. And I 
mean “and more.” 

The “and more” means that the Council also serves as 
my publicity department, implanting in the minds of 
people, without and within my trading area, ideas about 
the desirability of owning jewelry-store merchandise. 

Up to now I have been talking to you about the 
Council as an individual jeweler who has been a member 
of the organization since it started. I have tried to sum 
up for you the picture I have in my mind on how the 
Council serves me as an individual jeweler. 

From this point on I would like to talk to you about 
the Council as Chairman of its Board, rather than as an 
individual jewelry-store owner. 

As some of you know, the Council represents all seg- 
ments of the jewelry industry, retailers and suppliers 
as well, with the retailers—by provision of the by-laws— 
holding a majority representation on its Board of Direc- 
tors. Furthermore, the by-laws provide that no one bui 
a retailer can be elected to the Board Chairman. 

The Council’s purpose is to help retailers sell more 
jewelry items to more people more often. Behind that 
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How the Jewelry Industry Council 


Serves the Retail Jeweler 


In his address at the ANRJA convention 
last month, Irving Chayken explained the 
aims and accomplishments of the JIC, how 


it serves all segments of the industry. 


purpose, of course, is the principle that a program which 
helps the retailer move more merchandise benefits the 
jewelry industry as a whole. 

Simple as the purpose sounds, for it to work you have 
to have the talents of the kinds of specialists who work 
with and within the Council’s staff. 

Perhaps we can best understand and grasp the Coun- 
cil’s over-all program more clearly by examining, sepa- 
rately, its two broad phases, one of which you know from 
my opening remarks is advertising and promotion; the 
other, publicity and public relations. 

Let’s start with the publicity phase of the Council's 
broad program. 

Why do people go into jewelry stores? Surveys have 
disclosed that very few of them go in to shop around. 
Rather, most of them go in with specific purchase-ideas 
in mind—or to have their watches repaired. 

In other words most people who come into a jewelry 
store to make a purchase do so because they have an 
idea in their mind. Knowing this, the Council with its 
nationwide publicity seeks to multiply ideas a thousand- 
fold in the minds of not the few, but of the many. 

Ideas in the field of fashion—ideas that keep remind- 
ing people that jewelry-store items are perfect gifts 
because they combine beauty with utility ideas directed 
at people’s personal pride and at their affection for their 
families and friends. These are the types of ideas the 
Council’s publicity disseminates to the American people. 

And does this publicity work? In my own com- 
munity, I’ve watched it operate. My sales people have 
watched it. We’ve listened to customers’ comments. And 
we know that people come into our store to buy specific 
items because they’ve read about those items in the news 
columns of the press—because somebody put ideas i” 


(Please turn to page 135) 
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JIC Stages Fashion Show 
at ANRJA Convention 


At a fashion show staged by the JIC’s 
fashion director, Martha Percilla, jewelers 
were treated to an informative 


presentation of Fall jewelry fashions. 


A feature of the finale in the ANRJA fashion show was the presentation 
of a diamond engagement ring in “boy and girl" scene staged by 2 models. 


- 





Four ways to look in jewelry this season, the opening scene of the show, 
was portrayed by four models dressed in black leotards. Each carried a 
basket containing gold jewelry, pearls, watches, attachments, rings, etc. 
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{ ANRJA Annual Convention... 





Martha Percilla, JIC fashion 
director, staged the show and 
also acted as the commentator. 


En 
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The look of textured gold, so important in 


fashion this year, was one of the “ways to 
look’ in jewelry this season featured at 
fashion show. The gold bracelets, pins and 
earrings shown here are by Marcel Boucher. 
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ANOTHER BAUMGOLD Firs; 


Now Available! 
Complete Selections of 


HEART-SHAPED Diamonds 


Heart-shapes are being cut in a wide 


range of qualities and weights: 
10 points to 20 carats and over. 


For November delivery. 


Another BAUMGOLD First .. . To Help Make You F'' 'n 








{DIAMONDS IN QUANTITY | 
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" Diamonds In Your Community 











Geology for the Jeweler 


How the gem minerals are formed, where they are found and why they are so 
rare—this is important information the alert jeweler should have at his 


finger tips. It will help him explain to his customers why gems cost so much. 
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Cross-section of the earth, showing all types of mineral environments. 
= the recrystallization of an impure by DR. FREDERICK H. POUGH, 

limestone to a marble with crystals of ruby, sapphire and JOR Com Consultant 

spinel, the gemstone crystals are not especially influenced The firmer, more pressure resistant, gneisses and 
by the stresses to which the metamorphism subjects the schists have their group of gemstone minerals, too. Best 
formation. To all intents and purposes we can consider known are the garnets. Garnets have the power to assume 
that it is transmitted to the growing crystals like the their own form, even in the midst of a mass of schist. 
pressure on a liquid, a pressure on all sides, called We see them studded, in almost perfect crystals and 
hydrostatic. The crystals of the minerals that grow under sticking out like raisins in a bun, through pure masses 
these conditions have fairly strong crystallizing power, of fine-grained mica schist, and grown equally well 
stronger than the calcite, and are not forced to align against the direction of pressure. There are other 
themselves in any special direction. They can develop minerals, though, which form only in schists and 


gneisses, like kyanite, an interesting aluminum silicate 


pretty much as they like, for calcite is an obliging 
which is as hard as quartz across its blades, and yet 


mineral which will mold itself around the perfect and 


harder crystals, and yet not adhere too firmly, so that softer than a knife blade parallel to them. It has been 
the gemstone crystals are easily broken free. cut for collectors, and makes a test of skill for a lapidary. 
One sees, in collections, well-formed ruby crystals Sillimanite has the same composition and occurs the 


growing in a matrix of white marble. St. Lawrence same way. Usually the fibrous needles break apart, but 
County, N. Y., yields perfect diopside and vesuvianite in Brazil waterworn sillimanite masses have been found 
crystals, freed from their matrix of marble. Good and are so compact that they could be cut to make un- 
crystals of a white variety of diopside, known as ma- usual gray catseyes. Still a third aluminum silicate 1s 
lacolite, have been found in the upper Bronx in New andalusite, a fascinating gemstone sometimes confused 
York City. A few outcroppings of the typical, crumbling, with the alexandrite because of its habit of changing 
Inwood dolomitic marble may still be seen by the Broad- color in different crystal directions, greenish and red- 
way subway rider as he nears the end of the line. (Please turn to page 133) 
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MAJOR MINOR | 
STONE COMPOSITION OCCURRENCES OCCURRENCES | ALLUVIAL? REMARKS 
—_— ———— snp cima iain iinet tetas aa —s = a i casera i acai = 
Azurite Copper carbonate Oxidized zone of copper Disseminated masses in Cu In No | Soft, useful as copper ore 
veins deposits 
Beryl | Beryllium, aluminum Pegmatite Hot water veins (emerald- r Sometimes Usually in the original 
Emerald silicate Colomb. | formations 
Aquamarine 
Morganite 
Golden Beryl 
‘Chrysobery! | Magnesium aluminate | Pegmatite No others | All gem- -stones recovered | A rare stone with few 
Catseye — | | here | localities 
Alexandrite | 
Chrysolite | | | 
= ae . mom — — — -——-— += - ———| ——-— —- —— —-——-- —— 
Corundum | Aluminum oxide | Pegmatite Metamorphics Most gem-stones in | Mainly i in gravels. 
Ruby | Volcanics alluvium Burma ruby in rock 
Sapphire | if 
Diamond _ Carbon Volcanic pipes Perhaps none Many stones found here Often found i in reworked 
| sediments from older rocks 
Diopside | Magnesium silicate Metamorphics ( ‘regional ‘and Pegmatites — ee | No ee if Very few gemmy occurrences 
contact) | | 
| 
| 
——————————— a seamen a saci dint — as S| eee — Se ee - ae = eens ee 
Epidote | Calcium, aluminum, Metamorphics (regional and Pegmatites (late mineral) No “Usually used as opaque green 
iron silicate contact) | cabochon with rock matrix 
} 
“Feldspar Potassium aluminum Pegmatites, solid rock mae ‘Large crystals in volcanic 1 ‘No on | | Used i in clear and opaque 
| silicate masses (labradorite) rock (porphyry) varieties 
ee eae ee en tas ae Waa 
Fluorite | Calcium fluoride Hot water veins Few No Used in decorative carvings 
Garnet r Complex silicates of calcium, | Many and varied, possibly - “See “major” | Sometimes Common, varied, and widely 
Pyrope magnesium, aluminum, etc. | most often in metamorphics used 
Hessonite 
Almendine 
Demantoid | 
etc. 
Hematite iron oxide Hot water veins 4 “Beds, bu but only of ore it No oa The common ore of iron 
interest then usually soft and red 
lolite —— iron, aluminum | Highly metamorphosed rocks | Pegmatites ‘Rarely “i | A collector’s stone 
silicate 
Jade ; Nodules and layers in meta- | Rather uncertain, much Often Valued for carvings as well 
(Jadeite) Sodium aluminum silicate morphic rocks jadeite is in archeological in small settings 
(Nephrite) Magnesium calcium silicate objects (Mexican) 
Lazurite Sodium aluminum silicate Metamorphosed limestone Volcanic metamorphosed No Often associated with pyrite 
with sulphur bombs (iron sulphide) 
Malachite Copper carbonate Altered copper veins in Disseminated in surface rock | No An ore of agen usually too 
limestone soft to cut 
Marcasite iron sulphide Hot water veins Cold water deposits in No A common associate of metal 
(Pyrite) sediments ores 
Opal Hydrous silica Sedimentary formations in Cavities in volcanic rocks No Comparatively few localities 
dry climates 
Peridot Magnesium silicate Volcanic rocks and dikes Meteorites In = not in stream Easily weathered 
gravels 
Quartz Silica Veins, hot or cold waters Pegmatites Yes One of the commonest of 
Crystals minerals with many 
varieties 
Cryptocrystalline Silica plus water Veins and volcanic gas Sediments Yes 
cavities 
Serpentine Hydrous magnesium silicate | Metamorphic rocks Altered igneous rocks No Used in carvings and makes 
“verde antique’ marble 
Sphene Calcium titanium silicate Contact metamorphic rocks Regional metamorphic rocks | No A collector’s stone 
Spinel Magnesium aluminate Pegmatites Metamorphic limestones Yes Few gemmy localities 
Spodumene | Lithium aluminum silicate Pegmatites None Rare Not very durable hence 
(Kunzite) seldom in alluvial gravels 
(Hiddenite) 
ie pant la ee 
Topaz Aluminum fluosilicate Pegmatite High temperature veins Yes Browns usually veins, blues 
and whites pegmatites 
Tourmaline Complex boron silicate Pegmatite Sometimes in metamorphics | Rare An important jewelry stone 
illiaietiiiciseee 
Turquoise Hydrous copper aluminum Cold water veins Nodules in sediments No A surface mineral from 
phosphate weathering 
Zircon Zirconium silicate Pegmatites High temperature veins, Yes Few gem localities for clear 
igneous rocks material 
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by ALBERT A. CARRETTA, 


Commissioner. Federal Trade Commission 








" 

a lair Trade | have in mind is the kind 
which is in force in 45 of the 48 states of the United 
States. It allows a manufacturer to guard the property 
value of his trade mark by fair trading his products. No 
retailer is required to carry and offer for sale a fair 
traded product. But if a retailer does, he knows the 
conditions surrounding its minimum resale price and 
he must respect those conditions. 

It appears to me that a discount house may be defined 
as a distributor who offers merchandise for sale at sub- 
stantially lower prices than thoze charged by his coin- 
petitors for the same merchandise. A discount house 
remains a discount house only so long as some other 
distributor is offering the same goods at higher prices. 
Were the competitors of discount houses to lower their 
prices to meet the prices charged by discount houses, the 
discount houses would cease to be discount houses. So. 
the popularity of discount houses would appear to be in 
direct ratio with the number of distributors who abide 
by their fair trade agreements. That is, the greater the 
number of distributors who abide by fair trade agree- 
ments, the greater the popularity of discount houses. 
Conversely, the smaller the number of distributors who 
abide by fair trade agreement, the lower the popularity 
of discount houses. 

Does this necessarily mean that in order effectively 
to increase competition between the conventional retail 
jeweler and the discount house handling jewelry items. 
the conventional retail jeweler will have to violate his 
fair trade agreement? My answer to this question is in 
the negative. Although the attitude of the pessimist is: 
“If you can’t lick em, join ’em,” I do not believe that 
the time has yet arrived when the honest retailer must 
sive in to the operators of the discount house who know 
that their operations, insofar as fair traded items are 
concerned, can be terminated upon the mere filing of a 
law suit. 
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WHAT CAN RETAILERS 


and their trade associations 


DO ABOUT FAIR TRADE? 


At the ANRJA convention in New York last month, the Hon. 
Albert A. Carretta delivered a_ significant address on 
Fair Trade. Presented here are the highlights of his speech. 








| should like to say that all of my comments have 
been and will be based upon the status of the law as | 
find it today. While such statutes remain in full force 
and effect, every citizen of the United States has the 
right to seek the remedies provided by such statutes. 

The thought has been fairly widely circulated that 
voluntary fair trade is not enforced by State agencies. 
It has also been generally accepted that voluntary fair 
trade is not enforced by any agency of the Federal gov- 
ernment. However, I plan to discuss several avenues 
of relief which, in my opinion, seem to be available to 
those distributors who are interested in complying with 
the provisions of fair trade agreements. 

Not being conversant with all of the provisions in- 
cluded in each of the State Unfair Practices Acts, I shall 
limit my consideration to possible relief under existing 
Federal statutes which, of course, apply only in those 
cases wherein interstate commerce is involved. 

As you all undoubtedly know, section 5(a) (1) of the 
Federal Trade Commission Act provides very generally 
that: “Unfair methods of competition in commerce, and 
unfair or deceptive acts or practices in commerce, are 
hereby declared unlawful.” 

3ut what are unfair methods of competition? What 
are unfair acts or practices? What are deceptive acts 
or practices? These are very important questions which 
the Federal Trade Commission has, for many years, 
been answering. The basic law itself is not definitive, 
and it probably was not made definitive because Con- 
gress could not possibly have enumerated all of the 
unfair methods of competition and all of the unfair or 
deceptive acts or practices capable of being engaged in 
by businessmen. Consequently, from time to time, the 
Federal Trade Commission is called upon to determine 
whether a new method of competition or a new act oF 
practice is violative of the statute because it is unfair. 


(Please turn to page 181) 
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‘Functional Design 
Wins Diamonds U.S.A. Awards 




















Miss Lilly Dache, an internationally famous fashion de- 
signer, studies the entries for the Diamonds USA awards. 


66 . 
UNCTIONAL DESIGN’ was the quality held 
in highest esteem by the Selection Committee that chose 
the designs to win Awards at the Annual Diamonds 
U.S.A. show on October 19, providing the finished pieces 
are produced by the deadline. 

But just what is functional design in diamond jewelry ? 

This was answered in detail by the Selection Com- 
mittee, composed of Mr. Richard Avedon, well-known 
photographer; Miss Lilly Daché, leading fashion de- 
signer; Mr. Walt Disney, winner of many awards for his 
motion picture creations; Miss Polaire Weissman, execu- 
tive director of the Costume Institute of the Metropolitan 
Museum of Art, and Mrs. Cornelius Vanderbilt Whitney, 
often listed as one of the world’s best-dressed women and 
a patron of the creative arts. 

Mr. Disney brought the issue into focus when he said, 
“Jewelry design should be, and is potentially, an art 
equal to almost any other; therefore, the designers must 
be artists capable of creating something new—functional, 
decorative and contemporary.” 

Mr. Avedon, noted for his skill in photographing 
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Extreme left: Richard Avedon, well-known fashion photog- 
rapher, compares two of the designs submitted for the 
Diamonds USA awards. Left: Mrs. Cornelius Vanderbilt 
Whitney, photographed studying the submitted designs. 


Below: Miss Polaire Weissman, executive director of the 
Costume Institute of the Metropolitan Museum of Art, re- 
cords her choice of designs. Walt Disney (below, right), 
making his selections among the various jewelry designs. 


women, said, “The designer must always remember that 
the function of jewelry is to make one become more 
aware of woman’s natural beauty. It would be interest- 
ing to see artists in allied fields—dress designers, decora- 
tors, architects and particularly fine artists—commis- 
sioned to bring a fresh, unique eye to the problem of 
jewelry design.” 

Miss Daché expressed a similar thought. “The becom- 
ingness of a piece of jewelry is the most important 
thing,” she said. She, too, expressed the need for trained 
artists in the field of jewelry design and urged that 
designers should study everything modern. 

“This is especially true of modern art,” she said, “for 
the jewelry designer can take many design clues from it. 
But he should also study the old masters. How can you 
have a feeling in design unless you study the old masters? 
You must be inspired to design a beautiful piece of 
jewelry, for designing a piece of jewelry is as much of 
a creative art as painting a picture or playing a violin. 

Miss Weissman also agreed on the need for formal 


(Please turn to page 138) 
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ACCENTING THE EXCEPTIONAL 


LE (OULTRE 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


Today, more and more Authorized LeCoultre 














Jewelers are enjoying the plus-sales and plus- 
profits they have won by “Accenting the Excep- 
tional’. The LeCoultre franchise can become one 
of your most profitable assets when you mer- 
chandise and sell these—‘’The Most Exceptional 
Watches and Clocks in All the World”. 





LE COULTRE WRIST ALARM. Representing the 
most outstanding value in the entire watch industry 
~a perfect all-occasion gift that sells on sight. It has 
an irresistible appeal for executives and salesmen, 
doctors and lawyers—in fact, all business and pro- 
fessional men. Gold-filled, $77.50. Moisture-proof, 
$82.50. Federal Tax Included. . 







ATMOS—THE PERPETUAL MOTION CLOCK. Busi- 
ness firms everywhere are choosing ATMOS Clocks 
to hecome the gifts of utmost prestige for Achievement 
Presentations, Years-of-Service Awards and for 
gracious giving. Your plus-opportunity for plus- 
business. $150. Plus Federal Tax. 


_ LE COULTRE 


ONGINES-WITTNAUER 
_ WATCH COMPANY 
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Jewelers’ Circular-Keystone’s Report on the 


DIAMOND INDUSTRY 1993 





PART Ill 


DE BEERS CONSOLIDATED MINES, LTD. 


The De Beers Consolidated Mines, Ltd., is a major factor in 
the diamond industry because it holds a controlling interest in 
a number of diamond mining companies, and also in companies 
having buying contracts with independent producers. 

Diamond mining companies still retaining corporate existence 
but controlled by De Beers, are: The Premier (Transvaal) Dia- 
mond Mining Company, Ltd..; The Consolidated Diamond Mines 
of South West Africa, Ltd.;: Griqualand West Diamond Company, 
Dutoitspan Mine, Ltd.; Consolidated Company, Bulfontein Mine, 
Ltd.; and the New Jagersfontein Mining and Exploration Com- 
pany, Ltd. 

Selling companies in which De Beers has an interest are: 
The Diamond Trading Co., Ltd.; The Diamond Purchasing and 
Trading Co., Ltd.; and Industrial Distributors (1946) Ltd. 

Other companies in the De Beers Group are: The Diamond 
Corporation, Ltd.; De Beers Investment Trust, Ltd.; De Beers 
Industrial Corporation, Ltd.; the South West Finance Corpora- 
tion, Ltd.; H.L.G., Ltd.; and Marmore Mines and Estates, Ltd. 

Mining operations were continued throughout the year at the 
Wesselton, Buileatein and Jagersfontein mines, with total pro- 
duction from the three amounting to nearly 6.000.000 carats. At 
the Dutoitspan Mine only development work and sampling was 
done. Sampling was completed at the De Beers Mine in April 
1953. At Kleinzee 8,038 more loads were washed than in the 
previous year and production increased by 44,915 carats. Samp- 
ling of the Kofhefontein Mine was completed in October 1953 
and the mine closed. Digging operations continued at the 
Noortgedacht alluvial diggings, with a slight decrease in pro- 
duction, to 11,618 carats. 


PREMIER (TRANSVAAL) DIAMOND MINING COMPANY 


De Beers Consolidated Mines, Ltd., owns 92 percent of the 
issued preference share capital and 98.2 percent of the issued 
deferred share capital of this subsidiary, which operates the 
Premier Mine. 

Production during 1953 was 1,269,925 carats produced from 
4,763,677 loads treated, for an average yield of 26.7 carats per 
100 loads. The overall cost per load treated was 55.4 d., and 
the cost per carat recovered was 205.4 d. An average of 407,360 
loads of blueground were mined and hoisted each month (equal 
to 325,888 tons per month). Only minor changes were made 
in the treatment plant, which operated satisfactorily throughout 
the year. 


THE CONSOLIDATED DIAMOND MINES OF SOUTH WEST 
AFRICA, LTD. 


De Beers Consolidated Mines, Ltd. owns 96.4 percent of the 
ordinary share capital and 18.5 percent of the preference share 
capital of this subsidiary, which operates alluvial deposits in 
South West Africa. Production from mining and prospecting 
combined was 590,534 carats in 1953, compared with 512.874 
carats in 1952. Monthly production averaged 49,211 carats. The 
average cost per cubic meter mined averaged 35/2 d.. and per 
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by GEORGE SWITZER, 


Associate Curator, 


Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington 25, D. C. 


carat recovered 63/6 d. Capital expenditure for the year was 
£1,605,123, as against £1.709,130 for the previous year. 


THE DIAMOND CORPORATION, LTD., 


The Diamond Corporation, Ltd., a subsidiary of De Beers acts as 
a link between South African and other producers. The Corpora- 
tion enters into contracts to purchase production from producers 
outside the Union of South Africa and South West Africa. The 
amount purehased is related to the volume of trade, with a 
cuarantee to each producer that their sales in each year will 
not fall below an agreed minimum. 

The Corporation has contracts, current until December 3], 
1955, with diamond producers of the Belgian Congo, Angola, 
Sierra Leone and with the principal producers of the Gold Coast, 
renech Equatorial Africa, and with Williamson Diamonds, Ltd, 
of Tanganyika for the purchase of their production. The Corpora- 
tion also has substantial shareholdings in the following leading 
non-union diamond producing companies: Consolidated African 
Selection Trust, Ltd.: Companhia de Diamantes de Angola; and 
Societe Miniére du Beceka. 


DISTRIBUTION 


The marketing of gem diamonds is conducted by the Diamond 
Purchasing and Trading Co., Ltd., and its associated company, 
The Diamond Trading Co., Ltd. The marketing of industrial 
diamonds is done through Industrial Distribution (1946) Ltd, 
and its wholly owned subsidiary, Industrial Distributors (Sales), 
Ltd. 

Sales of diamonds effected through the Central Selling Organ- 
ization on behalf of South African and other producers, and dia- 
monds drawn from the stocks held by The Diamond Corporation, 
Ltd., were as follows: 

ee Dee gg ko cc ede scddadas ds. £43.336,109 
Industrial Diamonds .................. 17.819,832 





£61.155,941 
Total sales in 1952, a record year, were £69,661.926. 


TECHNOLOGY 
Further experimentation was reported in the artifical coloration 


of diamonds.’ J. F. H. Custers reported experiments in which 
ene eT 

'Custers, J. F. H., “Artificial coloration of diamonds.” Optima, 
Vol. 3, po. S-12 (1958). 
J oa 


white diamonds were turned green by bombardment with neutrons 
‘2 a nuclear reactor. and white diamonds turned blue by bom: 


(Please turn to page 185) 
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For prompt attention please address all inquiries Dept. K-21 
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A Jewelry 
‘Convention’ 


For Consumers 


This jeweler held an Exposition for 
his customers much like the annual 
trade shows for the retailer. The 


public responded enthusiastically. 


Tims his cue from the annual exhibitions 
of the ANRJA and the NJA, E. W. Jackson, owner of 
Jackson’s jewelry store, Gary, Indiana, decided to bring 
to the famous steel town a great exposition of jewelry 
and appliances. 

While walking through the National Jewelry Fair, the 
idea occurred to Jackson, why not give the public the 
benefit of seeing jewelry merchandise in the same spec- 
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One of 23 ads run by Jackson's in perhaps the biggest single 
day newspaper ad promotions ever used by a retail jeweler. 
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MERCHANDISING 





Jeweler E. W. Jackson takes a look at one of the many exhibits 
at his Exposition, as a pretty demonstrator shows an appliance, 


tacular way that he, as a jeweler. was enjoying at that 
moment. He called his show Jackson’s Calumetland 
Jewelry and Appliance Exposition. The Calumet River 
flows through the Gary section. and the area has been 
named the Calumet by the early Indians who lived in 
northern Indiana. Jackson thus used “Calumetland” to 
symbolize the exposition as a show for the entire Gary 
area. 

After three years of labor, the Exposition opened in 
the Hotel Gary and displayed over $750,000 worth of 
jewelry and appliances. 


RAN 23 FULL-PAGE ADS 

The show was promoted in one of the biggest single- 
day newspaper ad campaigns ever carried out by a 
jewelry store. The advertising was published in the larg- 
est single-run newspaper—72 pages—ever published in 
Gary. The newspaper is The Gary Post-Tribune, and in 
this edition were a record 23 individual full-pages of 
advertising by Jackson’s jewelry store. The newspaper 
said it was “the largest use of advertising space by an 
independent Gary merchant in The Post-Tribune’s his 
tory.” Jackson’s jewelry store had an advertisement 
audience of about 50,000 in the newspaper’s readers. 

The ads were distributed through the 72-page news- 
paper, instead of being run in a separate supplement. 
Jackson’s weighed the idea of the separate ad section 
with care and then abandoned it. The store felt there 
was a great tendency to throw away such separate sup- 
plements, or to ignore them because they are devoid of 
news stories. By spreading the ads throughout the news 
paper, it was thought they compelled more reader 
attention. 

The first ad of the series of 23 was devoted to general 
information about the Exposition, a list of exhibiting 
manufacturers, and description of $6,000 worth of prizes. 
including a diamond solitaire, a mink stole, a refrigerator! 


(Please turn to page 121) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20, N. Y. 
London: 32/34 Holborn Viaduct 

















DIAMONDS 


F merald Cut 
and Marguise 










mounted or 
unmounted 












STAR SAPPHIRES 
RUBIES 
STAR RUBIES 





EMERALDS 
CAT’S EYES 
PEARLS 


We have a large stock of 
. Ee > Precious Stones, mounted 
We are always interested in purchasing estates — or er ai and unmounted from which 
jewels which your customers submit to you for sale. ‘ a ena to make your selection 


JEROME RICHHEIMER 


you on your special calls. 










5608 Filth Avenue New York 20, N. Y. 


Phone Circle 5-5673 
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Fifth Avenue jeweler finds... 


No Prestige Lost 
In Modernizing Store 





A MODERNIZATION program in keeping 
with a long established and dignified jewelry store, in its 
present location over 20 years, was the aim of Brand 
Chatillon, Fifth Avenue jewelers, New York. Customers 
come from all over the world to this jewelry store at the 
corner of the St. Regis Hotel building. From the guests 
at the hotel, Brand Chatillon enjoys a good trade and 
clientele. Modernization was thus intended to represent 
the prestige of the firm and create a distinctive store. 
which would harmonize in its exterior with the general 
facade of the hotel building. 

The front of Brand Chatillon was made flush with the 
rest of the building, and two jewel box type windows 
were set on either side of the entrance, which is about 
the same width as a regular residential door. Accord- 
ingly, the two show windows dominate the front of the 
store and draw a good share of the Fifth Avenue shopper 
trafic. Panels made of dark quincy granite surround the 
windows and lend dignity and restraint to the establish- 
ment. Above the granite is a large garden type picture 
window, with drawn curtains, which is as wide as the 
entire store front. It is enclosed by a distinctive gold 
bronze frame. The name “Brand Chatillon” is em- 


110 


MODERNIZATION 


RAO 











Left, view from entrance immediately impresses 
customer with quality and charm of the store. 
Above, restrained modern front relays to the 
shopper the dignity and prestige of the firm. 


blazoned in script letters above the show windows and 7 
in larger letters below the big picture window. The entire 7 
front represents the store as merchandising to a better | 
class of clientele. This dignified merchandising theme) 
was so well carried out that Brand Chatillon was awarded) 
second prize in the store front’s division in the annual” 
competition sponsored by the Fifth Avenue Association) 


of New York. 


The interior of the store impresses upon the customer ; 
at once the quality and originality that the jewelry firm = 
strives for. An elegant charm is created by a soft gray 7 
color scheme that provides a neutral setting for the high 
reflectivity of diamonds. The flooring is of a matching = 
gray carpet, and even the show windows are trimmed” 
with gray velvet. The front section of the store, entered 
from Fifth Avenue, features diamonds in four display] 


cases and four small interior display windows. 


Four gray carpeted steps lead to the rear section of 
the store. Handsome bronze railings separate the two” 
sections, and their grill work further enhances the dig’ 
nified atmosphere. Gold articles are featured here in four 
display cases and one large show case. This area may be = 


(Please turn to page 145) 
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Selected and Serviced hy Leading Wholesalers 








CROSSES by Sterling and G.F., ornamented, 

crucifix, stone-set, enameled. Var- 

Coslfen ious color combinations. Sizes “2” 

to 2”. Jeweler buying has made this 

ae line one of the biggest sold through 
wholesalers. 


CHEEVER, TWEEDY & CO., INC., North Attleboro, Mass. 


Ee fa I&R Cuff Links 
fea In 10K Gold and Genuine Onyx 


Finely made in 10K gold 
and genuine onyx, these 
new I&R cuff links are 
available with Elk, 
Masonic or Shrine em- 
blems. Beautifully pack- 
aged in snake skin gift 
box. 


IRONS & RUSSELL COMPANY 


PROVIDENCE, RHODE ISLAND 


Emblems Since 1861 through 
your wholesaler 


A beautiful exam- | 
ple of the skill and 
art of jewelry de- 
signing is shown in 
this handsome La 
Mode set — the 
designer carefully 
executed fine dia- 
mond tooled lines 
on brightly polish- | 
ed sterling silver 
with a heavy Rho- | 


dium finish. La 


i -y Ree Mode sets like this 


g — Binet 
ae fs re 2 “ 


‘PEN one retail for 


$13.50 
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RIPLEY & GOWEN CoO., Inc. - Attleboro, Massachusetts 








AN AUTOMADE cHain For EVERY PURPOSE 


Available in os 
Sterling Silver ‘el 
_1/20-12K Gold Filled 
2" 10K 14K 18K SP 


aX 
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AUTOMATIC CHAIN CO. © PROVIDENCE, R. |. 





“IN STYLE” with PITMAN & KEELER 


This set of generous size links and matching tie bar in 
Sterling Silver is typical of the fresh design leadership 
shown in the Pitman & Keeler line. Sells for $16.75 
Keystone. Order now from your wholesaler. 


PITMAN & KEELER INC., ATTLEBORO, MASS. 


1344-1345-1343 


Six new baby lockets in attractive new designs. Three each 
in sterling and 1/20-12K gold filled. Beautifully hand en- 
graved three-color pattern. Gift boxed. Ask your wholesaler. 


H. F. BARROWS CO. 
NORTH ATTLEBORO, MASS. 








Fashion is a Business... 





by WINIFRED PARKER 


ii month we are going to look, once 
again, at the basic principles of our fashion program, 
and the practical ways it can be used to increase the 
sales of retail jewelers. 

Fashion is as much a part of woman’s thought re- 
garding clothes as sun is to sunlight, and jewelry is her 
ultimate choice for expressing beauty in fashion. Jewelry 
is the sparkle she adds to her person for a final touch of 
glamour, after the final puff of powder, touch of lip- 
stick and final brush to a shining curl. Since jewelry 
is the exclamation point to her entire fashion look, the 
more a jeweler understands fashion—the more jewelry 
he will sell. 


A MYSTERY TO SOME MEN 


There is still too much mystery surrounding the term 
fashion where some men are concerned, and because 
they are a little bit afraid of what they do not under- 
stand, they try to hide their fear by belittling the impor- 
tance of fashion, and by ignoring it in their selling 
plans. Such men are in the minority in the jewelry indus- 
try, which caters so largely to women, but since we do 
meet them occasionally, it seems like a good idea to 
clear our fashion terms, and extend this powerful selling 
force to everyone in the industry. 


Fashion is in practically everything, from the type of 
house you live in, the kind of car you drive, the food 
you eat, the books you read, and the way you speak. 
Ask one of the men who thinks he can’t understand 
fashion to choose between a used-car of this year’s 
model, and a ten-year-old-model that has never been 
driven, and so might be considered, in mechanical re- 
spect, still new—and see how quickly he'll climb into 
the smart looking car—the one that looks as though 
it belonged to today, and not some past decade. Almost 
more than any other industry, car manufacturers have 
maintained sales by selling fashion in design, trim, and 
interior upholstery—and most of these fashion sales 
have been to men! 


All of us, men and women, like to feel in harmony 
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Not a Mystery! 


Fashion is an indispensable ingredient in all 
modern merchandising. It is the response of all 
people to their own times through their material 
possessions. The more a retail jeweler under- 


stands fashion, the more jewelry he will sell. 


with those around us, and have possessions appropriate 
to our own times and way of life—and this, in all sim. 
plicity is what makes fashion! Fashion is not just some. 
thing we read about in style magazines, or some dress 
fad foisted on us through pressure publicity; it is the 
response of all people to their own times through their 
possessions, and its changing aspects are a natural out- 
growth of the constantly changing problems in daily 
living. There are always fundamental psychological and 
biological drives underlying fashion changes, but it is 
not necessary to understand these basic motivations. It 
is enough to know that for some reason, people cur- 
rently want a certain thing—and be ready to supply them 
with it or the accessories consistent with it. 

It may be that a member of royalty, a Queen or 
Princess, comes to visit the United States, and is greatly 
admired for her clothes. Many women immediately want 
similar fashions, and the “why” is not very important. 
Perhaps one woman thinks that to dress like a queen 
will make her feel like a queen—and her husband will 
love her more, or the women in her club will elect her 
president. The individual’s reason for wanting the dress 
is of no consequence; what is important, to us, is the 
style of the dress itself. If the dress is bare-armed, well 
be sure to sell lots of bracelets while it is in vogue; if it 
has full, cover-up sleeves from shoulder to wrist, then 
we'd better forget bracelets, and concentrate on rings to 
decorate hands beneath these full full sleeves, or pretty 
pins that can enhance cuffs. If the dress has a high, 
austere neckline and high bodice, we'll promote simple 
chokers, pins, and brief necklaces; if it is decolleté we 
can expect to sell lavish jewel arrangements to cover 
bare arms and shoulders, such as jeweled collars, dra 
matic chokers, and dazzling pendant necklaces. 

Because fashion is an outward expression of daily 
living its general changes almost always follow a process 
of natural evolvement, and are consequently slow. An 
example of this is the overwhelming popularity of spott 
separates and career cloths. Almost all large stores now 


(Please turn to page 139) 
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#95—$35 Keystone 

Cultured Pearl Ring, 2 
flawless and perfectly cut 
diamonds, 14K white or 
yellow gold. 

















#8-T-$35 Keystone 
Twin Cultured Pearl 
Ring, 2 flawless and per- 
fectly cut diamonds, 14K 
white or yellow gold. 


ALL WAYS RIGHT 
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193-$35 Keystone ' i eZ a — 
ale peer u | STYLE—RIGHT 
diamonds, 14K white or SS 
yellow gold. | e ‘ a8 QUALITY—RIGHT 
v FROM $35 
KEYSTONE 


LEVKOV JEWELS are outstanding because 
of their exquisite beauty, meticulous craftsman- & coo. 


ship. Each one is adorned with cultured pearls eS eae 
and finest, perfectly cut and flawless diamonds... 

enhanced with magnificent settings of 14K Gold. 
Priced to give you profitable mark-up . . . and to F ae 
give your customers the finest quality jewelry at i. | g 
prices they want to pay. fi 2 


Illustrated are a few of the popular and fast sell- 
ing LEVKOV JEWELS which we’ll be happy to 


send you on memorandum — immediate delivery. 


WRITE FOR FREE MATS and illustrated folder . SeN 
containing a large assortment of cultured pearl = = ee 
rings, necklaces, earrings and drop earrings from 7 
$35 to $3000 Keystone. Also cultured pearl and 
14K Gold tie tacks from $5 Keystone. 


ILLUSTRATIONS ENLARGED For REPRODUCTION. Siig” Patgntivnsittt . Sagg” #E-300—$300 Keystone 

— Cultured Pearl Earrings, 12 
perfect, flawless, full cut dia- 
monds, snowflake setting of 
14K white gold. 






#E-100—$300 Keystone 

Cultured Pearl Earrings, 12 perfect, 
flawless full cut diamonds, 14K white 
gold floral setting. 





Z. 1. LEVKOV 


565 FIFTH AVENUE, NEW YORK 17, N. Y. * PL 3-9727 
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Pinsker s Diamond Sales Actually 
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Mr. Robert Pond 
120 E. Washington ote — @ 


Syracuse, N. Ye 





Dear Mr. Pond: 
I am writing to let ¥ 


has done for us. 
I'm going to pe very frank and honest. When 
fust going 


I first pought the Keepsake 
to take them on a trial pasis. 
we got with the Keepsake line in such 
were sO great it is almos 
mond sales have actually d 

iamond prospects 


many extra sales from your 
to you asking for the nearest Keepsake 


ou know what Keepsake 





a short time 
Our dia- 


that wrote 
dealer. 
we have just won a Brand Name Award for the 
and we are very much in- 


third consecutive year, 
ke who does such a 


daebted to Keepsa 
of national aavertising to bring cus 


store. 
I am very happy t 


“count on our store to 
family from here One 


terrific job 
tomers to our 


u that you can 


9 advise y9 
the Keepsake 


be part of 
Sincerely yours, 
PINS KE R' 5S 


Berner ot bds 


Bernard Fields 
President 








Rings enlarged to show details 
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Doubled with Addition of Keepsake 


Only Keepsake, World’s Finest Quality Diamond Rings, 
Offers YOU These Valuable Sales Aids 


@ NATIONAL ADVERTISING: The biggest in diamond rings, Keepsake ‘‘dealer-localized”’ 
advertising works directly for the jeweler with a Keepsake franchise. 


@ SALES HELPS: Newspaper mats, point-of-sale displays, radio and TV spots, full-color 
movie playlets, outdoor posters, bus cards, literature for mail or counter, and special pro- 
motion features. 


@ QUALITY OF PRODUCT: Keepsake guaranteed perfect quality makes sales easier. 


@ PROVEN SALEABILITY: Keepsake consistently outsells all other diamond rings and makes 
selling easier, especially in profitable higher-priced units. 








Bernard Fields, president of Pinsker’s Jewelry Store in Middletown, Conn., points out 
beauty of a’ guaranteed registered Keepsake Diamond Ring. Fields says Keepsake’s national 
advertising program, the greatest campaign in the industry, gives him great assistance in 
boosting his diamond ring sales. 


eepsake 


America’s Largest Selling Diamond Rings 
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A. The proverbial skill of the watch. 
maker is portrayed pictorially in this 
suggested window display. Small, cir. 
cular cards are used to tell the story. 


























m by VIRGINIA DIXON 





Use your display windows io... 


Focus Interest on Your Repair Department 


lL. PLANNING a window display program for do you see window displays which push this department 
any type of retail store, particular attention is usually in any substantial way? 
paid to contriving displays which will in one way or Those stores which have tried this type of promotion 
another bring people into the store—“build store traffic” of their repair departments have found that it paid off 
is the usual phrase. The jewelry store has a peculiar substantially in both a profitable volume of repair sales 
advantage in this respect, but one which unfortunately is and an increase in store traffic. Satisfied repair cus- 
all too frequently overlooked. The watch repair depart- tomers develop the habit of coming into your store and 
ment is the most natural and substantial traffic builder will not forget you when they have jewelry purchases to 
that any store could ask for and the store window is a make. 
perfect place for promoting it—and yet how frequently Repair business is, of course, a year ‘round affair, 








B. "Do you give your watch as careful at- 
tention as you do your car?" is the ques- 
tion which provides theme of this window. 
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The Rage of the Jewelry Shows 


IMPERIAL PEARL SYNDICATE 


$500,000 
NATIONAL CONTEST 



















, ZOQAUITIONAL 
Extra for the Jeweler 
ALL EXPENSES-PAID TRIP TO JAPAN for Two 


GRAND ALL EXPENSES PAID 
TRIP TO JAPAN 
PRIZE FOR TWO 
Plus PRIZE 
pw yay a winner of a prize Imperial Cultured Pearl Valued 
Every jeweler wins thousands of dollars in extra business and some lucky jeweler is going to 
win a duplicate-2 week all expense paid vacation to Japan for the most outstanding success 
with this phenomenal promotion. 



































To be Nationally Advertised 
Imperial's $500,000 contest will be the talk of your 


community brought to the attention of all your cus- 


tomers through extensive national advertising in 
leading magazines and publicity on television and 
radio. 


Mailing Pieces for Your Store 


Imperial's $500,000 contest will be directly tied in 
with your store through mailing pieces imprinted 
with your store name for you to send to your cus- 
tomers. Every entry must come into the store to get 
into the contest. 





Get Complete Details Now... 


Write Direct to 


Imperial Pearl Syndicate 


Detroit 
914 Michigan Theatre Bidg. 





Los Angeles 
607 S. Hill St. 


New York 
607 Fifth Ave. 


Chicago 
5 N. Wabash 
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C. The importance of time is 
conveyed in this display. A 
world map dramatizes chang. 
ing of time around the globe, 








but September seems a particularly good time of year 
to give its promotion an extra push. Fall is a natural 
“clean up and check up” time after the summer let- 
down; summer vacation activities have taken a toll of 
mainsprings and crystals and young people off to school 
or college need accurate timepieces. 

An invitation to bring a watch in for free inspection 
can be the main theme of your display, but to get atten. 
tion and results, your invitation needs to be dramatic 
and interesting. The story of watch repairing itself can 
be made interesting and any number of attention-getting 
ideas and decorative motifs can be tied up with it. Too 
many people, simply from lack of knowledge, take the 
accurate running of their watches almost completely for 
granted with no appreciation of what a _ wonderful 
mechanism they own. Your watch repair displays can 
overcome this attitude and implant a proper regard for 


D. A blow-up photograph or sketch of the 
working parts of a watch is shown on an 
easeled card in this educational display. 


watches and their makers. An understanding and regard 
for the mechanics of the automobile is much more gen- 
eral than for a watch mechanism which is much finer 
and more accurate and is expected to keep in continuous 
operation day and night! 

You have an opportunity with your watch repair dis- 
plays to build your reputation as a reputable merchant 
handling merchandise and repair work of above aver- 
age quality and dependability; to get your store talked 
about as having original and educational displays and 
to increase your volume of both repair and merchan- 
dise sales. 

Sketched are several suggestions for windows which 
should bring increased interest and business for your 
watch repair department. One of the most effective 
watch repair displays is to have a watchmaker at work 


(Please turn to page 143) 
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Diamond Quality and Valoe that Win On-Sisht Approval 


DIAMONDS ENLARGED FOR DO 


ETA 
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PLACE YOUR CONFIDENCE IN 





Address Inquiries to 
JOHN 2,/ COURTNEY & CO. 
‘O2 FIFTH AVENUE, New York’ 





Confidence is the keynote of diamond-selling .. . 


Retailers have discovered they can place their 


confidence in Courtney Rings. These exquisite 


diamond solitaires and wedding bands offer the 


elegance: and fiery beauty your customers dream | 


of oLo leo] mol dlel-S-Mi salolmola-Mel-telalls-ihmmeolehnasricert-1ol sian 
Courtney quality is assured by the care with which 
Xo Kel aMaiale ML Mela-1eli-1o Mmm Mal-mrellelilelslok Mule) maelul-me)o 
fommalelloMe Sie lalolelger me) cut and brilliance . . . 
The 14 Kt. Gold Mountings must be distinguished for 
exceptional design and craftsmanship . . 


For diamond profits—not problems—count on Courtney. 





Y 


DIAMOND SOLITAIBES and WEDDING RINGS 
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(ALL PRIETS PLUS FEDERAL Tax! 


Enduring Gold Plated dog head Cuff Links on Mother of Pearl with Gold Plated Rims. Miniature rifle Tie Slide. $7.50 





Captured! The dashing spirit of your favorite sport in Anson’s 
— ee superbly designed Tie Slides and Cuff Links! Famed Anson crafts- 
ere Anson Tre’Sidee. | '™Manship was never more brilliantly executed. See these elegant sets 


cant slip or mark the most ~—_ today at your retail jewelry counter...at prices as attractive as their styling. poweby for 


e ToRONT 














eater et: bs f@. ... Boost sales with beautiful Statement Enclosures featuring new 


Sport Sets. Write our Advertising Dept. for your free supply! 3°44: 


STOPPER SHOWCASE: 


CASH IN on this luxurious 4-color full page ad in Buy the Sportsman 
the October 11th Sports Illustrated! It announces Tray in a complete un! 
Anson's exciting new Sportsman’s Line that captures as shown—12 Sets. Th 


the true spirit of sports in magnificently crafted, skill- striking Lucite Sty! 
fully designed jewelry . . . remarkably low priced for 
quick sales. Phone or write your distributor today! 


Master Tray FREE 
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‘Convention’ for Consumers Fall Window Ties-in with Football 
(From page 108) 


and a Chevrolet car, which was to be given away after 
the show was over. There were also 20 additional prizes. 

Successive full-page ads were centered on watches, 
diamonds and other jewelry and appliance merchandise. 
All the merchandise was displayed for sale at the E:xposi- 
tion. Since the show took place the month before Christ- 
mas, customers were invited to do all their Christmas 
shopping. The show was billed as the “Most gorgeous 
display of quality merchandise ever shown under one 
roof.” 

Some of the feature attractions of the Exposition were 
a $100.000 pearl dress, replicas of world famous dia- 
monds. watches 500 years old, a wooden watch and a 
display of synthetic star sapphires. 

The Exposition closed on a Sunday night with greater 
attendance and more business than the other days, and 
this was figured as being due to more people not working 





"on Sunday. 
The results of the Exposition were so gratifying that 
kson’s plans to make it an annual event. Business ; a 
Jac ‘»P Poms 7 . A stimulating tie-in with school spirit was in this fall gift 
at the store during the Exposition reached “unprece- display window of Smith Patterson's, Boston. Featured items 
dented heights.” And Jackson reports that the Exposition pe — leather oem trays, clocks and cow 
. ‘ nomena Riiaie ootball-shaped signs, paperboard goal posts and college 
had a highly beneficial effect upon all jewelry busines: pennants queen cm eb thee: “lle 0 tees ae 


in the Gary area. cmd tan 
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ANSON, INCORPORATED 24 Baker Street, Providence 5, R. I. 
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Adjust Your hepair Department 


The skill and know-how of the retail jeweler 
is often associated with his repair department, 
The repair department is not only a source 


of profit, it is an important traffic-builder, 


r 

Dau retail jeweler has an outstanding heri- 
tage. It is one based on knowledge of product and abil- 
ity to service the product. This is particularly true in 
the case of watches and clocks. 

It is natural as it is logical for the jeweler to capitalize 
on this heritage by actively promoting his watch repair 
department. It is natural because more repair work 
means more profit. It is logical because a jewelry store 
repair department creates store trafhc. And for the 
smaller retail jeweler, it is the largest single trafhic builder 
he has at his command. 

The importance of the repair department is more 
widely recognized by older merchants. For, when things 
were bad during the great depression many jewelers 
would have gone out of business were it not for their 
watch repair volume. During that period the jeweler 
was only too happy to do repairs. He knew full well 
that without that business it would have been almost im. 
possible for him to meet the rent and to pay his daily 
bills. 

Today, the jewelry store repair department is more 
often than not taken for granted. Its importance is un- 
derestimated; its benefits overlooked. 

The repair department is a weapon to be used. This 
because the jeweler’s repair department is one of an 
“exclusive” nature—one not generally found in discount 
houses. This being true, it can therefore be utilized to 
encourage watch sales in legitimate outlets because it 
emphasizes the fact, to the consumer, that the jeweler’s 
service department is ready and capable of servicing his 
timepiece. 

Yes, the jewelry store repair department can be used 
as a weapon. Its uses and advantages are many. For 
example, in featuring watch repair services during the 
month of September, the jeweler has an ideal device 
with which to re-establish customer contacts after sum- 
mer vacations. 

And though customers might have spent considerable 
sums on vacations, they must still have watches thal are 
in good running condition. Once in the retail jewelry 
eae store, they can be exposed to merchandise and re- 

minded of the advantages of making selections and laya- 
ways for Christmas needs. 
So. if vou are interested in capitalizing on the reputa- 
lion of the retail jeweler as a merchant who knows his 
product, promote your repair department. 











Watch Inspection Time . . . 


To help jewelers capitalize on Watch Inspec- 
tion Time (September 9 to 18), the Watch- 
makers of Switzerland are offering merchan- 


dising aids, supported by national advertising. 


j= year, again, support will be given to 
Watch Inspection Time, September 9 to 18, by The 
Watchmakers of Switzerland. This organization has an- 
nounced its four-point promotional program in support 
of Watch Inspection Time. On the consumer level, they 
will re-run for the sixth consecutive year their best 
known four-color ad featuring Norman Rockwell’s por- 
trait of “The Watchmaker” in leading national maga- 
zines. 

A free, eye-catching three dimensional window dis- 
play is being offered to retailers. In full color, it points 
up the precision parts in a modern jeweled-lever time- 
piece. It is designed to draw the consumer’s attention to 
the importance of having a fine watch checked regularly 
by a trained watchmaker. In addition, six newspaper 
mats, in one and two column sizes, will also be available 
at no charge. These are designed so they can be used 
throughout the year. 

To encourage jeweler participation. in this promotion, 
The Watchmakers of Switzerland are offering $1,000 
worth of prizes in their sixth annual Watch Inspection 
Time merchandising contest. This contest is planned to 
emphasize the value of the watchmaker and the repair 
department in building and maintaining retail store traf- 
fic and profits. 

The grand prize will be a black and gold Neuchatel 
clock 29 inches high. This timepiece has a pendulum 
movement that is wound once a week and strikes the 
half hour and hour. Second, third, and fourth prizes 
are, respectively, a fully equipped Swiss staking tool set 
in a handsome wood box, with a wide assortment of pre- 
cision punches. The fifth, sixth, seventh, and eighth 
prizes are valuable assortments of fine Swiss hand tools. 

The contest is open to owners and employees of retail 
jewelry stores and retail watch repair shops throughout 
the United States. To participate, a contestant must com- 
plete, on his store letterhead, the following statement in 
150 words or less: “I believe the watchmaker is vitally 
important to the retail jewelry store because . . .” 

Entries, including the writer’s name and _ address, 
should be sent to the Watchmakers of Switzerland Infor- 
mation Center, Contest Department, 730 Fifth Ave., New 
York 19, N. ¥Y. They must be post-marked not later than 
midnight, Saturday, September 25, and received by Oc- 
tober 2. Three hundred “surprise” bonus prizes will be 
awarded the first 300 entries received. 
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As an aid to those jewelers tying-in with Watch Inspection 
Time this month, the Watchmakers of Switzerland have pre- 
pared six newspaper ad mats in one and two column sizes. 
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For the sixth consecutive year, the well 
known painting of "The Watchmaker” by 
Norman Rockwell will run in four-color 
in various national consumer magazines. 


TAKE TIM® 
TO KEEFrP YOUR WATCH 





This three-dimensional display unit in full color is 
being distributed free to jewelers and watchmakers. It 
is headlined, "Take Time to Keep Your Watch on Time. 
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The fixed price increased customer confidence and repair business. 


Watch Repair ‘Special’ Builds Store Traffic 





Rose JEWELERS, Detroit, report a 50 
per cent increase in repair business following the intro- 
duction of a guaranteed “general overhaul” package for 
watch repairs. 

According to Emil Rose, president of the nine-store 
firm, the new repair plan has been more successful than 
any other single attempt ever undertaken to build cus- 
tomer confidence in these departments of the Rose stores. 

As Rose sees it, the average citizen, knowing very little 
about watches and what is likely to go wrong with them. 
is instintcively afraid of high-ticket repair bills. He is 
reluctant to leave his watch for repair when he does not 
know how high the bill will run or even whether the 
watchmaker will find the trouble spot in his first attempt. 
The Rose management reasoned that if they could de- 
velop a plan for doing any repairs which a watch might 
require for a reasonable, fixed price, guaranteeing their 
work, the resulting increase in business volume would 
place the odds in favor of their coming out with a profit 
on the overall picture despite the fact that a few in- 
dividual jobs might have to be done at a loss. 

After considerable study, Rose came up with an offer 
to recondition any watch completely for $7.95. For every 
watch worked on under this offer, the firm gave a one 
year mechanical guarantee. This special offer, as it is 
still being carried out, applies to all watches, with the 
exception of chronographs and obsolete models for which 
parts are not readily available, and rusted watches. 

Rose also emphasize that for regular, individual jobs, 
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PROMOTION 


by BENEDICT KRUSE 


repair service is still available at all his stores. That is, 
if customers come in and request that a crystal be re- 
placed or that the face be cleaned. these jobs are billed 
at the standard figures. This offer is intended mainly 
for the customers who bring in their watches with the 
explanation: “It doesn’t work. Fix it.” 

Setting of the fixed fee for this repair service has 


(Please turn to nage 146) 








The watch repair special was promoted through a series of 
small placards in the windows of the Rose stores and was 
also advertised over the firm's regular television program. 
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Rubies, Star Rubies, Sapphires, 
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WATCHES 





A Program Is Needed 


To Educate Customers 


On Watches and Repairs 
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Fig. 3. As part of Pinard's watch repair 
educational program, he distributes the 
above booklet to all of his customers. 





NS 





Fig. |. Pinard shows customers this disassembled watch to explain “what makes it tick.” 


Prruars one of the greatest drawbacks to by EARL PINARD 
the watch business is the prevalent ignorance of the pub- Pleasanton, Cal., Jeweler 
lic toward this merchandise. At least 90 percent of the 
people know nothing at all about the principles of design, 
construction, performance, etc., pertaining to their time- 
pieces. 

This was proven conclusively by a private poll, in 
which several thousand people were asked two questions. 
“When you turned over your timepiece to a watchmaker, 
what was it that he said was wrong with the watch?” 
To this question, about 95 per cent of the people queried 
replied, “It needs cleaning.” 

The second question was, “What does a cleaning job 
consist of?” To sum it up roughly, they said, “The 
watchmaker removes the movement from the case and 
cleans it in some gasoline or blows it out with a blower.” 

This cleaning job, in the average customer’s estima- 
tion, requires no more than ten or fifteen minutes time 
and certainly requires no skill. No wonder, then, that 
they feel the watchmaker is over-pricing his work. — 

From the foregoing, it can be seen that we have failed ee 
miserably in one very important phase of our business; eS 
we have failed to educate the public as to what to expect 
from their watch and their watchmaker. And this lack 
of knowledge is costing us money and prestige. 

Although the retail jeweler has a specific job to do in — - tacit Hall 
educating his own customers, I believe the job can be ‘Fg. 2-The abeve, watch repair shea is filed in by th 

(Please turn to page 144) records. On the reverse side appears store's guarantee. 
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Cape Cod jeweler experiments with 


WATCHES 


Emile Guertin (left), Cape Cod jeweler. 
has established a reputation for himself 
and his store as a result of his widely 
publicized experiments with timepieces 
that have been dropped in salt water. 


Watches Dropped in Salt Water 


D ETERMINING for himself exactly what spe- 
cific steps will save a watch which has been dropped in 
salt water—and publicizing the results—has earned a 
lot of goodwill and extra watch repair volume for Emile 
Guertin, Guertin Bros., Jewelers, Hyannis, Mass. 

Restoration to actual service of watches which have 
been immersed for various periods in corrosive salt 
water is a very real problem along the Bay State’s 
famous Cape Cod. With thousands of tourists filling up 
the beaches and lake areas through the summer months, 
this vacation playground is also a “graveyard” for many 
watches, which are carelessly handled by owners after 
accidental salt-water immersion. 

At various times, jeweler Guertin has taken umbrage 
with what he terms “far-fetched policies” toward the 
successful saving of watches whose mechanism has been 
endangered by salt water. 

“There have been lots of theories propounded,” the 
jeweler said, “and in fact, throughout the years, we have 
found that a lot of customers who have dropped a watch 
while in swimming or fishing, and retrieved it, have 
theories of their own to add. The net result is a mass 
of confusion which is far more likely to result in a 
ruined watch, loss of a customer’s goodwill and possible 
replacement cost.” 

Unwilling to accept such “tested theories” as dunking 
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a salt-water-endangered watch into kerosene or other 
volatile fluids, Guertin two years ago carried out a 
series of tests on his own to determine what methods he 
would recommend. First, he points out, summer is a 
period of extreme danger for all watches. During the 
winter months a wristwatch is protected by the jacket 
and overcoat sleeves from extremes in temperature and 
moisture. During the summer months, however, the 
watch is worn out in the open the entire time. Thus, it 
is subject to many forms of attack. 

In selling watches, Guertin warns every customer of 
the above facts, and then begins to concentrate on the 
subject of salt water immersion, which can be expected 
to befall a large number of the watches worn in the 
Cape Cad beach area. He emphasizes that the drop-the- 
watch-into-kerosene technique is absolutely no good. 

“The best which can be expected from dipping a salt- 
water-soaked watch into kerosene or gasoline is an 
emulsion,” Guertin said. “And this means that salt will 
deposit liberally throughout the works of the watch, no 
matter how much volatile fluid is applied. Even if the 
watch is completely immersed in kerosene and appears 
to clean out satisfactorily, the chances are that it will 

(Please turn to page 141) 
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Three Generations of Jewelry Stone Cutting 


* 576 FIFTH AVE. NEW YORK 36, N. Y. 
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mlUlalelace Mola Uiicelaiha-Melale 
Amusing Charm Designs. 
High Quality — Popular Prices. 


Because you buy directly from the maker, you are 
ello gelalict-Xomalal-MeLUlol linge lacliilolai-ladia-melilema-terrelirelel i= 
prices. Look for the CCC trademark. Consult us with 
your special order problems in 14K, Sterling Silver or 


mer) (oh lled. Ask for Catalogue R 


198 Broadway Ch sigs Cif oy New York 38, N. Y. 

















FOR SEPTEMBER, 1954 


129 

















Temperature, Pressure, 


It is often advertised how a waterproof watch reacts under normal conditions. 










TECHNICAL 
and Waterproof Watches 








But, the author asks, what about abnormal conditions? A watchmaker, he feels, 


must understand the cause and effect relations created by abnormal conditions. 


ine general public has come to accept the 
waterproof watch as a satisfactory, utilitarian timepiece. 
It now becomes the problem of the man at the bench 
to gain a better understanding of this type of watch. 
The product is placed on the market with widely adver- 
tised statements that it will do certain things under 
normal conditions. But it is essential that the watch- 
maker understand what will happen under certain 
abnormal conditions. 

The waterproof case in current use seemed for several 
years to be the answer to a watchmaker’s prayer. It 
promised a solution to the problem of rust induced by 
excessive perspiration or careless handwashing on the 
part of the owner. This rust problem has always bur- 
dened the watchmaker who was faced with a lot of un- 
necessary comeback work which was not his fault at all. 
Of course, sudden summer thunderstorms did account 
for a good many watches being brought in filled with 
moisture, and the cases offered little protection from 
gasoline, naphtha or diesel oil. But these occasions were 
so rare that they were given little thought or study. 

Changes have taken place in the daily lives of our 
customers during the past years—as every watchmaker 
knows to his sorrow. These changes play havoc with 
waterproof watches. New watches of almost all grades 
are being returned to the jeweler within a few days or 
a few weeks contaminated by rust or filled with water. 
Repair work which has been handled with the greatest 
care and precision of which the watchmaker is capable 
is coming back to his bench in a short while in the same 
condition. 

What can be the cause of this situation which has 
arisen primarily during the past two years? Cases are 
being improved continuously. The trouble can’t be in 
the watch industry because we have much better cases 





*Edizor’s Note: It is appropriate to note here, as a re- 
minder for jewelers, that a watch to be designated as 
waterproof must remain in complete immersion for at 
least five minutes in water under atmospheric pressure of 
15 pounds per square inch and for at least an additional 
five minutes in water under pressure of at least 35 pounds 
per square inch, without showing capacity to admit any 
moisture or water. Also, when advertising such watches 
it must be stated that the waterproof qualities apply only 
while the crystal is intact and if the case is unopened or 
when it has been reassembled to its original state of 
waterproofing. 
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by C. L. DODD, 
Lindsay, Okla., Watchmaker 


at our command than those sold several years ago. It 
cant be with our repairmen because the same men who 
were successful in handling work a few years back are 
completely puzzled under present circumstances. It must 
be some extraneous circumstances in the ever-changing 
living habits of our customers which causes all our 
trouble. 

Suppose, for the sake of argument, that we conduct 
a few experiments with a typical waterproof or water. 
resistant case to see what will happen under varying 
conditions of temperature and pressure. Let us select 
any approved type of screw back, unbreakable crystal 
case and subject it to a few tests. We will prepare that 
case by screwing down the back as tightly as possible, 
and by fitting a crown as tightly as possible on the neck. 


DROP CASE IN WATER 


We can then drop this case in a pan of water at 
approximately room temperature where it may stay as 
long as two hours without the slightest trace of water 
entering it. We may even go further and place this case 
in a pressure jar. The pressure on the surface of the 
water in this jar can be increased many pounds without 
any water entering the case. To all intents and purposes 
this case will be found waterproof. 

You have probably made these tests a number of times 
and later have been embarrassed to have this same watch 
come back in a few weeks filled with water. 

Now suppose that instead of putting a movement in 
this case we make some further tests with it. We have 
found that it is waterproof under normal circumstances. 
Let us see how it acts under abnormal conditions. With- 
out opening it up or changing the seals in any way, we 
will drop it in a pan of ice water. We will find that it 
does not have to remain there two hours before some- 
thing will happen. Water will begin to enter it almost 
instantly. This water may go in around the crown. It 
may go in around the crystal or the seal of the case. 

This is not a problem of waterproofing, but rather 4 
condition of temperature and pressure. The volume of 
air which was trapped in the closed case contracted vi0- 
lently when the case was suddenly cooled by the ice 
water. This contraction of the air created a_ partial 


(Please turn to page 147) 
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distributed by mail directly to retailers — you save money or 


your money back! Rarely a repair, but never a repair charge. 
#1002 LADIES TELESCOPE EXPANSION WATCHBAND 
1/20—12Kt. Gold Filled $1.25 each carded 
Yellow or white in short, regular or long 
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something NEW 


Treasured memories, old but very 
new, are stored for reminiscing in 
Gibson Bridal Books. Beautifully 
designed and richly bound, Gibson books 
are fitting treasuries for life’s sacred 
memories. Wedding Record Books, Musical 
Wedding Books, Bridal Photo Books, 
Anniversary Books, Guest Logs and others in 
genuine leather, simulated leather and fine 
rayon bindings. Liberal trade discount. 
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NORWALK, CONNECTICUT 

Gentlemen: 

Please send me a [_] $25 [] $50 [_] $75 [] $100 selection of 
books at the following net prices: 

[-] W-32 (Book illustrated) $2.00 net [] $5.00 to $10.00 net 

[] $1.25 to $2.00 net 

[] $2.00 to $5.00 net | would also like a [_] catalog. 
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MERCHANDISING 





by ROBERT LATIMER 


Two large counter cases (above) in the repair department feature watchband merchandise. 


Using the repair department as a springboard for 


Increasing Watch Attachment Sales 


Despite the fact that the population of 
Dothan, Alabama, is only 25,000, Bauman’s Jewelers 
boasts one of the largest watchband volumes in the 
South. This volume can be attributed to an aggressive 
over-the-counter salesmanship program—particularly in 
the watch repair department—and unusual display tech- 
niques. 

This firm’s watch repair department is of good size, 
featuring a large, L-shaped counter and an open-view 
desk for a watchmiker. There is adequate space for 
handling six or seven repair customers simultaneously, 
and without causing congestion. 

In reorganizing his store three years ago, Ted 
Bauman, owner, set out to overcome a “disappointing 
situation” in which watchband sales were far below par. 
The store, which has been expanded in recent years, 
formerly had serious space problems in attempting to 
show watchbands. One of his first steps after expansion, 
Bauman set aside two large counter cases for watch- 
bands. These cases intersect at right angles in the watch 
repair department and hold some 300 models. 

The case at the right is deovted primarily to men’s 
watchbands, while the one at the left shows women’s 
models. In each case, there is a categorized display sys- 
tem, which is divided into price “zones,” so that all $5, 
all $10, etc., watchbands are grouped conveniently. This 
is highly effective in locating a band in the proper price 
bracket when a customer states specifically how much 
he wants to spend. 

In addition to the extensive choice of styles in the two 
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cases, Bauman’s incorporates a number of “special ser- 
vices,’ such as a green velvet block in the center of the 
men’s case in which are shown replacement cases for 
pocket watches. These, seldom seen in jewelry stores, 
cover around 20 models, including steel, gold-filled and 
silver cases. The prices range from $8.50 to $13.00. This 
display has proven to be a conversation piece, inasmuch 
as most men visiting the store for the first time express 
interest in the collection, pointing out their surprise in 


(Please turn to page 146) 
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Bauman's watch repair department is of average size. It 
capitalizes on its repair reputation to sell watchbands. 
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Geology for the Jeweler 


(From page 100) 


brown. The fascinating chiastolite variety, with its pat- 
tern of a maltese cross in black and white, changing in 
each successive slice, is another mineral found only in 
the metamorphics. 

lolite, or “water sapphire,” more common in gneisses 
than in schists. has been used as a geologic “thermom- 
eter” by geologists, for it forms only when a very high 
degree of metamorphism is attained, accompanied by 
extraordinarily high temperatures. Staurolite commonly 
crystallizes in perfect crosses, which are the inspiration 
of the Virginia “Fairy Stones” (though most of those 
commercialized ones are said to be imitations, with far 
better ones coming from other states). 

Regional metamorphism also creates gem minerals 
in solid beds and lenses. Compressive stress is still an 
apparent essential. Nephrite and jadeite, the two minerals 
of jade, form during metmorphism, as a result of the 
alteration of other rocks of a rather special character. 
Nephrite, certainly, seems to form when serpentine is 
subjected to regional metamorphism. The serpentine it- 
self formed from earlier alteration of a dark igneous or 
plutonic rock by simple hot water metamorphism, a 
change thought to take place in some cases as soon as 
the rock becomes solid, the water necessary coming from 
the original lava. Not too much is known about the 
formation of nephrite, but it seems to form lens-like 
cores in beds of serpentine. with the heat and pressure 


of metamorphism driving the water out again. For 
jadeite we have to introduce sodium and take away some 
iron, so the changes must be greater. The movement of 
elements in liquids or gases may constitute an important 
part of metamorphism. 

This speculation leads us to another type of meta- 
morphism, the local variety we termed contact meta- 
morphism. The mechanism of contact metamorphism 
is most easily visualized when we turn to a classic source 
of mineral specimens. One of the minerals owes its 
common name to the locality where it first occurred in 
fine crystals, though vesuvianite is now regrettably 
ofhcially known as idocrase because of an earlier dis- 
covery. For the mineral environment illustrated by 
Mt. Vesuvius has been quite apparent since 79 A. D. 

At Mt. Vesuvius, or really at the old mountain which 
preceded it, a ridge, now called Monte Somma, lava 
worked its way to the surface of the earth, eating a tube 
up through a series of overlying sedimentary formations. 
Important among the layers were thick beds of lime- 
stone. Blocks of the limestone were plucked off and lifted 
by the rising lava, to finally be thrown out with the 
molten rock that was building up a mountain. During 
their journey the small limestone blocks were completely 
immersed in hot gas-filled lava; all the while the calcite 
of the limestone reacted with constituents of the lava to 
form a new group of minerals. They are mainly silicates, 
and resulted from the contact between the solid lime- 
stones (which never actually melted) and the gases 
escaping from the liquid lava. This was contact meta- 
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STYLING SELLS... 





Quality jewelry customers appreciate 
styling . . . they look for that smart- 
ness in design that distinguishes a 
quality ring from all others. Typical 
of Church & Company’s reputation 
for smart styling is this 14K yellow 
gold ring with a brilliant Peridot and 
six sparkling full cut diamonds—a 
masterpiece of design your customers 
will appreciate. 


Also available with Garnet, Amethyst 
or Opal. 
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Write for the Latest RACINE 
CATALOG Just Off Press... 
Featuring Fine Timers and 


Chronographs for Every Purpose. 





*& GUINAND and GALLET TIMERS 
*& GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers —Since 1890 
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Brand Name Retailer Ties-In with 
Brand Name of Baseball Fame 
As Brand Name Retailer of the Year for 1953, Basch’s 


jewelry store, Cleveland, O., recently featured a store 
promotion by tying-in with Cleveland’s most famous 
brand name, the Cleveland Indians. The event promoted 
watches, electric shavers, radios and cameras, and was 
publicized with a full page ad in the Cleveland Plain 
Dealer in its Sunday edition. 





Dave Philley, Bobby Avila, Cleveland Indian baseball 
stars, and Jimmy Dudley, one of America’s top sports- 
casters, visited Basch’s, and the public was invited to 
drop in and meet the stars and Jimmy Dudley. In the 
photo is shown L. I. Benway, president of Basch’s, pre- 
senting watches to the guests from the sports world. 
Left to right, they are: Dudley, Philley, Benway and 
Avila. 

The promotion was carried out extensively through 
store-wide displays, both inside and in the windows. 





morphism in its simplest form, and though few gemmy 
crystals grew, there were crystals of many minerals that 
are of gem interest at other localities. 

Unfortunately, as a mineral locality, Mt. Vesuvius is 
almost unique, and nowhere else in the world do we 
find a volcano with flanks so nicely decorated with fas- 
cinating altered limestone blocks. Ancient intrusions of 
lava into deeply buried limestone beds are not uncom- 
mon, however, and they have resulted in the formation of 
a number of interesting and valuable deposits. Lime- 
stone is particularly susceptible to the attack of acid 
and metal-bearing solutions; we noted that when we saw 
how caverns form. Many zinc, copper and lead deposits 
have formed above or on the sides of granitic “stocks” 
(small magmatic intrusions). 

Other sedimentary formations are much less sus- 
ceptible to deposition of new minerals, so we find that 
the widest and richest aureoles of mineralization wecur 
at the limestone contacts. In addition to the ore minerals, 
there are a few which interest the jeweler, though all 
are in the connoisseur class. Ubiquitous garnet is one, 
it seems to be a mineral that can form in any high tem- 
perature environment. Vesuvianite, of course, epidote 
and axinite are others. We find, in fact, that many of 
the minerals that form in impure limestones during 
regional metamorphism can also form in a pure lime- 
stone in a contact zone. Very few of them have real 


THE JEWELERS’ CIRCULAR-KEYSTONE 








gem interest, but we need to mention contact meta- 
morphism, for with it we have completed our round of 
rock formation and our understanding of the principal 
geological processes. 

In the more recent geologic periods the magma which 
is inducing metamorphism in the rocks may have orig- 
inated through the remelting of sediments. The more 
numerous gases which accompany such small secondary 
magma intrusions, those that make stocks rather than 
the many mile-long mountain cores of granite known ag 
“batholiths,” are really former surface waters. They were 
fixed by the altering feldspars, carried down to the depths 
with the sediments, and released when the buried rocks 
finally melted, to rise again and react with a new set of 
minerals. When the sediments revert back to magma, 
the molten minerals work their way back up nearer the 
surface. Some may flow from volcanoes, some may 
form new plutonic rock intrusions, containing recent 
topazes, tourmalines, beryls and corundums, lying only 
a mile or so beneath the surface. If Man were destined 
to remain on Earth long enough, they might reach the 
surface in turn, for more than one mile of rock has 
been worn off the higher regions of the earth. 

Man is not going to live long enough to find those 
buried deposits valuable, he hasn’t that much time left 
on earth. He won’t be here even long enough to see 
the erosional unroofing of such a shallow intrusion as 
that which lies under the geyser basin floor at Yellow- 
stone Park. So we shall have to make do with the stones 
we now have or know where to find. They'll all be gone 


soon enough, there is no need to hasten the process. 
Perhaps we'll come to appreciate more some of the com- 
moner, but still lovely, stones like amethyst and topaz 
quartz. Perhaps we shall see more use of the varied 
and originality-evoking agates and chalcedonies. Surely 
we will see much more use of the laboratory products, 
new stones that we cannot call synthetic because they 
have no natural counterpart, and that we possibly should 
not call “stones” since they do not occur in the rocks. 





How the JIC Serves the Jeweler 
(From page 96) 


their heads and that somebody was the Council. 

Now, it happens that, to appraise the workmanship of 
the Council’s publicity material, I have consulted special- 
ists on the receiving end—working newspaper people to 
whom the Council’s releases, along with releases from 
many other sources, are directed. And these newspaper 
people tell me that the Council’s material is good. It’s 
professional and factual and dependable. Among news- 
paper people, the Council, as a news source, has earned 
an enviable reputation. And, from the retail jewelers’ 
point of view, the important fact is that, against the 
competition of publicity from other sources, the Council’s 
releases get into print and generate sales for us. 

This phase of the Council’s work—the publicity phase 
under which the Council generates ideas about jewelry- 
store products in newspapers, over the radio, over tele- 
vision and in magazines—is done directly by the Council 








Vfese Beauty 


Eastern Star 
Hings.. 


assure extra sales and delighted customers. 
They are offered in both white and yellow 
gold and are of substantial weight .. . 
set with synthetic stone point stars. 
Beautifully designed center is enhanced 
by Alter and Pentagon and letters 
F.A.T.A.L. are in proper positions. 
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THE NAME THAT MEANS 


Sine Embbaeaiie frulyy 


S ROSE STREET, NEWARK 8. N. J. 








FOR SEPTEMBER, 1954 


135 























— Watamelos table e clock ‘ 


. 


Spider Web clock. White or black cord, contrast- 
ing hands, birch center. Retail price $25. 





Kite clock. Choice of color combinations. 
Retail price $25. 


MODERN CLOCKS 


‘esigned by George Nelson, produced by Howard Miller 
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HOWARD MILLER CLOCK CO., ZEELAND, MICH. 
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with these different means of communication. No effort, 
no thinking, no planning by retail jewelers is necessary 
to get this job done. 

Now for the second phase—an operation in which 
the Council’s ideas reach consumers, not directly from 
the Council, but through retail jewelers. 

Here, again, we’re concerned with mass communica. 
tion, but mass communication confined to smaller areas 
and taking the form, for example, of copy and layouts 
for newspapers, copy for direct mail, radio commercials. 
and ideas for window displays. Or ideas taking the form 
of booklets, imprinted with the jeweler’s store name and 
address—booklets ready to be distributed to the public 
for the purpose of bringing store traffic and sales to the 
jeweler using them. 

Not many of you, I’m sure, are writers. Some of you 
employ advertising managers or perhaps even advertising 
agencies. But to those of you who lack that kind of 
professional help, I address these questions. Do you find 
it fun to write and lay out a newspaper ad? Do you 
chuckle with glee when your're called to bat out, for your 
mailing list, a sales-catching letter? Do you beam with 
joy-when you must create a radio script? 

If you have worries such as these—just in advance, 
say, of Christmas—don’t you think it gratifying to find 
spread out on your desk a complete Christmas-promotion 
program, professionally created and designed to help 
you sell, not specific lines of merchandise, but all the 
items your store offers as Christmas gifts? 

I know 7 find it gratifying because, in advance of 
every gift-giving occasion—occasions such as Graduation, 
Mother’s Day, Valentine’s Day and Father’s Day as well 
as Christmas—that’s the kind of service the Jewelry 
Industry Council delivers to me. I put that service at 
work. And it pays off. 

I put at work, also, other types of the Council’s sales 
promotion services designed to fill in the valleys between 
the peaks that gift-occasions create. 

Now let’s talk about the Council’s booklet service. 
There’s a long story on the many booklets that jewelers 
are able to distribute to the public because they can buy 
them at cost of production from the Council. 

Consider, for example, the Council’s booklet on Wed- 
ding Anniversaries—a booklet which jewelers _ have 





Harvest Is Theme of Fall Window 





A dab of burlap, simulated straw and harvest husks lend 
glamour to this cheerful fall window at Stowell's, Boston. 
Featured were handbag and jewelry items in a varied display. 
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ordered and re-ordered to the tune of more than a million store anniversary coming up, the Council tells you how 


and a half copies. other jewelers have managed anniversary celebrations— 
Before that booklet could be printed so that it could and made them pay off. 
carry the logical, appealing and modernized list it now If you consider it wise to join with other jewelers in 
contains—a lot of work had to be done by the Council, your community in local cooperative advertising, the 
alone, and by the Council in cooperation with your Council supplies the copy. Shortly before Christmas of 
association and other associations in the industry. last year, I joined with other jewelers in Hammond, and, 
Through that work by the Council, through the distri- with the Council supplying the editorial copy, turned 
bution of that booklet to the public by jewelers and out a complete newspaper section devoted entirely to 
through the publication of the new list in reference pub- jewelry—a section of twenty-four pages of text and 
lications such as “The World Almanac,” the Council’s advertising to sell jewelry items as gifts. The profes- 
New Wedding Anniversary List has paid off in splendid sional help we jewelers in Hammond received on this 
fashion for the retail jeweler. job, alone, was worth many times the low cost of 
Much the same story of detail work and planning is Council membership. 
behind the modernized birthstone list that appears in the I have only one more service that I want to put the 
Council’s beautiful and attractive booklet “The Romance spotlight on at this time. It’s a service that is somewhat 
of Rings and Birthstones.” So also is a similar story of different from the other services I’ve been telling you 
increased sales of birthstone rings and birthstone jewelry about. It’s a service on speeches—a service to help the 
for the retail jeweler. individual jeweler in his own public relations in his 
Thanks to the Council, there has been made available own community. 
to jewelers a condensed refresher course in jewelry- You have your choice of a whole library of speeches 
store salesmanship—this to enable his sales people, that the Jewelry Industry Council has prepared to meet 
beginners as well as old-timers, to sell more effectively. your needs in your community. You can select a speech 
If you haven't seen a copy of this practical refresher manuscript on watches, clocks, pearls, diamonds, rings, 
course, I suggest you check with the Council about your rubies, sapphires, emeralds, and silver. Available, also, 
copy, at the modest price of 25 cents, of “How to In- is a speech entitled, “The Retail Jeweler Explains His 
crease Your Golden Circle of Customers.” Business.” Professionally written and technically authen- 
If you aim to stage a fashion show, the Council lays tic, those speeches have interested audiences—and re- 
before you a special report packed with helpful hints flected credit upon jewelers—everywhere. 
on how to stage such an event successfully and derive The Jewelry Industry Council has spoken for us. It 
from it a maximum of business value. If you have a will continue to speak. By what it says, it will continue 
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STAR'S October birthstone rings for milady capture 
a spirit of delicate beauty and freshness. 


left (4Y¥35)—all opal 
right (5Y70)—opal and diamonds 





STAR'S Masonic rings are a masterpiece of 

handsome custom design. 

left (6X57/1)—Synthetic ruby encrusted 
mason. with recessed 
diamond. 

right (1X56)—Masonic signet with 
plumb and trowel, white 
gold top and sides with 
blue and white enamel. 











Order through your wholesaler now. 
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to help us sell more merchandise—because it talks to the 
public about the desirability and the value of owning the 
merchandise we jewelers sell. 

Every activity of the Council that J have told you 
about and every other activity that I haven’t told you 
about is concentrated on the job of helping the industry 
advertise and publicize. 

With the keen competition that is ahead of us—with 
the need for more and stronger selling everywhere ap- 
parent in our industry—I say to you that retail jewelers 
need the Council and need it keenly. It was made for 
you—made to help you in the situation you face today. 

As the Council’s Chairman, I also say to you that the 
Council needs your help and support—and what’s more, 
must have it if it is to continue to serve you. 


7 





‘Functional Design’ 
(From page 104) 


art training. “I think the jewelry designer should be 
grounded in all the arts,”’ she said. “He especially should 
have a fine arts education. I don’t mean that he should 
study only portraiture, but sculpture, architecture and, 
of course, the decorative arts. Think of the ideas for 
jewelry that might come from a study of Greek archi- 
tecture with all its forms of ornamentation! Let him be 
a well-rounded artist and he will find ideas for jewelry.” 

Mrs. Whitney feels that to be truly functional, a piece 
of jewelry must also be adaptable. Next to a ring, she 





says, a diamond pin is the most serviceable piece, |; 
should be chosen so that it is “smart for a suit lapel 
handsome enough for cocktails or a dinner gown, grace. 
ful and pleasing for an afternoon gown, and good winte, 
and summer.” She thinks that there are diamond ping 
equal to all these requirements and chose a design to 
demonstrate it. 

Mrs. Whitney did not hold the designers responsible 
for what she called the lack of originality of most jewelry 
design. “There are,” she said, “many good designers 
in the business today but manufacturers must be edy. 
cated to the fact that people want something differen 
and new in jewels. More sensational things do appeal 
to the public, but many manufacturers are afraid to give 
the public new, fabulous and different designs in jewelry, 
Yet a piece that is smart and chic and beautiful will 
always be sought after.” 

All members of the Selection Committee agreed that 
much jewelry is too ornate in design. 

“I hope the juke box and spangle era of American 
design is coming to an end and we can look forward to 
cleaner, simpler and more tasteful design,” said Mr. 
Disney. 

“Diamond jewelry is spectacular in itself,” said Miss 
Weissman, ‘‘and to conform to standards of good taste 
it should not look as though it were piled on for the sake 
of display.” 

Mr. Avedon expressed his preference for the under. 
stated effect and felt that diamonds should be set very 





——— 





NEW...REVOLUTIONARY CONSTRUCTION 







The first completely NEW watchband in 25 years 
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simply to look chic. He said that some designs suggested 
that the designer had first worked out a more or less 
satisfactory pattern and then gone back over it adding 
another stone here and a couple more there until he 
had ruined his design. 

Publishers and editors of the leading art magazines 
agreed with the suggestions of interesting artists in jew- 
elry design and expressed hope that the Diamonds U.S.A. 
Awards would become an annual event. 

Dr. Alfred Frankfurter, publisher of Art News and 
Art News Annual, said that he had been convinced for 
many years that jewelry design would greatly benefit by 
the entrance of fine artists into the field. 

“The field would be equally beneficial for artists,” he 
said, “for in the present day, when it is the objective of 
every true artist to reestablish the relationship of art to 
life, the opportunity to create beauty in settings for di- 
amonds and other precious stones opens up a splendid 
vista not only of esthetic pleasure but also of economic 
reward for the artist.” 

Miss Catherine Sullivan, managing editor of American 
Artist, agreed, adding, “provided, of course, that the 
artist is willing to learn enough about the craft to make 
his designs practicable. It should be a challenging field 
for those who like to explore the possibilities and limita- 
tions of new materials. Apparently this is one field in 
which very little experimental design has thus far been 
done. It offers unusual opportunity to the creative artist 
with a fresh viewpoint.” 

Mr. Jonathan Marshall, publisher of Art Digest, said, 
“There is great need in this country for better jewelry 
design. The Diamonds U.S.A. Awards could well serve 
as an impetus for the whole industry. They should be- 
come an annual affair.” 





Fashion is a Business 
(From page 112) 


have entire departments devoted exclusively to the sale 
of these clothes, where a few years ago, none existed, 
but this phenomenon didn’t come about overnight. It 
was the natural result of more and more women enter- 
ing the business world arid so developing a need for this 
type of clothing. It has also been stimulated by the 
move of many people toward more active suburban 
living. 

Another slowly paced change, extending over many 
seasons, has been the general trend toward all-out 
femininity, with clothes and jewelry becoming as pret- 
tily feminine as a lace-edged petticoat. This particular 
trend began with the threat of world war three, when 
more and more men were called to military service, and 
the feminine need to attract became more competitive 
than ever. Many merchants who are afraid of the swift 
tempo of fashion can gain a feeling of security by study- 
ing the long-term existence of general fashions and their 
steadying influence. No longer need a man feel he’s 
grasping at something as elusive as a soap bubble that 
may burst before he can get his hands on it—instead, 
he has a foundation for a long time merchandising plan. 

In contrast to slow major changes are the special style 
phases included within each general trend, and which 
move along at a lively pace. These special phases come 
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into being because certain groups of people want to look 
different within each general trend. It may be the young 
Hollywood social set who decide that bustles will make 
them look quaintly prettier than young Manhattans; it 
may be a college group who decide that white sweaters 
and skirts will set them apart from other schools. What- 
ever the motivation, if the style has appeal it is apt to 
be copied by a lot of other women, in the same manner 
as the Queen’s dress was copied, and it is then on its way 
to becoming a mass fashion. These sweep across the 
country with amazing speed because of promotional 
channels such as magazines, television and movies. 

These special style phases, short-lived though they 
may be, offer a jeweler his best opportunities for strong 
fashion promotions of his merchandise and constant quick 
turn-over. Within the general feminine trend, for in- 
stance, there has been a special Oriental trend which 
stimulated the sale of jade, garnet, and lavish multi- 
colored jewelry; a white fabric trend which was perfect 
for promoting diamonds, crystal, and pearls; gold- 
splashed fabrics which called for the natural highlight 
of gold jewelry; a gray fabric trend which was enhanced 
by silver and platinum jewelry; billowy bouffant skirts 
which needed the style balance of big, dramatic rings, 
and so on through many trends you have (or should 
have) been familiar with and capitalized on. 

Many people mistakenly believe that fashion is only 
high fashion, but every jeweler needs a much broader 
concept. High fashion is an expression of ultra style, 
and is necessarily the choice of a limited number of 


people with above average incomes and tastes. |t jg 
important to jewelers on two counts: (1) Expensive 
high style jewelry is necessary to decorate high fashioy 
clothes. Besides the profit from the original sale, the 
short life of such fashions promise quick additional 
sales or new settings for each customer. (2) High 
fashions are prophetic of mass fashions and indicate 
where volume profit may be. Once in a while, such a; 
with circle skirts, which spread into nationwide popu. 
larity, style begins on a mass level and works upward 
to top brackets, but this is a rarity, and not the rule, 
Mass fashions are those accepted by the greatest num. 
ber of people, and are almost always versions adapted 
from high fashions. Mass fashions are important to 
jewelers because they are the basis for volume selling. 
Classic fashions are those so closely attuned to our ac. 
cepted way of life, year in and year out, there is no need 
for variation. They are important because they provide 
a foundation for steady sales. 

Every once in a while, someone is going to come 
along and say to you “Say, did you see such and such 
fashion show on television yesterday? It was fantastic! 
Some of the models wore hats topped with live monkeys, 
and others had hats decorated with upside down lemon 
meringue pies! Gosh, this fashion is a crazy business— 
what will women be wearing next!” 

Well, just keep your tongue in your cheek and let 
Mr. Public go right on thinking that fashion is a crazy 
business. He doesn’t know the things he saw were just a 
spectacular bid for publicity, and fashion playing a little 
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-oke with itself. After all, fashion people need a little 
sa on the sideline, they’re so busy most of the time 
roviding the stimulus to buy. | . 
When we suggest you use fashion for selling, were 
advising the most commonsense selling approach there 
‘5! We're saying to look at the clothes women are wear- 
ing and sell them jewelry to beautify both it and them- 
selves. It’s a simple, direct way of doing business, and 


‘’s packed with profit. 





Graceful Sign Made of Strap Iron 


~ 
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The distinctive sign over the door of Bosse Jewelers, 
Raleigh, N. C., is made of strap iron. The iron flatbars, 
two inches wide by one-eighth inch thick, were heated 
and shaped to form the graceful script letters that are 
shown in the photo. All the joints are arc welded. 

The lettering is painted dark maroon and is suspended 
in front of a sea-green panel of fluted plastic. At night 
the store lights behind the translucent plastic throw the 
lettering into silhouette. 

Strap iron also suspends the letters from bars bolted 
to the frame above the panel. These bars are painted the 
same shade as the plastic and are hardly noticeable. 





Watches Dropped in Salt Water 


(From page 128) 


clog up with rust within three days after the repair job.” 

To settle the issue once and for all, the Hyannis 
jeweler determined to conduct his own “research bureau” 
from the standpoint of testing emergency methods appli- 
cable to the swamping of watches in corrosive salt water. 
He gathered all suggested methods from books and the 
experience of other jewelers. From the information 
compiled, he set up three tests, all of which were carried 
out in his watchmaking department. 

Under the first test, Guertin dipped a ladies’ watch into 
a bucket of salt water, carried into the store from Hyan- 
nis port beach, a few blocks away. This watch, then, 
was exposed to ordinary outside air for the average 
amount of time it would require to transfer it from the 
beach to the jewelry store. Within this space of time, 
the untreated watch, allowed to dry out, was packed 
solid with rust and incapable of being repaired. 

His second experiment consisted of dropping a man’s 
watch into the same bucket of salt water, then rushing 
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DIAMOND CONTESTS . . . WATCH CONTESTS 
.. . A NEW SILVERMAN SALES SERVICE 


| have carefully analyzed the various diamond con- 
tests now operating. | have found that mainly they 
are very successful, however, their cost in many 


cases is exorbitant and they all have some faults 
and flaws. 


| have evolved a new type of contest for both dia- 
monds and watches that fits very nicely into our +3 
or promotional store-wide sale plan. 


This plan is designed for the jeweler who wishes to 
reopen literally hundreds of paid up accounts and 
add hundreds of new accounts. The jeweler who finds 
himself overstocked can also gain tremendously in 
this sales plan, because instead of liquidating this 
surplus inventory at cost or slightly above cost, he 
can now use up this surplus stock to add these 
hundreds of accounts to his books at very close to 
his normal mark-up. 


After the sale he will continue with these contests 
without any further payment to us and without ANY 
advertising expense to himself. 


YES. . . . IN MY CONTEST PLAN THERE IS 
ABSOLUTELY NO ADVERTISING COST TO THE 
JEWELER. HE DOES NOT USE THE NEWSPAPERS, 
RADIO, TELEVISION OR DIRECT MAIL. YET IF HE 
CAN HANDLE AND CORRECTLY PROCESS TEN 
OR TWENTY OR MORE WINNERS A DAY, HE 
CAN DO SO. 


This plan has been tested in two key stores and the 
results were fabulously successful. 


It is being further tested in six other stores in all 
parts of the United States. 


DO NOT LET YOUR TOWN BE TIED UP BY AN- 
OTHER JEWELER. | WILL PROCESS ALL REPLIES 
ON A FIRST COME FIRST SERVED BASIS. 
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it into the standard cleaning solution and centrifuge 
in the repair department. Here, it was found, the clean- 
ing solvent apparently “saved the day” inasmuch as there 
was no rust collected on the moving parts within the 
watch movement and it ostensibly could be set to pro- 
vide accurate timekeeping. However, at the end of the 
following day this watch, too, was filled with rust and 
“frozen up” as latent chloride salts undisturbed by the 
cleaning solution asserted itself and began a growing 
action on the polished metal surfaces. 

The third experiment, which resulted in the standard 
operating procedure followed by Guertin Bros. Jewelers 
ever since, was the immersion of another ladies’ watch 
in salt water, followed by an immediate dunking in 
ordinary fresh water. The watch, left in salt water for 
around five minutes, was thoroughly flushed with fresh 
water, then carried to the repair section in a glass of 
fresh water. This, Guertin found, is the only practicable 
solution to the chloride salts problem, and is capable 
of dissolving the tiniest quantity of salt hidden in a 
bearing, behind a supporting post, etc. When the watch 
was removed from the fresh water and transferred to 
cleaning solvent, it cleaned out well, could be dried with 
no fear of rusting and continued to operate satisfactorily. 

Since that time, on the basis of his tests, Guertin 
recommends to customers that they drop their watches 
into a container of fresh water in the event that it is 
even partially immersed in salt water. 

“We even suggest taking along a small container of 
water for the purpose,” Guertin said. “Fresh water can 
carry away salts, our experiments have proved, whereas 


kerosene or volatile spirits have the adverse effect of 
merely immobilizing such chemical deposits. In order to 
remove the mineral altogether, fresh water, followed by 
an efficient solvent cleaning, is the only answer.” 

Results of this jeweler’s unusual tests were published 
in local newspapers and were widely distributed by 
word-of-mouth from one watch owner to another. As 
result, Guertin Bros. has become the logical choice for 
many Cape Codders who are in need of watch repair 
work. 





Can You Top This? 


Watchmaker Curtis R. Brown, Lawrence, Mass,, 
had a customer who not only dropped his watch, but, 
unwittingly, tried to throw it away. 

The customer was a bartender. One day a man 
too intoxicated to be served anymore came into his 
bar. Upon being refused service, the man became 
so troublesome that the bartender had to put him 
out. There ensued a scuffle at the door as the bar- 
tender forced the man outside. 

“Get out, and take this thing with you,” he shouted, 
as he picked up a watch on the floor and angrily 
drew back his arm to throw it. 

But another bartender yelled out, “Hey you, that’s 
your own watch!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Use Your Display Windows 


(From page 118) 


right in your display window. This has been done very 
effectively, but this is not always a practical set-up to 
make. Why not introduce your watchmaker to your 
public by way of a photograph? 

Sketch A show a life-size photograph of a watchmaker 
at his bench with some of his tools and equipment 
arranged on a pad in front of the photograph. A blow-up 
like this would make an effective eye stopper even if the 
watchmaker were an anonymous figure, but when it is 
someone who is known and recognizd as a personality 
in your store and in the community, the display gains 
distinction. A copy card to the right introduces your 
watchmaker by name and invites the passerby to bring 
in his watch for free and careful inspection. 

Small photographs set up in the foreground show 
watchmakers’ hands at work on various tasks—placing 
screws, fitting wheels, mounting springs, and so forth. 
Small circular cards in front of the photographs explain 
each picture in hand-lettered copy and show the indi- 
vidual watch parts mentioned. These photographs can 
be taken in your own shop or a watch manufacturer’s 
material can be used. Plaques near the background dis- 
play various styles of watch attachments. Try to get a 
dramatically lighted photograph for the main picture 
and have it enlarged and mounted on heavy cardboard 
or thin masonite and cut out in silhouette. 

A miniature model of an old-fashioned automobile 


“Do you give your watch as careful attention as you do 
your car?” Other questions such as “Does your watch 
need a new crystal?” “How long is it since the move- 
ment of your watch has been checked and regulated?” 
“Wouldn't your watch look much handsomer with one 
of these new watch attachments?” “Should the dial of 
your watch be refinished?” are lettered on smaller cards 
and arranged with appropriate watch parts and attach- 
ments on low circular elevations in the window fore- 
ground. 


The general copy which should include an invitation 
to bring your watch in for checking is lettered on a paper 
scroll which extends from the tall elevation on which the 
car model is placed to a flat elevation showing an old 
and a rehabilitated watch. Building silhouettes are 
roughly sketched on the background or on background 
panels. The miniature car model is suggested because 
these little models seem to have a universal fascination 
and have become so very popular which should also 
make it easy to borrow one for the display—or several 
would be even better. If you cannot locate a finished 
model, someone in the store who is handy at such things 
would probably find it quite fascinating to put a model 
together from one of the model kits available from 
hobby supply shops. These kits are quite complete and 
very reasonable in price. 

Sketch C suggests the use of a world map to drama- 
tize the changing of time around the globe. The map 
is mounted on stiff board against the window background 
with narrow strips of colored cellophane used to indicate 
the twenty-four time zones of the world. Two colors of 











furnishes the focal point for sketch B with the copy 
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cellophane are used alternately with small clock dial 
at the bottom of each strip showing the time in each 
zone when it is twelve noon in Greenwich. The store’s 
chronometer is placed in the window foreground with 
an invitation to the passer-by to check his own watch 
against it for the correct time in his own time zone 
Watch parts and explanatory copy about watch repairing 
are shown on circular pads on the window floor. 

A blow-up photograph or sketch of the working parts 
of a watch is shown on a large easeled card in window 
Sketch D. Small cut-out silhouette figures point to vital 
parts and explain their function on lettered copy blurbs 
attached to each figure. One figure points to a selection 
of watch attachments. General copy is lettered on the 
watch photographs. The figures are very simple in out. 
line and can be cut from colored construction paper, 
stiffened with wire easels if necessary. | 
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MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYs 


Material Source 
Sketch A 


Enlarged photo-cut-out of your 
watchmaker Local photo studio 
Small photos of watchmaker’s Local photographer or 
hands at work manufacturer’s  ma- 
terial 


Copy cards Show card writer 


Sketch B 


Miniature old-fashioned car Borrow or make up 
model from hobby kit 
Scranton Hobby Cen- 
ter, Dept. 3A, Scran. 
ton 10, Pa. 
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Musical charms and brooches on Fisher 
displays are steady selling gift items — 
purchased by musicians and music lovers 
—in Sterling, Gold Plate, 10K, relate Mm E14 
Gold. Through your wholesaler. 


wy J. M. FISHER COMPANY, Attleboro, Mass. 





Copy cards 
Building background 


Sketch C 
World map 


Cellophane strips—two colors 
Clock dials and copy cards 


Sketch D 
Blow-up of watch parts 


Show card writer 
Sketch or mount sil- 
houettes in store 


Order from map com- 
pany 

Stationery store 

Show card writer 


Have manufacturer's 





photograph or sketch 
enlarged and mount. 
ed 
Make from colored con- 
struction paper from 
stationery store 
Show card writer 


Cut-out silhouette figures 


Copy blurbs for figures 





A Program is Needed 
(From page 126) 


best accomplished by watch manufacturers. As for their 
national advertising, I believe they have failed in this 
respect. They spend considerable sums each year adver 
tising their products. But when all is said and done the 
public actually does not know any more than they did 
before about what to expect from their timepieces. Prool 
of this can be had by asking a customer, the next time 
one asks you for a nationally advertised watch, why he 
wants that particular model. 

In my opinion, it would be a relatively simple matter 
for manufacturers—and certainly money well spent— 
devote at least a quarter of their advertising space to al 
educational program. Simple explanations regarding the 
performance of a watch with, let us say, a bent balance — 
pivot, a cracked jewel, a set mainspring, etc. This would 
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radually find its way into the consciousness of the pub- 
lic. All this, together with information about the watch- 
maker’s work, would in time do the job. 

For years I have given consideration to these prob- 
lems and have come up with what I think is a sound idea 
for the retail jeweler. 

I have devised what I call a watch repair sheet (fig. 2). 
It is similar to the work sheet used in garages but is 
smaller in scope. As can be readily seen in the illustra- 
tion, the units found in a watch are listed numerically. 
If no repair work is required for any unit, it is marked 
“OK.” If a repair is made, a check is marked. On the 
blank lines a description of the work done on the unit 
is written. On the reverse side of this sheet there appears 
the guarantee and a few words explaining the perform- 
ance of a watch. 

As against the old system, where a customer was in- 
formed orally of the repairs to his watch—all of which 
he probably soon forgot—this new system shows him 
the amount of work entailed in repairing his watch. This 
repair sheet is his to take home and study, if he wishes, 
and to keep for his records. The customer knows what 
work is to be done and he knows what he is paying for. 

Another thorn in the side of the watchmaker is the 
fact that watches, being of comparatively small size, 
make it difficult for a customer to see a damaged part. 
To overcome this, I am using the booklet, “My Watch 
Has Stopped, Why?” (fig. 3). The watch parts, being 
blown-up, are large enough to be seen and [ can explain 
matters to the customer. Also, for those people who do 
not believe they are getting their money’s worth, I have 
disassembled a man’s wrist watch and cemented each 
part neatly to a white cardboard and enclosed it in a 
plastic covered frame for easy visibility (fig. 1). 

Thus, by using these three props to sell a repair job, 
I have found almost all the answers to my customers’ 
questions. 





No Prestige Lost 
(From page 110) 


entered from the hotel lobby. The wood work and plaster 
walls are highlighted with mirrors, and two delicate 
chandeliers add a finishing touch of grace and charm. 
All this decor is in keeping with the hotel interior, and 
reflects the dignity of the jewelry establishment. 

Showcases at Brand Chatillon, along with other ap- 
pointments, are of modern French design and all are of 
the sit-down type with chairs for the customer’s comfort 
and relaxation. J. A. Fischer, manager of the store, says, 
“We almost insist on the customer sitting down. We try 
to make every purchase an event so that the customer 
will remember the pleasure and comfort of his visit to 
Brand Chatillon and return.” 

The showcases are small so as to allow a more in- 
tegrated display, and all are indirectly lighted against 
a neutral background to afford the maximum in display 
brilliancy. 

The sales atmosphere is further relaxed by air-condi- 
tioning. Rooms for designers and buyers are out of sight 
above the main floor. 

The modernization was carried out by builders Mar- 
cello Mezzullo, Inc., Portchester, N. Y., and was designed 
by architects Ferrenz and Taylor, N. Y. 
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GENSE OF SWEDEN’S 
FIRST FALL PROMOTION 
FEATURES 


Eilips 


at $7.25 retail a 6-pc. place setting 





*Regular Price $8.50 — open stock and 
serving pieces proportionately reduced 


Here is your opportunity to sell a new “Lovely 
for a Lifetime” Gense pattern by the great Swedish 
designer, Folke Arstrom, at prices that are well 
below other stainless steel lines that do not equal 
Gense in value and consumer appeal. Yet you can 


realize your regular mark-up. 


Feature Ellips in your advertising and store 
displays. Increased traffic and sales are certain to 
follow. If you do not now sell Gense Stainless 
Steel flatware and holloware, write for free liter- 
ature, including catalog and booklet on “How TO 
SET-UP AND OPERATE A PROFITABLE 
STAINLESS STEEL DEPARTMENT.” 


West of the Mississippi 


GENSE OF THE WEST LTD. 
278 Post St., San Fran., Calif. 


East of the Mississippi 


GENSE IMPORT, LTD. 
15 E. 26th St., N. Y. 
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Here's your Success Book 





-.. your key to 


FRATERNAL 


EMBLEM 
Profits 


¢ 
Moose ““Eagles’’, ““Owls’’, *“Elks’* — plus prac- 
tically every popular fraternal order has its 
insignia illustrated and described in the 50 page Harvey 
& Otis catalog. Using this catalog to auginent your 
regular showing of Emblematic Jewelry can enlarge 
your Fraternal jewelry business — increase your promo- 
tional opportunities — your store’s prestige, let alone 
your profits. Use the one you now have. Order through 
any of our 450 wholesalers, or direct, to be billed 
through him. Prompt service to help you serve better 








Harvey © Otis 
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© JEWELERS EVERYWHERE REPORT: 


ARLEN 
TROPHIES 
STEP-UP 
STORE TRAFFIC! 






L Stagieg ook 
yl ...80 get a basic 
stock of America’s 
most beautiful and 
popular trophies... 
by Arlen. Our new 
General Catalog shows 
Scores of sports figures in 
walnut woods, marbelette, a 
gem-like plastic, and ‘‘Rich-Glo” figures. 
Our brand-new Onyx and Black 
and Gold Italian Marble Catalog 


ae brings your customers the ultimate in trophies! 


Authorized Dealers! 


ARLEN TROPHY Co.., INC. 12 
50 Gold Street, Brooklyn 1, N. Y. 
Please rush me FREE Genuine Onyxand General Catalogs 
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Watch Repair Special 
(From page 124) 


enabled the Rose repair departments to set up a standard, 
mass production procedure of taking all watches apart, 
cleaning them completely, checking them as they are 
reassembled and replacing any worn parts. With this 
degree of thoroughness, the percentage of complaints 
is extremely small. 

The offer was introduced originally and has since beep 
plugged chiefly on Rose’s regular television shows. The 
only other promotional effort which the Rose manage. 
ment felt advisable during the first six months of the 
offer was a series of small placards in a window of each 
store. Even with this relatively limited promotional effort 
—according to Rose’s usual advertising practices—bujj. 
ness increased at a rate which taxed the ability of the 
stores’ entire departments to keep up with it. 

From a financial standpoint, the promotion went better 
than the Rose management had expected. At this writ. 
ing, six months of experience has established that the 
$7.95 price left a comfortable enough profit margin so 
that it might even be feasible to drop this figure slightly 
for periodic, special promotions. 





Increasing Watch Attachment Sales 
(From page 132) 


seeing the display. As a result, this Alabama jewelry 
store regularly sells new cases for pocket watches—a 
steady business in view of the large numbers of pocket 
watches still in use in. Southern communities such as 
Dothan. 

“Almost every watch repair customer makes some 
remark about the pocket watch case display.’ Bauman 
stated. “And frequently they will be back a few days 
later with an old-time heirloom watch which still oper- 
ates satisfactorily, but the case has become corroded, 
tarnished and is in need of replacement.” 

Both of the watchmakers on duty at Bauman’s watch 
repair department have been given sales training, par- 
ticularly on suggestive selling techniques. Bauman’ 
capitalizes on the fact that there are actually “two shots” 
at the 'watchband sale: when the watch is brought in 
for repair and again when the customer returns to 
retrieve his timepiece. In addition, on the customer’ 
receipt ticket, there is a suggestion to “Dress Up Your 
Watch.” 

Of course, the ideal time to sell new watch attach- 
ments is the moment when the customer picks up his 
repaired watch. All cases are thoroughly cleaned and 
buffed down to brightness and this helps to show up 
dramatically the contrast between a handsome watch 
case and a worn, discolored band. Upon calling this to 
the watch repair customer’s attention, Bauman’s sales 
people indicate the wide choice in the two counter cases, 
pointing out that the prices range from $4.95 to $50. The 
suggestion, properly planted at this time, invariably 
results in the customer scanning critically the watch 
bands in the display case and asking to see samples. — 

In all watchband suggestive selling, every attempt © 
made to trade-up the customer to better-priced, mott 
durable bands, and those models specifically suited {0 
his business activities. 
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Bauman’s watch repair department headlines much 
of its newspaper advertising “For Those Who Need 
Time” and backs up the theme by maintaining a stock 
of “loaner” watches, all perfectly timed and guaranteed. 
These are issued to watch repair customers who will be 
without their timepieces over a period of several days. 
Included in the loaner stock are railroad watches which 
serve as effective testimonials to good watch repair 
operations. 

“Watchband selling under this system makes the most 
of every possible opportunity,” Bauman remarked. “The 
effectiveness of the system is reflected in our sales 
volume.” 





Waterproof Watches 
(From page 130) 


vacuum, and the water rushed in to fill this vacuum in 
sufficient volume to restore the balance of pressures 
inside and outside the case. 

You may contend that if a case is waterproof it must 
of necessity likewise be “air-proof” but that does not 
necessarily follow. Think of a diving bell which is 
lowered several hundred feet under the ocean. Or, you 
may have filled a bottle with water from a tub when a 
child. You will remember that the water would not run 
into the bottle as long as the neck was held down or in 
a horizontal position. The minute you turned the neck 
up, the water would flow in and the air escaped as 
bubbles. 

The same condition prevails as regards a watch case, 
supposing that the seal and crystal are tight. If this 
case be placed in a pan of water or a pressure jar with 
the stem either down or in a horizontal position, it will 
withstand all the pressure you can put on the surface 
of the water in the iar. The air in the case acts as a 
cushion which resists the entry of water as long as the 
volume of this air is not decreased. 

You may also contend that there is no evidence that 
the volume of air inside a case or the pressure of this 
air has any reason for changing. You can demonstrate 
this fact to your own satisfaction in a very simple man- 
ner. Take the case you have experimented with. Seal it 
carefully and test it again in water of room temperature 
or in the pressure jar. When you are satisfied that the 
case again resists the entry of water, drop it in a pan of 
water which has been heated to a point just short of 
boiling (180 to 200 degrees). Bubbles will immediately 
be seen rising from the case. These bubbles are caused 
by expansion of the air trapped within the case, and the 
resultant increase of pressure inside the case. 

A sufficient volume of air is forced out the case tu 
again equalize pressure within and without the case. As 
soon as the bubbling has stopped, remove the case from 
the hot water and drop it back in the pan of water at 
room temperature. You will be surprised to note that the 
case again takes in instantly a volume of water equal 
to the volume of air displaced by the bubbles. The case 
acts just as it did in the ice water. 

Upon the completion of these experiments we can 
understand that the operation of a so-called waterproof 
case is governed by three of the immutable laws of 
nature. (1) A gas such as air increases and decreases 
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the "Blue-White" ... the "Sterling" ... in Jewel Boxes: 


GENUINE TOPGRAIN LEATHER 
SADDLE FINISHED with 
6 rows of SADDLE STITCHING 


Do the jewel boxes you carry reflect the 
prestige of a fine store? Here is a line that proclaims 
“Luxury!” in its looks, in the silken touch of the top- 
grain leather, in the everlasting quality which makes 
these jewel boxes wear so beautifully through the years. 
Featuring the “Tailored Look” in genuine topgrain 
leather saddle finished with 6 rows of saddle stitching. 
Yet these luxury jewel boxes are priced for competi- 
in fact have been top sellers in fine leather 
goods and department stores for many years. They 
carry the full mark-up you expect. Ask for catalog 
sheet showing the complete jewel box line. Attractive 
catalog inserts and mats available. 


tive sales... 


e ees agape 
So sell MO aa 


No. 33! 


“Slim” design jewel 
box for women or 
men. Ring recep- 
tacle, clip-on di- 
vider, roomy interior, 
and special, velvet 
cushion covered com- 
partment. Softly vel- 
veteen lined through- 


out. In Chestnut 
only. Solid brass 
lock. Dimensions: 


1lx 9% x 2%”. 


Retail $9.60 


40 West 17th Street 








No. 1732 


Gracefully proportioned 
to fit into tep dresser 
drawer. Elevator tray 
with ring receptacle and 
earring bar, spacious 
main compartment. Vel- 
veteen lining. In red, 
green, chestnut, wine 
and blond. Solid brass 
lock. Size 11% x 8 
sv. 


Retail $15 


Manufactured by 


LONDON LEATHER NovELTIES 


New York 11, N. Y. 
ALgonquin 5-7557 
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St. Joseph of Copertino 
Flying Medallion 


designed by C. Paul Jennewein 














This medallion, not limited to a single creed, and made fam- 
ous during World War II asa special guardian of air travelers, 
is available again for the first time since 1946. 

Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


‘| 104 East 56th St. New York 22,N.Y. PL. 5-4818 


7S NEW.-Excwusive 


dnd copyrighted 
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| i This delightful charm will increase 
your unit sales. Grandmother or 

disc bracelets are not complete 

without this exclusive disc. Family 

names are important. 
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f SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 





Sterling $350 Keystone 
(bracelet included) 
2 also 14 Kt. and 1/20-12 Kt. GF. 





SOLD ONLY TO RETAIL JEWELERS 


Walter H. McKenna & Co., Inc. 


PROVIDENCE @ RHODE ISLAND 
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EARRINGS & BRACELETS 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 


























in volume as the temperature of this gas is raised o, 
lowered. (2) A gas such as air, when confined jn q 
semi-sealed container, increases or decreases the pressure 
within that container as the temperature is raised o; 
lowered. (3) Air trapped in a semi-sealed container 
raises the pressure within that container when heated, 
and forces out a sufficient volume of air to equalize the 
pressure within the container with that of the surround. 
ing medium. Conversely, when the temperature is low. 
ered, the pressure within the semi-sealed container js 
likewise lowered. 

Let us now return to the summer thunderstorm mep. 
tioned previously. Thunderstorms usually occur on very 
hot days when a mass of cold air rolls in above a mass 
of warm, moist air and creates an unstable condition 
of the atmosphere. These storms usually strike suddenly 
and the cold rain lowers the temperature as much as 15 
degrees within a few seconds. This cold rain striking a 
hot watch has exactly the same effect as that which you 
induced by dropping the case in ice water. Air inside 
the case contracts violently and draws in a sufficient 
volume of the surrounding medium to equalize pressure, 
If a person is caught in this rainstorm and his watch 
becomes drenched with water, it is only natural that 
water will be drawn in. 


EVAPORATION COOLS WATCH CASE 


The trouble which may be experienced with gasoline 
or other highly volatile petroleum products is again very 
much the same. You have noticed that when you spill 
gasoline on your hands, the rapid evaporation of this 
substance seems to cool your skin. The rapid volatiliza- 
tion of a liquid is the principle on which mechanical 
refrigeration is based and it works on a watch if the 
watch is dipped in a volatile liquid. Evaporation cools 
the case, creates a partial vacuum, and draws into the 
case any medium which may surround the case. 

We all agree that waterproof watches were free of 
rust troubles during the first few years after they were 
introduced on the market. We can also agree, I believe, 
that in the last two years we have seen a vast increase 
of rust involvement. We must determine the cause of 
the trouble before we can begin to look for a solution. 

Some people speak of condensation moisture and the 
“dew point.” They contend that the moisture held in 
suspension by the air within the case condenses on the 
crystal when the case of the watch reaches a certain 
temperature. This is the same phenomenon by which dew 
forms at night on the grass. Undoubtedly this condition 
does arise, but it can’t account for the amount of water 
one sees in many Cases. 

Let us suppose that the small amount of air trapped 
in case after the movement was installed had humidity 
of 100 degrees. Now let us suppose that this suspended 
moisture was condensed out into one drop. It would 
probably form a drop about the size of the head of 3 
pin; yet, you may have seen a half teaspoonful of water 
in a case that was supposedly waterproof. It would be 
impossible to suspend that much water in the volume of 
air contained within a watch case. 

Before going back to our experiments, there is another 
natural law which we can add to the three already stated: 
the law of capillary attraction. A liquid, when placed 0 
two solids in juxtaposition, tends to collect at that point 
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where the two solids are in actual contact or nearest 
to actual contact. You are all familiar with that law; it 
js the principle which governs the lubrication of watches 
and the reason why balance hole jewels are made oval 
in shape. 

We have proven by our experiments that the volume 
and pressure of the air inside a watch case varies as the 
temperature of the case is raised or lowered and that 
the air passes in or out through the stem or some other 
weak point in the seal. We could reasonably say then 
that a watch case actually “breathes” as its temperature 
varies. We could go still further and say that this act 
of breathing draws moisture into the case which capillary 
attraction has caused to collect around the crown. the 
crystal, or the seal of the case. 

If these suppositions be true, the natural question would 
be, “Why did this fail to cause trouble in early years?” 
The answer would seem to be that natural temperature 
changes have never been responsible for the trouble. 
These natural temperature changes cause the case to 
breathe just as the artificial changes you made. However, 
the changes are so gradual that moisture around the 
crown and any other part of the case has ample time to 
evaporate before sufhcient internal pressure change has 
heen established to draw it into the case. It is the violent 
temperature changes which we must look for—and these 
violent changes must be artificial in origin. 

Over the period of the past few years two things have 
come into general use which have affected our daily 
lives: refrigerated air conditioning and the deep freeze 
unit. Thus, we are continuously passing into and out of 
temperature changes. 

We walk into the house from an outside temperature 
of 100 degrees and start digging around in the deep 
freeze where the temperature is a few degrees above 
zero. We do strenuous work outdoors and then sit down 
in a cool air conditioned living room. These violent 
temperature changes cause a corresponding violent re- 
action in the pressure and volume of the air inside a 
wrist watch. 

This is a problem, I believe, which must be solved 
by the watch industry. The most logical solution, in my 
opinion, would be to have some form of pressure cham- 
ber inside the case with a free opening to the outside. 
This would allow for the expansion and contraction of 
the air without forcing it through the seals of the case. 





Can You Top This? 


A farmer came into Albert Bell’s jewelry store in 
the country town of Maryville, Mo., in response to 
an ad on shock, water and dust-resistant wrist 
watches. He had decided it was about time to re- 
place his 1919 pocket watch. 

“Pll buy the watch as soon as I sell my hogs at 
market,” he said to Mr. Bell. 

“Fine! Will that be soon?” 

“Well . . . not exactly. I just had the sow bred 
vesterday!”’ 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Full color, hard hitting, outstanding 
You select the merchandise you want 
Your name and address appears in four olaces 


You get your own individual store policy 


- Collection Letters 
- Paid Up Letters 


- Contracts 
- Receipt Books 


Write for free samples 
S.J. SURNAMER CO. Inc. 
370 7th Ave. a. i ee Tel: LOngacre 4-6650 
Booth No.322 A.N.R.J.A. 











[B.DAVID 
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* GUARANTEED 
BRILLIANCE CRAFTSMANSHIP 


* FAST MOVING + PROTECTED 
DESIGNS PROFITS 


Beautifully 
Gfl Boxed 


\iltl+7 


@ EARRINGS 
@ CROSSES 

@ PINS 

@ BRACELETS 
@ NECKLACES 


@ EASTERN STAR 
JEWELRY 





Pin 743--$4.00 Keystone. 
Just one of the many 
designs to choose from. 


PROTECT YOUR PROFITS WITH 
RHINESTONE DESIGNS BY 
B. DAVID 


Only you, the jeweler, are permitted to 
sell this jewelry . . . none is sold to 
Department Stores or catalog houses. B. 
David also guarantees complete cus- 
tomer satisfaction. See the full line of 
designs in Rhodium or gold plate... ] 


WRITE TODAY! 


for free folder showing 
B. David's new designs 
and proven best sellers. 
Representative will call 
at your convenience. 


B. DAVIDZ. 








MANUFACTURER 








2508 Vine 


prong set Austrian, machine cut stones Ciacianati 19, O. 


in all new colors. 
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Elgin's “Duane” has four figures placed 
on black enamel inlays around the bezel 
of a 14K gold-filled case, 8 gold studs 
and 4 printed markers on its square dial. 


With a black lizard strap, $85, F. T. I. 


A Seth Thomas diamond watch of 14K white 


gold, featuring a graceful design with 
sculptured end pieces as a setting for 2 
diamonds. With silver gray Nylon cord, 
it is No. 2543CW, $87.50 retail, F. T. |. 


This Lucien Piccard watch, No. 162A, has 
115 cultured pearls on its band and 14K 
gold case, 17 jewel movement and mother 
of pearl dial. $190 Keystone, made by 
A. Blumstein, Inc., 37 W. 47th St., N. Y. 


Gemex offers the “Chevalier'’ watchband 
for men in yellow gold-filled, No. 581, 
at $7.95 retail. The same band in stain- 
less steel, No. 2545, retails for $5.95. 
The bands feature "Synchronized Styling." 


"Golden Sunburst" watch bracelets of 14K 
gold are personalized with initials stand- 
ing out in bold relief against a sunburst 
background. From Chesterfield Jewelers, 


33 W. 46th St., N. Y. About $195 retail. 
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A ladies’ new small size, 8!/% ligne, 17 
jewel, automatic watch is  gold-filled, 
water and shock-resistant, has a radium 
dial. $89.50 retail, F. T. 1., Zodiac 


Watch Agency, 521 Fifth Avenue, N. Y. 


A man's watch from Sheffield Watch Co., 
663 Fifth Ave., N. Y., has an aluminum, 
"Alynox" finished, tarnish - proof case, 
radium hands, gold colored numbers and 
markers, padded calf strap. $8.95 retail. 
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The "Diamond" portable clock by Howard 
Miller comes in yellow and olive, orange 
and purple, black and gray or walnut. It 
has cartographer's pins telling the time. 
No. 2217, it is $25, approximate retail. 


General Electric's "Urban," No. 7H226, 
has face and hands set back to give it a 
shadow box effect. The border is fluted, 
gold-colored plastic, and the dial black 
with silver numerals. It is $9.98 retail. 
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A ladies’ “Photo-Vue Ident" from Jacoby- 
Bender has an unbreakable crystal photo 


protector. Comes in yellow gold-filled, 
No. 1020, at $9.95 retail. The same in 
stainless steel, No. 1040, $8.50 retail. 


The “Golden Helm" by Jefferson Electric 
Co., Bellwood, Ill., is a clock with the 
see-through dial and is designed after a 
ship's wheel. With 24K gold-plated base 
and machined wheel spokes, $29.95 retail. 





From Flex-Let's “Ends That Blend” series 
is “Enhance,” at left, No. 215, in white 
or yellow gold-filled with stainless back. 
"Starlette,” No. 239, has gold-filled top 
and back. Each is $9.95 retail, F. T. I. 


"Show Piece," model 5H67 of Telechron's 
new Designer Line, is a handsome table or 
desk clock of polished brass and brush 
finished metal and has precision detailed 
hands and numerals. It retails at $100. 


The L. Harris Co., 443 Fourth Ave., N. Y., 
offers a group of Endura alarms imported 
from Bayard of France, one of which is 
shown. They have 40 hour movements and 
radium numerals and hands. $4.98 retail. 
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Reed & Barton has made for young moderns 
the "Americana" tea and coffee service in 
contemporary design with lines of sleek 
simplicity. Can be bought one piece at a 
time or the set, $178.50 retail, F. T. |. 








From Bristol Seamless Ring Co. is this From a new line of rings for ladies by From Jerome D. Osterweil, 2W. 46th St., 
engagement ring, No. 2708/8/25, in I4K Church & Co., Newark, N. J., is this ring N. Y., an engagement ring, right, has o 
gold with .25 carat center diamond and 8 set with an amethyst stone and six dia-  .41 carat emerald cut diamond set in 14K 
smaller diamonds at $265 retail, F. T. |. monds on the side. It has a 14K gold = white gold. With wedding ring, $410 Key- 
Wedding band (2008/6), 6 diamonds, $120. mounting and is priced at $150 Keystone. stone. The set at left is $320 Keystone. 








Colored enamel-finish backgrounds are in Chas. Gold & Co., 36 W. 47th St., N. Y.. An original design by Clifford A. Miller 
this new line of cuff links and tie bars offers unusual "Button" cuff links, No. 635, Corp., 64 W. 48th St., N. Y., is a 14K 
by Forstner Chain Corp. In yellow gold in 14K yellow gold at $63 Keystone. The gold earring and brooch set of shell pat- 
plate or white rhodium finish, bars start same in a plain disc instead of small terns with a center cluster of 7 rubies. 
at $2.75 retail, F. T. 1.; links at $3.85. button, No. 635P, comes at $53 Keystone. Brooch is $140 Keystone; earrings, $160. 
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A modern twin cultured pearl and diamond 
ring has six diamonds in a distinctive 14K 
white gold mounting. By Z. |. Levkov, 565 
Fifth Ave., N. Y., No. 38, $130. Also 
pearl tie tacks from $5. Prices Keystone. 
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Recently-introduced "Ellips'' pattern in A new stainless steel coffee percolator Universal's new "Stewardness” steam travel 





stainless steel flatware from Sweden has 
been re-priced to retail at $7.25 for a 
6-piece place setting instead of $8.50. 
Sold by Gense Import, Ltd., of New York. 


A pop-up toaster by Proctor Electric Co., 
Philadelphia 40, makes same color toast 
with all kinds of bread by using a ther- 
mostat and has color control lever. It 
is model 1484, $18.95 suggested retail. 
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from the Cory Corp., 221 N. La Salle St., 
Chicago, has a one piece body, a heat- 
proof handle, a drip-proof spout and a 
four to nine cup capacity. $11.95 retail. 


The Linex division of the Lionel Corp., 
15 E. 26th St., N. Y., has introduced the 
"Linex," a color stereo camera kit with 
a color-corrected lens synchronized for 
flash. With case, $44.50 retail, F. T. I. 


iron will dry iron, has automatic temper- 
ature control, fold-away design, and one 
filling allows 30 minutes of steam press- 
ing. Weighs only 28 oz. $14.95 retail. 


A new toaster by Westinghouse features 
uniform toasting in 90 seconds by using 
a new type of heating element, and has a 
design of bold lines with ends of rich 
ebony finish plastic. Retails at $19.95. 











Something new in fine cutlery... 





INTRODUCING NEW 


Sparkling, new Steak Fork is 
ideal companion piece for 
ever-popular Steak Knife. 











e Matchless Quality 
e Endorsed by Emily Post 


+ Unconditional Guarantee New companion piece doubles 


e Nationally Advertised 


= aoe ats fon Seow suse arofit impact of Carvel Hall Line 


e 3 Distinctive Handle Styles 


oie Cy Satagee Overnight this fast-selling line is twice as profitable. Why? 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now. . . who 
buys one later . . . automatically becomes a red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 
Order early. The supply is still limited. Just another reason 


why Carvel Hall Cutlery is the world’s finest and fastest- 
FINE C UTLERY moving cutlery line. 
‘by Briddell 





DEALERS: Write or phone for name of your nearest Carvel Hall Distributor 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND 
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Gleaming, practical Silver 
will make your 
Thanksgiving Dinner 


even more wonderful 





















There'll be an added thrill... added beauty .. . serving your 
Thanksgiving dinner from lustrous, festive-looking, appropriate 
sliver. Just imagine your mouth-wetering turkey framed on 

@ beautiful silver platter — the rich, brown gravy served 

from @ silver boat. And those savory vegetables will look 
even more appetizing silver-spooned from a silver dish. 

Then for the royal touch, serve your coffee from 

@ diver pot (with matching suger and cream). 


All yeu meed te do te have the loveliest table in 
Phoenix is visit Rosenrweig's. Here you'll find 
the largest assortments of everything for your 
table (Yes, china and crystal, toc). Of course, all 
the femous makers are represented— 


WALLACE, REED & BARTON, GORHAM, 
INTERNATIONAL, COMMUNITY, 
Gravy Boat Plate, trom ...$13 
Sterling, from. 


WPS: VN) 
Se—whether you're seeking the finest SS tts _— 355 
in Sterling er quality Plated Silver— ‘ ay mamd Bread Tray Plate, from ...$11 
have @ modest budget, or a a Sterling, trom .$28 
liberal one—you'l have 2 NEUF | Vecetable Plate, trom «. #38 
pOwarding visit at 36 N. First Avenue Plain, from’ ...$16 

Well, from ...$18 







_— 1 


Ss i ny Platter 


\ 
7 NY / <M Ly, 











“Budget Accounts Invited Coffee Set, from 24.50 
(no service charge) (not sketch) 
Fed. Tax Incl 
Layewey now for Christmas ee 

















Thanks¢iving . .. 


SILVERWARE 





During the Thanksgiving season last year, Rosenzweig's 
Phoenix, Arizona, promoted hollowware in a newspaper ad 
(left). A clever ad (below), promoting extra pieces was 
used by Grunewald & Adams, a Tucson, Ariz., jeweler. 


Lee 


Sugar, meat, pastry, gravy and other things, 
They're sterling serving pieces—from Grunewald and Adams 





= ET __ —_ 


—one or more of which will add to the eniayment 


of her Thanksgiving. (Other items—other patterns 


—in stock but not shown in the above suggestions.) 


A. Chantilly sugar spoon $5.75 
B. Francis I cold meat fork $13.00 
C. Lyric pie server $9.75 


D. Modern Victorian ladle $11.00 


P-ces include Federal tax 


Open Monday till 9 p.m. 


, Flan 





Tucson Symphony Concert Christmes 





lan to Attend th Now for 
U. of A. Auditorium, Nov. 18 60 &. CONGRESS 





———— ——= 





A Time to Promote Table Top Fashions 


A MAJOR promotional event in November 
is Thanksgiving Day. Of course, this is a festive Amer- 
ican holiday, at which time families gather at the hearth. 
It is truly a home occasion event. Therefore, it is natural 
for jewelers to promote at this time such merchandise as 
flatware, hollowware, china, glass and crystal. 

Here’s how some jewelers capitalized on this event 
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last year. An ad promoting silver hollowware “to make 
your Thanksgiving dinner even more wonderful” was 
run by Rosenzweig’s, Phoenix, Ariz. 

Featuring a gravy boat, bread tray, vegetable dish, 
coffee set and a platter, the copy read, “There'll be an 
added thrill, added beauty, serving your Thanksgiving 


(Please turn to page 178) 


Granat Bros., Oakland, California, 
created this attractive window dis- 
play devoted entirely to hollowware. 
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Behind the New POOLE Finish... 
the POOLE 
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THE POOLE 
“CONTEMPORARY” 
SERIES 


(A) OBLONG BOWL 
No. 802 Retail $20.00 


(B) FOUR PC. COFFEE SET 
No. 803 Retail $50.00 


(C) CENTERPIECE BOWL 
No. 3215 Retail $25.00 


SN Sees 


With the 60th anniversary construction program just about completed, 
Poole Silver Co. is producing the finest silverplate it is possible to create. 
Into the new building has gone the most modern plating equipment known 
to the industry. This insures an even deposit of silver over every part of 
every piece. In this plant technical knowledge is applied with great skill, 
to provide even greater beauty and lasting quality to the already famous Poole 
finish. This will mean more satisfied customers for your store, when you 
sell Poole Silver. 





All prices subject to Federal Excise Tax 


POOLE SILVER COMPANY 97 


TAUNTON, MASS. 


NEW YORK PHILADELPHIA CHICAGO SEAT 
366 Fifth Ave. VAU URE @istajecltlamn) 29 E. Madison St. 
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Step into “Silver Tower’... 


























The doors of the elevator open to this sweep. 
ing showroom designed by Walter Dorwin 
Teague. Here, displayed under soft lights, 
are all of the trademarked lines of Oneida 
Ltd. ... names like Community* Silverplate, 
Heirloom* Sterling, and 1881(k) Rogers(r)* 
Silverplate. Walk through—you will recog. 
nize many of your favorites—and also many 
new pieces and patterns. All of them reflect 
the unparalleled standards of quality that 
have made Oneida Ltd. a silver leader 
throughout the world. 








Come into our “living room’ —there are 
business facilities here for your convenience. 
Here you will see photographs of our gen- 
eral headquarters in Oneida, New York. The 
majority of our employees live and work in 
this historic site. Today, in Oneida’s five 
plants in the United States, Canada, and 
Great Britain, our employees number more 
than 4,000—and we're still growing! 








We call this our “‘talk-it-over’’ room. Here 
we meet to discuss our problems and yours 
in uncluttered, air-cooled comfort. 














*Trademarks of Oneida Ltd. 
Oneida, New York 
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and join us in a trip 





through our new| home 





Wier come to the 24th floor of 99 Park Avenue, 


the luxurious new home of Oneida Ltd. in New York. 





In the past few months we have greeted many of 





our good friends here. This opportunity alone has 





been our greatest pleasure. For, as we hoped, “Silver want ae 


Tower’ has brought us closer to you . . . even during 


this brief five-month period. 


If you have not yet visited us...come soon. Re- 
member, the door of “Silver Tower’ will always be 


open, and you will always be welcome. 


ONEIDA LTD 


- 


Isn’t this privacy? Have a smoke with us in one This is the south end of the showroom where Heirloom Sterling 
of our quiet, cool offices. We have a view, too— is displayed. Our windows overlook ‘‘Silver Tower” terrace. 
twenty-four stories high! We invite you to enjoy the view with us soon and often. 
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SILVERWARE 


by HOYT HURST 








A day before promotion began, special hollowware tables were set up. 


Gracious Living Theme 


Keys Special Hollowware Promotion 








‘ , 
| HERE is no denying the intense interest, On a Wednesday evening, before the sale started, there 
conscious or unconscious, in gracious living on the part was a full-page ad in the Kansas City Star. This day was 
of Americans. An important contribution to achieving chosen for its appearance because stores in Kansas City, 
this “graciousness” is through hollowware. Mo., are open until 8:30 p.m. on Thursdays, making it 
In substance, that is the promotion theme the Goldman a long important day of buying. 
Jewelry Co., which operates three stores in the Kansas In the full-page ad 36 hollowware items were illus- 
City area, capitalized on to boost hollowware sales. Dur- trated, described and priced. Moreover, the ad _pro- 
ing a recent two-week promotion, the three Goldman (Please turn to page 178) 


stores had phenomenal success. Sales on regular hollow- 
ware merchandise more than doubled, and at the same 
time the firm added a sizable number of new customers 
to its list of “charge” accounts. Moreover, this was ac- 
complished at a time when most retailers were experienc- 
ing a “seasonal slump.” 

Each one of the firm’s stores—the main one in down- 
town Kansas City, Mo., another in a Kansas City, Mo., 
neighborhood shopping district, and the third one in 
downtown Kansas City, Kan.—regularly stocks and dis- 
plays both sterling and silverplated hollowware. How- 
ever, to draw attention and stir interest in this line of 
merchandise, it was decided to stage a promotion built 
around a special sale. 

Neither in planning the promotion nor in executing 
the plans did Goldman’s undertake any freak or giveaway 
schemes. Instead, the company relied on the application 
of the old tried and true principles of advertising and 


promotion that have been accepted for years. The results © ln cbdltlan to -waespaper edvetimads, Gdiimen ell 
speak for themselves. “ Co. _ promoted..this .event with special window displays. 

















160 THE JEWELERS’ CIRCULAR-KEYSTONE 








A Statement 


ON 


Stainless Steel lableware 


by The International Silver Company 


A OUR NAME INDICATES, We're a silver company — with 
a 130-year tradition of silversmithing behind us. 


Not to boast, but simply because it is a fact which has 
some bearing on what we're going to say—we’re the larg- 
est makers of silverware in the world. 

We believe in the future of silver as a beautiful and use- 
ful metal. We expect to be making fine silverware for the 
next 130 years. 


But... 


We didn’t get where we are by refusing to accept facts 
or recognize trends. 


It is a fact, today, that stainless steel has won itself a 
share of the American flatware market and is increasing 
that share steadily. 


There are, in the main, two reasons for this. 


First, the quality of stainless steel flatware is immeas- 
urably better than it was a few years ago. 


SECOND, the nature of the product itself. Requiring a 
minimum of work and care, stainless steel flatware fits in 
beautifully with the clearly defined trend to simpler, less 
formal, easier living which is perhaps the distinguishing 
feature of American home life today. 


What do we propose 
to do about it? 


Recognizing this, what do we, a silver company, propose 
to do about it? 


One thing we have already done. Many years ago 
International became the largest maker of stainless steel 
flatware in the world. International has been a leader in 
aggressively promoting the sale of stainless steel. We men- 
tion this because it may lend weight to the following: 


1. It is International’s conviction that stainless has 
established its position as a basic type of tableware 
and that most American families—no matter what 


other type of flatware they may own—are potential 
customers. 


2. It is International’s intention to go after this great— 
and growing—market, full steam ahead. We want 
our retailers to have the number-one brand — in 
product, in promotion, in value and in sales. And 
we intend to see that they get it. 


Why we believe we can 
do just that 


Here are some reasons why we believe International will, 
more than ever, dominate the stainless steel market. 


As the largest manufacturer, we have more experience 
in stainless steel than anyone else. 


We have made both stainless steel and the finest sterling 
for many years. As a result, no other silver company can 
match our experience in the mass production and sale of 
stainless. Nor can any manufacturer who has made only 
Stainless steel match our experience in the production, 
distribution and sale of highest-quality tableware. 


International’s line, today, blankets the market. There 
is a quality, a price, a style in it to suit the needs of every 
customer. And that line is expanding. 


International is easier to sell. No name in the entire 
flatware field has greater consumer acceptance than 
“International.” 


International will provide a flow of packaging and pro- 
motional ideas which will help dealers sell stainless in 
the way silverware is sold—in larger units that will make 
inventory and display problems simpler, that will boost 
unit sales, and make the stainless business more profitable 
all around. 


We'll welcome a chance to go into our program in de- 
tail with anyone who feels, as we do, that the stainless 
field offers a real opportunity for sound, widely based, 
aggressive exploitation. 





The International Silver Company 
Meriden, Connecticut 
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ANNOUNCING 
"SILVER SCULPTURE’ 


; , , : ' : ae 
Carl Milles’ Orpheus Fountain, Cranbrook Foundation, Mich. 6-pc. setting also includes hollow handle butter spreader, salad fork, soup spoon, $32.50. T 
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Y REED & BARTON 


A totally new pattern in sterling silver 


Silver Sculpture was designed to fill a major 
need. Look at the facts: of the 149 active sterling 
patterns now on the market, there are 24 Ornate, 
47 Victorian, 31 Colonial, 44 Youth. But there are 
only 3 modern designs! And yet 18% of 5,256 


women interviewed in a nation-wide survey wanted 
modern ! Obviously — you've got a ready-made 
market just waiting for a new modern sterling ! 


Silver Sculpture: a pre-tested favorite. In this 
same important survey, the women who wanted 
modern unhesitatingly picked Silver Sculpture as 
their overwhelming favorite. They chose Silver 
Sculpture because they recognized it as something 
different ...not just “modern” sterling, but a 
totally new trend in modern! 


Silver Sculpture actually is sculptured silver. 
Show your customer how the beauty of this design 
comes from the gleam of the metal itself —just as 


the beauty of a work of sculpture comes from the 
stone, or the bronze. Let your customer turn a 
spoon in her hand, and see how its curves catch 
and reflect the light. And then clinch your sale by 
pointing out that Silver Sculpture’s soft sculptured 
beauty adapts to traditional as well as modern 
tables . . . yet costs only $32.50 for a six-piece 
setting ! 


National advertising that’s different! Really 
distinctive ads will introduce Silver Sculpture. 
Full page ads that stand out from the competitive 
crowd. They'll reach over 30,000,000 women! 


Tie-in material you'll be proud to use! Mat 
advertisements in all sizes for your local news- 
papers! Illustrated folders that telegraph the new, 
distinctive pattern—ready to help you do a power- 
ful selling job! For full details on point-of-sale 
material, write Reed & Barton, Taunton, Mass. 


THE “SCULPTURED” LOOK IN STERLING SERVING PIECES 


Gravy Ladle 


Cold Meat Fork 


Table Spoon 


Rae * 
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Pie Server Butter Knife Sugar Spoon 








REL 


163 











The store interior is in tune with ultra-modern design of shopping 


Wright, Kay & Co. 
Opens Branch Store 
In Suburban Center 


Mosr merchants today are aware of the 
trend in suburban shopping. As pointed out in JC-K’s 
August, 1953, issue, the increased ownership of auto- 
mobiles among all classes throughout America has cre- 
ated a spectacular growth in the American suburbs and 
suburban shopping. 

Cognizant of this trend, last Spring the Wright, Kay 
& Co., Detroit, opened its suburban branch in the new 
and beautiful Northland Center. 

Collaborating on store design with Crane, Kiehler & 
Kellogg, architects, and acting as merchandising counsel, 
Grand Rapids Store Equipment Co., made Wright, Kay 
a beautiful example of how a dignified jewelry firm 
can maintain its long established character, while fitting 
perfectly into the surroundings and tempo of an ultra 
modern shopping center. 

A novel architectural twist that affected both the de- 
sign and equipment was the establishment of identical 
entrances of black marble at both ends of the rectangular 
store area, in deference to the traffic pattern of the North- 


(Please turn to page 176) 
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MERCHANDISING 
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Use of "punch" lights from ceiling provides lighting for mer- 
chandise in showcases. Note the use of vertical display units 
(above) as a functional method of separating store departments. 





LED 
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Here's how 


House Bea 








helps you make more money 


' The 2 minutes it takes you to read thi 
with less effort! may be the most profitable you ever ian 


1. Editorial leadership: House BeEAuTIFUL shows readers 
how to lead richer, fuller lives—by showing what’s 
basic and enduring, what’s beautiful, what’s new and 
what’s coming. For instance, HOUSE BEAUTIFUL’s four- 
color place settings each month for years have set the 
pace in smart use of china, glassware and sterling silver. 


2. Advertising linage leadership: For the past 10 years, 


MR. RETAILER! 
Here’s how House BeauTIFUL helps you sell... 
@ Pre-sells your best prospects. 


e Offers you FREE attractive counter cards showing 
products advertised in House BEAUTIFUL. 


e Offers you, in advance, “‘What’s Ahead in 
House BEAuTIFUL,” a monthly pre-merchandising 
package containing editorial and advertising phrases 
to help you sell through your departmental signs 
and your local advertising, plus brief product descrip- 
tions and selling information. 


@ Special retail trade subscription offer. If you are 
not now receiving House BEAUTIFUL regularly, you 
are eligible for a special trade rate of $3 a year 
(consumer subscription—$5). Simply send your 
request on your letterhead (or attach your business 
card), and your check for $3 to Mr. S. H. McConnell, 
House Beautiful Subscription Dept., 250 West 
55th St., New York 19, N. Y. 
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House BEAuTIFUL has led all national consumer maga- 
zines in China, Silver and Glassware advertising linage! 


3. Carefully selected market: 85% of House BEAUTIFUL 
subscribers own their own homes. Their median in- 
come is $10,000. They’re important in their communi- 
ties, entertain frequently. What they buy influences 
others. 


MR. ADVERTISER! 


House BEAUTIFUL offers you one of the most com- 
plete packages of merchandising aids available, 
from simple post cards to elaborate brochures. 
Complete digest on request. If you are not already 
giving your retailers (and your product) the extra 
sales impetus of House BEAUTIFUL advertising, 
see your House BEAUTIFUL representative now. 
Write, wire or phone: 


House Beautiful 


MAGAZINE 
572 Madison Avenue, New York 22, N. Y. * PLaza 1-2100 
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ELECTRICAL APPLIANCES 





Jewelry Sales Are Sparked 
by Appliance-Created Store Traffic 


Sree 






Appliance display, small in area, produces 20 per cent of Silton's sales volume. 


_ more a jewelry store integrates appli- 
ance sales with the rest of its operation, the more it will 
profit from this department, according to Irving Dia- 
mond, manager of Silton’s Jewelers, Los Angeles. 

Experience of the last few years has proven to Silton’s 
manager that appliances belong in the heart of the 
jewelry store rather than off to one side. For a short 
time, Silton’s leased a store next door to its main loca- 
tion and set up a separate appliance department. Dia- 
mond’s opinion of integration and of keeping appliances 
in the store itself is based largely on the fact that this 
separate store arrangement didn’t work out. 

No matter how much a jewelry store diversifies, 
Silton’s learned, its chief stock in trade will still be dia- 
monds, watches, rings and other jewelry items. In sepa- 
rating appliances from these departments, Silton’s felt 
it was losing too much of the potential benefit in jewelry 
sales resulting from appliance-created traffic. 

Furthermore, under Silton’s operating conditions, the 
firm was not set up to run a separate store—even though 
it adjoined through a connecting arch—for the sale of 
non-jewelry items exclusively. This is accented by the 
store’s location in a high rent area at the corner of 
Eighth and Broadway in downtown Los Angeles. The 
appliance department, when it was run separately. was 
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SOS 


by BEN KRUSE 


SR 


located on the Broadway side in the adjoining store 
north of the corner location. 

In changing over to the present appliance sales setup, 
Silton’s merely closed in the arch which used to con- 
nect the two stores and set up its new appliance depart- 

(Please turn to page 179) 





Taking advantage of traffic potential of small appliances, 
Silton's gives them prominent place in its window displays. 
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hello. You can say “hello” to 


a man as you pass him on the street. 








But you can’t sell him anything. It 
takes time to sell. And that’s why The 
Saturday Evening Post is such a great 
place for jewelry advertising. People 
spend more time with it than with 


other weekly magazines, editorial 











pages and ads alike. And they have 
POST ; 


August 21, 195% = = nae 














more confidence in 









the things they see in 
it. The Post gets to 


the heart of America. 








CURTIS MAGAZINE 
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"'Celeste'"—new dinnerware pattern in pure 
white china in “Carolina” shape has wind- 
blown aqua leaves, and platinum band and 
lines; 5-pc. setting retails at $10.75. Made 
by Syracuse China, of Syracuse, N. Y. 


Bud vases in handblown Swedish crystal, 
modern in design, set on tear-drop ball 
bases; in three sizes—5!/", to retail at 
$1; 6!" retail $1.50; and 8" retail $2. 
From R. F. Brodegaard & Co., Inc., N.Y.C. 











They’re New... 


Table-Top Fashion 


"Arietta''—on new Transitional shape in 
white Franconia china has leaves of dove 
gray, blue stars, and bands of platinum; 
5-pc. setting may retail at about $8.95. 
From Herman C. Kupper, Inc., of New York. 


These new “Anima” bar accessories in Royal 
Leerdam glass designed by Meydam, are 
in crystal and muscari color; 24-oz. tum- 
blers $24 a doz. retail; pretzel bowl $6. 
From A. J. Van Dugteren & Sons, Inc., N. Y. 











New is the ‘Princess’ pattern, a spray of 
flowers in soft gray and brown with hand 
enamelled yellow centers, platinum bands; 
on coupe shape, 5-pc. setting $19.95 re- 
tail. From Lenox, Inc., of Trenton, N. J. 


Casserole in new brass-finished filigree 
line called Castle Crest has ceramic oven 
ware container in bright colors, ball-tipped 
legs; available in 3 sizes, $5.95 retail. From 
Sierra Columbia, Los Angeles, Calif. 
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..» Lhey ll Be Selling 


and Home Accessories 





Four from new group of 8" plates in milk 
glass with pierced edge, decorated with six 
different fruit designs in brilliant enamels; 
they may be retailed at from $3 each. 
Fostoria Glass Co., Moundsville, W. Va. 


New pepper mill and salt shaker of ebony 
trimmed in solid brass set in stand made 
of black iron and brass; Sheffield steel 
grinder; set may be retailed for $15.95. 
From Verity Southall, Ltd., Altadena, Cal. 
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Spode's Christmas Tree plates, painted by 
hand and banded with either green or red 
retail at $54 a doz.; bread and butters at 
$33.60 a doz.; teas and saucers, $54.60. 
From Copeland & Thompson, Inc., New York. 


Waterford crystal jug—one from group of 
period pieces made entirely by hand just 
as they were done in original factory 100 
years ago; limited quantity; retail $90. 
From Geo. Borgfeldt Corp., of New York. 





French Provincial type "Mennecy” is 1953 
version of early Wedgwood design in faded 
blue, red, mauve, green, brown, on Wind- 
sor gray body; 5-pc. setting $8.60 retail. 
From Josiah Wedgwood & Sons, Inc., N. Y. 


Created by famous designer Jean Luce and 
made in French factory, new glass line 
has bubbles blown into the heavy crystal 
bases; retail, from $15 to $24 a dozen. 
From H. E. Lauffer Co., Inc., of New York. 














by MADELINE LOVE 





r is unlikely that ever before in the history of retail 
selling has so much thought, effort, and money been 
expended by manufacturers on that final, delicately- 
poised moment in time and space called the “point of 
sale.” Not that potters and glass makers have been un- 
aware that the salesperson in the store often holds in his 
—or her—hands the decisive power in a sale. And not 
that they have neglected .to make earlier attempts to 
educate salespeople in the hows and whys of tableware, 
and to maintain their constant interest in it. But never 
has the campaign been so widespread and intensive, 
directed both toward educating members of the sales 
force and in giving them a personal incentive to increase 
theic sales. Booklets, monthly bulletins, contests (with 
prizes up to and including a full-length mink coat!) 
more and better institutional movies, visits from personal 
representatives of the manufacturers and importers, who 
talk with the sales force and give help in display and 
table-settings—all of these and more are part of the 
overall sales-help picture today and, as you can gauge 
for yourself, they represent an impressive sum of dollars. 

Why is this necessary? Why must the manufacturer, 
after designing, making and distributing his product and 
advertising it widely to the public, then have to step 
into the retail store and help to sell it? 

Neither manufacturer nor retailer looks on it quite 
that way, of course. They regard it as something that 
is mutually beneficial. And it is just that—if it builds 
sales. But it can’t build sales and it is certainly not 
“‘mutual” if the retailer fails to take the fullest advantage 
of all that is offered to him. It is up to him to welcome 
such help and to encourage his salespeople to follow his 
example, so that the “point of sale” is not the “point of 


fail.” 
* * * 


Ir LINE with this thinking, Syracuse China has insti- 
tuted a Fine China Sales Guild in which the sales- 
people of member stores will be given ideas on general 
selling techniques and information about fine china. It 
will consist of a series of easy-to-read bulletins to be sent 
every two weeks directly to the salesperson’s home, each 
bulletin devoted to a major phase in the selling or the 
background of china and each containing a short quiz. 
One question, of great importance to both store and 
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manufacturer, asks the salesperson’s opinion on customer 
reactions. 

Castleton China is also beginning a sales training plan, 
consisting of clinics to be held throughout the country, 
The program will be in three parts, one devoted to mann. 
facturing processes, one on merchandising, and the third 
on cooperation between manufacturer and store. 

And the Jackson China Co., whose sales contest and 
consumer buying contest has been mentioned before, has 
just issued an attractive new book on the “Fine Art of 
Dining,” helpful both to the homemaker and to the 
store with its information on the care and correct use 


of fine china and glass. 
* * *% 


i Gio Stupios of New York, has taken on the dis. 
tribution of a unique collection of ceramic animals 
created by Belle Gam, mother of the screen and television 
star, Rita Gam. The line is called Bel Gam Sculptures, 
specializing in dogs but including other animals. Mrs, 
Gam originally made a hobby of her ceramic sculptures 
in order to help in the rehabilitation of sick and wounded 
servicemen, and has only lately made a commercial ven- 
ture into the field. 





H™ is a view of the new New York showrooms 
opened recently by Gladding, McBean & Co., of Los 
Angeles, at 712 Fifth Avenue, for the display of the 
Franciscan dinnerware, both china and earthenware. 
The background coloring for the displays is in soft, 
neutral tones with an occasional accent of brilliance, and 
many of the shelf-tops are covered with a bluish-gray 
fabric. The wall fixtures are attached to metal strips 
which permit many varied arrangements, and one of 
the striking features of the room is a twelve-arm lighting 
fixture suspended from the ceiling and movable, so that 


light may be thrown on different sections of the room. 
* # * 





B. Murpnuy, vice president and director of sales 

¢ for the Shenango China Co., of New Castle, Pa, 
has resigned to establish his own business as a consultant 
in the china, glass and silverware fields. His place as 
head of the institutional china division of Shenango has 
been taken by J. Leo Dowd, formerly sales manager of 
the Homes and Edwards division of the International 
Silver Co. Mr. Dowd was with International for 26 
years, serving in both the advertising and the sales 

(Please turn to page 176) 
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... with a common denominator 


in beauty 
of line, tone, design 














Contrast in curved sim- 
plicity between the de- 
canter and the eight 
glasses in this Royal 
Leerdam wine set. 
“Black Tulip” of so- 
histicated muscari, a 
lue-black-bronze tone. 
“White Tulip’ of 
star-glow crystal. Gift 
boxed. $16. 
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All from... 





A.J. VAN DUGTEREN « SONS, INC. 
210 Fifth Avenue New York 10, N. Y. 














Truthful ineerpretukions for 


the warm-silver of hand 
spun pewter. Royal. Guild 
pitcher, gift boxed in five 
sizes. 6” $8.; 8” — 


$11.75; 10” — $15.50; 
12” — $23.; 14” — $32.. 
Sets. of six tumblers, gift 
boxed, cocktails $36.; on- 
the-rocks $48.; highballs 
$66. 
































Breaking Through 
The Heat Barrier 


To Summer Selling 








Darin hot weather, customers refuse to 
hurry out of Shoor Jewelers, at Manchester, Connecti- 
cut. They relax in comfort and enjoy air-conditioning 
—called by Creighton Shoor, “that extra thing which 
boosts sales.” 

Air-conditioning is the latest step in a modernization 
program at the store, and customers rather expected the 
improvement. However, Shoor’s has received many com- 
pliments on its new cooling system. As one customer 
summed it up, “I’m glad to see how progressive you are 
by installing this unit.” 

The partners of the store, Alan and Creighton Shoor. 
feel that the new air-conditioning system has been a 
powerful means of strengthening the foundation of 
Shoor Jewelers in the community. They report Shoor’s 
to be the first jewelry store in Manchester to provide 
air-conditioned comfort for its customers. 

Shoor’s looks upon air-conditioning as a modern 
method of improving retail jewelry business. Since the 
installation, many customers who were impatient before 
at the slightest delay, even to the extent of walking out, 
now linger in the cool, refreshing air to make purchases. 

A merchandising approach was even implicit in the 
selection of a local contractor, rather than an out-of- 


172 


MODERNIZATION 





Air-conditioning has beneficial effects upon 
salesmen as well as customers. Below, note 
position of store's 3 H. P. air conditioning 
unit (see arrow), located at rear of store. 





town company, to install the air-conditioning. The idea 
occurred that there was the possibility of the installation 
workers seeing and buying jewelry while on the job. To 
the satisfaction of both store and workers, this actually 
happened. 

The effect of the air-conditioning on the store’s owners 
and the staff is declared to be worth the price of the 
system. Up until the past summer, the personnel left 
the store utterly exhausted at the end of a hot day. Now 
they leave at night feeling fresh. Also, more physical 
work, such as cleaning silverware and rings, is accom- 
plished. 

The appearance of the staff during the summer now 
has a beneficial effect on sales. Their crisp, cool appeat- 
ance is a pleasing and welcome sight to perspiring, limp 
customers just stepping in from hot weather outside. Cus- 
tomers are immediately in a good frame of mind, as they 
look forward to being as cool as the salespeople. 

Shoor’s tied in with the local air-conditioning contrac- 
tor to run a one-eighth page ad announcing the cooling 
system. The contractor paid for half of the ad. By good 
luck, it was run on one of the hottest days of the sum- 
mer, thus providing dramatic circumstances for this im 


(Please turn to page 179) 
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have you heard the story of 
THE ONE THAT GOT AWAY? 
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Wouldn't be so bad, actually, if it were 
No. 400 only one — but it runs to the thousands, and costs 


Hinged frame clutch purse, removable ° 
tray with 3 gold-plated implements, full jewelers thousands of dollar S. 


size mirror top. Gold embossed black 
faille, gold or silver tweed cover. 


Retail $4.00 We’re talking, of course, of the customers who are 


looking for something different. 


That’s where Barbara Bates Manicure Gift Kits 
come in. They’re beautiful, loaded with eye appeal — 
and are just what the doctor ordered for 

the shopper who wants something different. 





No. 410 


Golden bronze frame brocade 
evening bag w/chain handle. 
Holds purse, gold compact, 
lipstick case, tweezer, file, cuticle 
scissors, gold-back comb. 
Pastel, black. 


Retail $12.50 


TWO TYPICAL BARBARA BATES MANICURE GIFT KITS at lt (jh é it € 3 


FOR THE SHOPPER WHO WANTS SOMETHING DIFFERENT 


And remember, the sale of something different to the 
shopper who would otherwise walk out, is all velvet. 





C. J. BATES & SON, CHESTER, CONN. 
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MODERNIZATION 


by HAZEL PALMER 


Annoying echoes ceased when the firm dropped a false ceiling down in the center of the store. 


Solving a “l'oo-Much-Space’ Problem 


Lack of space is generally a problem with most retailers. But for this Ports- 
mouth, New Hampshire, jeweler, too much space—unfortunately between 
the floor and the ceiling — created a problem. Here’s how he solved it. 


a much space might not seem to be a 
problem in a jewelry store. But when it is between the 
‘floor and the ceiling, it becomes a problem. That’s where 
it was when the Scott Jewelry Co., owned by M. J. 
Brown and located at Portsmouth, New Hampshire, de- 
cided to remodel. It seems that customers were slightly 
distracted when upon asking a price the clerk’s answer 
echoed back three times from the rafters. 

This state of affairs came about when the slioe store 
next door moved out and the jewelry company acquired 
its quarters. When the wall separating the two stores 
was removed, store manager A. W. Hamilton found that 
the increased size and unusual height of the ceiling made 
the store resemble a hall or armory. 

This situation was remedied when they dropped a 
false ceiling down in the center which broke up the 
sound and stopped the echoes. To utilize the vast floor 
space in the center of the store a large oval island dis- 
play counter was put under the dropped ceiling. Taking 
advantage of this added counter space, the store moved 
its diamond and watch stock to the case nearest the door. 
This is the first display seen upon entering the store. 

The oval shaped island not only breaks up the floor 
space of the store—which is now departmentalized—but 
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it makes the entire store more attractive. Another op- | 
portunity provided by the dropped ceiling was to install 7 
spot lights. These are spaced a few inches apart and — 
shine directly down on the cases containing watches and 7 
diamonds. 


(Please turn to page 186) 
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The height of the original ceiling can be seen in this picture; 
wallpaper was chosen as a way to make the ceiling appear lower © 
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Alllmports are shipped: 
F.O.B. Geo. Z. Lefton, Chicago Warehouse or 


F.O.B. Lefton-Pacific Inc., Los Angeles Warehouse 


FORGET-ME-NOTS 


COAST-TO-COAST 
REPRESENTATION 


SHOWROOMS: 


CHICAGO—Mercnandise Mar 
NEW YORK—225 Fifth Aven 
LOS ANGELES—Brack Shops 
DALLAS—Merchandise Mart 
MIAMI—46 SE Eighth St. 








No. 


No. 
No. 
No. 


7294 


270 
7290 
Role 


Tall pink china vase with 
new gold stippled border 
olato Melo} (oMhi-\-.an- BRM 0l0 Meloy a 


Vose ... 2a a 40 Mo loy a 
Bean bag vase $15.00 doz. 
Three piece cigarette set. 


$24.00 doz. 








GEO. ZOLTAN LEFITON, Imports 





WRITE FOR OUR MAIN OFFICE and SHOWROOMS, 


COMPLETE CATALOG 


15-131 Merchandise Mart 
Chicago 54, Illinois 




















Speaking of China 


(From page 170) 


departments. He took on his new duties with Shenango 
on August 16. 

Gene Stewart, sales manager for Castleton China, Inc., 
has been made sales manager, also, of the Peter Terris 
line of oven-to-table china recently introduced by Shen- 
ango. The sales organization which has been working 
under Mr. Stewart on Castleton will now represent the 
Peter Terris line, too. 


J. C. BAUMLE 








J C. BAUMLE, until recently general manager of the 
® Wallace Bros. division of Wallace Silversmiths, has 
been named sales manager for Jackson Vitrified China 
Co., of New York. Mr. Baumle has been associated with 
Wallace for 15 years, serving in such capacities as fac- 
tory superintendent, sales manager for the West Coast, 
and general works manager. Prior to that he was man- 
ager of the Baumle Jewelry Store in Burlington, [a. 
At Jackson, he will manage the sales of both the china 
and Val St. Lambert Glass, Belgian glassware represented 
by the company. 

Recently added to the Jackson sales staff is Joel 
McLendon, who resigned as buyer for Plantowsky’s gift 
and housewares department in Galveston, Tex., to become 
district sales manager, his territory including Texas, 
Oklahoma, Arkansas, and Louisiana. His wife, Margaret 
McLendon, is associated with the company in the field 


of publie relations. 
* * * 


ff Semsncnes : Prices quoted in the August issue for 
Buenilum ice buckets made by Buehner-Wanner 
were wholesale, instead of retail. As illustrated in that 
issue, the correct retail price is $25 for the larger bucket, 


$20 for the smaller. 


*% * *% 


| eee C. LirTLE, manager for the Boston Gift Show 

to be held at the Hotel Statler from September 13 
to 17, has announced that a cocktail party will be held 
in the Bay State Room of the hotel on September 14 
under the sponsorship of the National Gift and Art 
Association. All buyers and exhibitors have been invited 
to attend, with tickets available at the Show office at 
the Statler. 


* % *% 


erm walnut paneling and decorative effects in 
beige, gold and rose have been used in the design 
of the showrooms at the new Lenox, Inc., plant at 
Pomona, N. J. Especially designed fixtures in the display 
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cabinets and recessed in the ceiling supply the lighting 
for the china, which includes not only the regular dinner. 
wear and artware but special pieces created for op. 
casions, samples of dinnerware used in the White House 
during the past 37 years, and of services created for 
many dignitaries here and abroad. The room serves 
both as a showroom and a retail store and is open to 
the public each week day. Showrooms at the original 
plant in Trenton continue in operation as usual, in addi. 
tion to the Pomona display. 
* * s 
joe Janis, Inc., New York giftware house, has been 
named sales representatives for Israeli Artcraft Im. 
porting Co., Inc., importers of Israeli merchandise with 
headquarters in Philadelphia. The line includes brags 
and copper items, the majority being non-religious jn 
subject. 


LOUISE STECKEL 





some STECKEL director of sales promotion for the ~ 
Rosenthal-Block China Corp., of New York, has 
resigned from the company, and will announce her new © 
affiliation upon her return from a several weeks’ vaca- ~ 
tion. Miss Steckel joined Rosenthal-Block at the time of ~ 
the introduction of Raymond Loewy’s line of Continental 
China. Her resignation was effective August 1. 





Wright, Kay & Co. 


(From page 164) 


land Center layout. The use of island units built around 
support columns, alternating with vertical display units 
built out from the side walls, creates a pattern that 
segregates departments, while effectively routing traflc 
past the greatest possible amount of open display area. 

The overall color scheme is pleasingly subdued, con- 
sisting of white acoustone ceiling, gray carpeting, soft 
tones of blue grays and pale grays on the side walls. This 
is forcefully accented by jet blacks and ebony walnut 
equipment trimmed in natural cane. 

Although the lighting and decor is softly restrained 
in the overall, the merchandise itself is brilliantly lighted. 
Generous use of open wall shelving, spotlights, and new 
vertical lighting in wall units, serve to highlight the 
beauty of the merchandise. Delicate, starlike clusters of 
tiny lights in chandeliers accent the basic lighting pat- 
tern. 

Like the main store in downtown Detroit, the North- 
land Center branch carries a wide selection of merchan- 
dise. There are large and separate silver, china and glass 
departments. The new store is managed by H. Neder- 
lander. 
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Dramailically New — cased m Gleaming Gola! 


High-style lighters in dazzling 10-kt. GOLD-FILLED cases 
.. . for men and women who love fine jewelry! 
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Designed to create fast sales and good profits for you! 
And priced surprisingly low! 


(All details on other side of page) 



















Lippo’s GOLDEN TRIO offers 
DESIGNS THE PUBLIC SAID IT WANTED MOST! 


The engine-turned and engraved designs shown here on new GOLD-FILLED ZIPPOS 
were selected by many men and women in a broad-scale consumer preference survey 





... the favorite choices by far among 24 different designs! 


Each of Zippo’s new Golden Trio is 10-kt. GOLD-FILLED. In this fine-jewelry construction method, 
a sheet of karat gold is fused (not plated) to a strong case under very exacting controls of heat, time ang 
pressure. Thus the bond between the gold and the supporting metal is flawless and permanent. 


And remember—each of the new Golden Trio is backed by the famous Zippo guarantee— 
if a Zippo ever fails to light easily and perfectly, we’ll put it into perfect working order free! 





ee nie LIGHTS EASILY 
> 


4 
ds \ aiik -.. ANYWHERE 


»-» » ALWAYS 


~ ) i] Be ne ZIPPO MANUFACTURING COMPANY, Bradford, P2 


ed 


4 i In Canada: Zippo Manufacturing C 
N +) aie : Canada Ltd., Niagara Falls, On 


For Women! 10-kt. gold- For Men and Women! For Men! 10-kt. gold-filled 
filled engraved. Survey choice Classically beautiful design. engine-turned. First choice 
among women buying for 10-kt. gold-filled. Retail $18. FUsalelaleMmaal-1amm ele palale mnie) amaal-18) 
women and men buying for and women buying for men! 
women! Retail $20. Retail $20. 





Each GOLD-FILLED ZIPPO comes in 
this handsome green leatherette box, 
tooled in gold. 


Inner case and wind guard = 
are heavily gold-plated, > _. 
just as in the solid-gold — 
Zippo’s inner case ! 
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Yes—national and local... 
that’s why the Syracuse 
two-pronged Advertising 

program is going to help you 
sell more fine china this year. 
It’s a new, far-sighted, “‘fifth- 
dimensional” mass market 
approach. It’s a style 

and value packed series in 
leading home magazines 

. designed to persuade women 
to buy fine china now! And, 
it’s designed to build your store 
traffic, turnover, profits .. . 

by converting Syracuse’ national 
advertising into local advertising for 
you! Tie in with Syracuse advertising 


...and watch yourself go places! 





Syracuse iA aa places... Wwe wile athe ata 
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FASTER 
SELLING 


Syracuse new patterns 
will sell, Sell, SELL 
because they have 

tested sales appeal... 
pre-selected by consumer 
groups across the nation 
... for their loveliness 
and practicality! 


BETTER 
VALUE 


Years of extensive 
research ... mammoth 
productive capacity... 
lets Syracuse give 

your customers the finest 
china at fairest prices 
...acomplete line priced 
for today’s market! 


FINER 
ALES AIDS 


Never before such an 
effective “Sales Training 
Program” for store 
personnel . .. a complete, 
simple, informative plan 
for your staff in your 
store ... supplied FREE 
by Syracuse. . . to build 
your fine china sales. 


BRIGHTER 
DISPLAYS 


13 eye-catching 

table settings featuring 
Syracuse China... 

by Editors of nation’s 
leading home magazines 
...for your store...to 
build news, traffic, sales... 
photographs on request. 


| 


VRAGUDE,, 


FIRST IN AMERICAN FINE CHINA 


FOR SEPTEMBER, 1954 
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Promote Table Top Fashions 


(From page 156) 


dinner from lustrous, festive looking, appropriate silver. 
Just imagine your mouth-watering turkey framed on a 
beautiful platter—the rich, brown gravy served from a 
silver boat... 

‘All you need to do to have the loveliest table in 
Phoenix is visit Rosenzweig’s. Here you'll find the largest 
assortments of everything for your table.” 

Utilizing an attractive window display, Granac Bros., 
Oakland, Cal., promoted the theme: “For your holiday 
entertaining—Silver, symbol of gracious living.” At the 
base of the card pronouncing this theme, the store 
showed fruits and vegetables and autumn leaves. On 
stepped-up fixtures, tea and coffee sets were featured. 

Daniels, Tucson, Ariz., ran a half page ad with an 
illustration of a table set for the Thanksgiving feast. The 
copy read, “There’s still time to set your table for 
Thanksgiving with the gorgeous array of fine sterling 
offered at Daniels.” Illustrated were silver flatware pat- 
terns, candlesticks, pitcher and bowl. The ad concluded 
with, “It costs so little a week under the Daniels plan, 
and you'll be able to set a table of great beauty for the 
Thanksgiving feast.” 

Grunewald & Adams, another Tucson jewelry firm, 
offered suggestions for those people wishing to make a 
Thanksgiving offering to a hostess. The firm illustrated 
in its ad four serving pieces—a sugar spoon, cold meat 
fork, pie server and gravy ladle—using the catchy head- 


other things.” The copy read, “They're sterling serving 
pieces from Grunewald & Adams—one or more of which 
will add to the enjoyment of her Thanksgiving.” The ad 
also suggested, “Lay away now for Christmas.” 





‘Gracious Living’ Theme 


(From page 160) 


claimed savings of “30 to 50 per cent,” the availability 
of credit, and pointed out that the Kansas City, Mo., 
stores would be open until 6:30 p.m. on Thursday. A 
mail order coupon for out-of-town shoppers was included 
in the ad. 

On the evening before the sale started, the street side 
of one of the main store’s three windows was decorated 
to display various pieces of the sale hollowware. Appro- 
priate signs not only heralded the charm of hollowware, 
but its availability at “bargain prices.” Signs and dis. 
plays were also set up at the other stores. 

Late Wednesday, sales clerks unwrapped, polished and 
placed on two display tables in the silver department 
various hollowware items. By marking and arranging the 
pieces for display, sales women were not only completely 
familiar with, but enthusiastic about the merchandise. 

In retrospect, the management admits that the success 
of the enterprise surpassed their fondest expectations, In 
fact, it surpassed their plans to the point that the mer- 
chandise on hand at the time the promotion started was 
far from adequate. Finally, to meet the unexpected de- 
mand, and, at the same time, to keep satisfied customers, 





ing, “Serve Them Right—sugar, meat, pastry, gravy and 
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a copy of the ad from the newspaper was posted on one 
of the silver show cases. As a piece became unavailable, 
it was labeled “B.O.” in large red letters on the ad. When 
so matked, it indicated to salespeople that the piece was 
not in stock, but could be “back ordered.” 

It is a rule at the Goldman stores that once a window 
is decorated, it may not be disturbed until the time comes 
to decorate again. Consequently, to satisfy customer de- 
mand, the pieces in the window were sold and a notation 
made on the same ad to whom the piece was sold, and 
to whom it should be delivered when the window was 
dismounted. 

Many customers, attracted by the sales promotion, 
were unable to find pieces they wanted, or they were 
unable to find a pattern that appealed to them. Some. 
after seeing the sale merchandise, decided they wanted 
something more expensive. These customers were natu- 
rally led to the wall cases that flank the silver department 
ind feature higher quality merchandise. Here they were 
offered a greater selection, more exquisite merchandise. 
and at higher prices. And they bought—a fact that was 
revealed by the daily tallies of receipts for this merchan- 
dise. 





Breaking through the Heat Barrier 


(From page 172) 


portant announcement. In all its regular advertising, 
Shoor’s prints a slug pointing out the store is air-con- 
ditioned. 

The air-conditioning unit itself is a 3 H. P. water- 


cooled machine that cools the store’s 6732 cubic feet of 
space. It is completely enclosed with removable sheet 
metal panels. The unit uses gas, and is completely sealed 
at the factory, eliminating leaks and valve, joint and 
oil-level worries. 

The air-conditioning engineers found that no addi- 
tional air ducts would be neccessary, and thus the direct 
flow of air from the machine, directed only by movable 
louvers, was employed. 

Shoors sums up its belief in air-conditioning by con- 
sidering it essential to the growth of the business. 





Appliance-Created Store Traffic 


(From page 166) 


ment in the 15 feet of wall space which the arch used 
to occupy. The new department is economically healthy 
and is a credit to the overall merchandising manage- 
ment of the store. It now takes between 2 and 3 per cent 
of the store’s floor space, while accounting for almost 
20 per cent of the overall sales volume. Added to this, 
the percentage of appliances making up the store’s in- 
ventory is far below the 20 per cent figure. 

Nationally advertised appliances are proven trafhe 
magnets, Silton’s has found. As such, they are extremely 
valuable in the opening of new accounts and in the 
keeping of established ones. 

Following through his idea of integrating appliances 
into the overall jewelry store operation, manager Dia- 
mond set up a policy under which any salesmen in the 
store can handle appliances. 
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OPEN STOCK 
DINNERWARE 


She Wildwood 


Pattern No. 8265 


from 


LORENZ 
HUTSCHENREUTHER 


Available in Place Settings, 
Open Stock and 
94 and 64 Piece Sets 


INC. 


Established 1915 


19 East 26th Street (Near 5th Avenue) 


FOR SEPTEMBER, 1954 


New York 10, N. Y. 
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NATIONALLY ADVERTISED 


FRANCONIA CHINA 
a” of Europe 3 pe er * 


gong, L de since 1770 


Reith THE PFINE ENGLISH 
BEAUTY DINNERWARE 


AND QUALITY 
THAT 




















JEWELERS ey 

DEMAND .. . : easel 
FineEnglish Earthenware PSD 
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Arietta ENGLAND 


AS FEATURED 


IN SEPTEMBER ' SPOUE 
COPELAND'S 
ISSUES OF: English Bone China COPetANcs Cxima 


HOUSE BEAUTIFUL 


s 
SEVENTEEN _ Lowestoft Stone China 


e 
LIVING for 
Young 





Made in England by W.T. COPELAND & SONS, Ltp. 





BEAUTIFUL PATTERNS Homemakers 
FROM BAVARIA 
FRANCONIA CHINA 
is HIGH in quality and Leaves and tendrils in Dove Grey — accented by IMPORTED AND DISTRIBUTED AT WHOLESALE BY 
reed less” SAE ae 2 Stars on pure wagy henge" china 
: a enriched by finest platinum trim. 5-pc. Place Setting 
Se reall fer SP with 10%” dinner plate: $8.95 retail COPELAND & THOMPSON, INC. 
Open Stock. (Slightly higher South and West) 206 FIFTH AVENUE. NEW YORK 10. N.Y 
9 5 . ¥ 


| 39-41 West 23rd St. 
HERMAN 4 KUPPER. INC. New York 10, N, Y. 











1F IT'S iné...its Wenlriilye Chia 
350-380 SOUTH RAYMOND, PASADENA, CALIFORNIA 
SMART 


NEW ““MODERNS’”’ 
FROM 


VISTA 
ALEGRE 


Styled for 
leadership in 
today’s market 





LUCIA—design of intertwined flowers, pastel gray and rose. 
SEREN A—flowering grass; graceful swirl of gray-blue leaves 
with gold blossoms. CADIZ—striking leaf-and-seed motif in 
gold and black. Vista Alegre’s new coupe shape. All hand- 


decorated with coin gold edge line on the dazzling white china TZ sil 3 y y 
of this world-famous line. October delivery; prices and samples OCHMMHEH fe 
on request. Order now! -piece place setting $12.25 to $14 ; ... if’ you're looking for the pattern that just goes withre 
retail—slightly higher in far West. } pattern is the “thing.” Two-toned grey and white feather border on beauti- 


fully translucent ivory china. Comes in standard or coupe shapes finished in 
‘sparkling platinum at just $13.50 a 5-piece place setting. Write for your free 


Fisher, Bruce & Co. * leaflet for additional information. 


One of America’s Largest Open Stock Dinnerware Houses 


321 Market St., Phila.6,Pa. 07 Broadway, N.Y. 10, N.Y. 


Exclusive U.S. Representative 
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Reasons for this policy include consideration of over- 
head. It would cost too much to train and assign people 
especially for appliance sales. And Silton’s has found 
appliances easy to sell—often pre-sold by national adver- 
tising. Another reason is having the customer deal with 
a single salesman for all of his needs creates better con- 
trol and eliminates friction. It leaves no question of 
whether the salesman is trying to sell one line of mer- 
chandise at the expense of others. 

Another point is that Silton’s restricts its appliance 
sales to those appliances which the customer can “carry 
with him.” As the store found out when it was handling 
major appliances, the delivery and service problems that 
they entail put them out of the jeweler’s range. 





Retailers and Fair Trade 
(From page 102) 


It appears to me that the problem confronting your 
‘industry is one which may very well be presented to the 
Commission for its consideration. In your industry, 
as I understand it, manufacturers sometimes enter into 
fair trade agreements with certain distributors and then 
subsequently seek enforcement of the minimum resale 
price provisions of such agreements. I have been advised 
that sometimes the same manufacturers sell to discount 
houses which are in competition with such distributors, 
and then subsequently do nothing to compel compliance 
by the discount houses with the minimum resale price 
provisions of the fair trade agreements of which the 
discount houses have knowledge. 

If this is a fact, the important questions is: “Is it an 
unfair act or practice in violation of the Federal Trade 
Commission Act for a manufacturer to sell his merchan- 
dise to competing distributors and then subsequently to 
seek enforcement of the minimum resale price provision 
of a fair trade agreement only against some of his dis- 
tributors ?” 

Given a set of circumstances wherein a manufacturer 
picks and chooses those against whom he will seek en- 
forcement of the minimum resale price provision, is there 
any legislative authority for a Federal agency to inter- 
vene and enjoin such discriminatory practice? In my 
opinion, I believe there is. The Federal Trade Commis- 
sion, for about 40 years now, has been attempting to 
ban unfair methods of competition in commerce. Since 
1938 the Federal Trade Commission has also sought to 
ban unfair or deceptive acts or practice in commerce. 
The Clayton Act, as amended by the Robinson-Patman 
Act, also prohibits certain specified discriminatory prac- 
tices In commerce. 

The theory of these laws has been that competitors 
should start their race at the same starting point. If 
this is correct, is it fair for a manufacturer to compel 
one distributor to abide by a minimum resale price pro- 
vision in a fair trade agreement. and at the same time 
sell to a competitor of such distributor (let us call that 
competitor a discount house), and not require such 
competitor to respect the minimum resale price fixed 
by the manufacturer? I do not think that it is fair, and 
I believe that in the public interest, the Federal Trade 
Commission should intervene in this matter. 

Some might ask: “If the Federal Trade Commission 
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BIG VALUE 








JEWELERS BOX | 252 BOXES 
ASSORTMENT | $14.25 


NO. 99 ASSORTMENT 
Yes! A complete assortment of Jewelry ~ eh a ae 
and Gift Boxes (252 Boxes), 6 handy ALL KINDS. 
assorted sizes, square or oblong shapes 
. . « 36 each of 5 kinds, 72 of those you need most. All at this 
low price ... direct from manufacturer to you. And, best of 
all, you'll solve your Jewelry and Gift Box Problems once and 
for all. Buy now! For dependable supply, uniform quality and 
prompt delivery ... order direct from manufacturer and save. 


Sizes from 2-7/16 x 1-7/16 x 13/16 to 7-5/8 x 1-5/8 x 15/16. 
Choice of silver-white or ivory enamel paper. A BIG VALUE 





—yours today. 


ORDER DIRECT FROM THIS AD 


WRITE for illustrated catalog listing other special 
assortments and hundreds of STOCK JEWELRY AND 
GIFT BOXES, available plain or imprinted, or in special 
designs. 


“THE PACKAGE IS PART 
OF THE PURCHASE” 
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232 SOUTH LAKE STREET 
AURORA. ILLINOIS 


(COUPON) 


MERCHANDISE MART 
CHICAGO, ILLINOIS 





PICTORIAL PAPER PACKAGE CORP. 
232 South Lake Street 
Aurora, Illinois 
Please send special No. 99 assortment of 252 Jewelry and 


Gift Boxes—$1I4.25. Chaice of color [] Silver-White or 
Ff) Ivory Enamel! 














When you carry the 

prestige line created by 

Wales you are offering your cus- 
tomers greater value, higher styling and 
top notch quality ... You are 
inviting volume sales with 

higher profits. 





1551—NANCY, with removable 8-view picture 
case. Large gusset change pocket, plus zipper 
bill section. Red, Green, Navy Goat Morocco 
or Cowhide. List $5.00 


SEND FOR OUR FREE COLOR CATALOGUE 





1732—TWO TONE with Removable 8 View 
Pass Case in Black Goat Morocco trimmed 
with Grey and Brown Goat Morocco trimmed 


with Pigskin. 
List $7.50 


COLUMBIA WALESCRAFT,. LTD. 
Ze W.oaend STREET. N.Y. 1. N.Y. 
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should take such action, would it not in effect be seeking 
enforcement of fair trade agreements?” My answer to 
that is “No.” The Federal Trade Commission would 
not be seeking enforcement of any fair trade agreement. 
It would only be seeking equal treatment of all dis. 
tributors of the same manufacturer. In my opinion, the 
Commission has authority to enjoin a mannfacturer from 
discriminating in this manner. In compliance with an 
order of the Commission, the manufacturer would have 
the choice of doing one of two things. The manufac. 
turer would subsequently either have to enforce his 
minimum resale price provision as against all distribu. 
tors, or the manufacturer would have to abandon all 
fair trade agreements. The choice is up to him. 


There is no doubt in my mind that the basic philos- 
ophy of the Federal Trade Commission Act and of the 
antitrust acts is to protect equality of opportunity. This 
is what I believe manufacturers of trade marked prod- 
ucts should offer to all of its distributors whenever such 
manufacturers decide to avail themselves of the oppor- 
tunity of fixing minimum resale prices. Again, I want to 
repeat, manufacturers do not have to enter into fair 
trade agreements at all, but once they do, they should 
be required to treat all their customers equally, where 
to do otherwise would have an effect upon competition. 


INTERPRETING ANTITRUST LAW 


Another matter which I should like to discuss has to 
do with the rather widespread impression that it is a 
violation of the Sherman Antitrust law for two or more 
retailers or for two or more wholesalers to combine for 
the purpose of enforcing compliance with a legal fair 
trade agreement. I have been told recently that respon- 
sible officials of the Department of Justice have informed 
retailers that they may not combine for the purpose of 
seeking injunctions against further violations of fair 
trade agreements. I regret to say that I respectfully dis- 
agree with such interpretation of the law. 


It is my opinion that two or more individuals, whether 
competitors on the same business level or not, may com- 
bine when they seek only enforcement of a legal contract. 
Very often small retailers are not financially able to 
undertake the expense involved in bringing one or more 
suits against competitors who violate fair trade agree- 
ments. If two or more retailers may not combine and 
share legal expenses, it may mean that their businesses 
will be ruined and the discount house or discount houses 
in the area will subsequently enjoy a monopoly in the 
area in the distribution of the particular merchandise 
involved. 

I venture to guess that the only possible justification 
the Department could have for the condemnation of 
small businessmen who exert their unified efforts toward 
a better enforcement of the law, is that although such 
unified action may have the semblance of legality, it is 
actually a cloak for price-fixing or for price mainte 
nance. There is no doubt that when competitors in the 
same field get together, their combination very often 
gives rise to an inference that they are using their joint 
activities illegally to fix or maintain prices. But where 
it can be demonstrated that the combination is not used 
as a vehicle for the illegal fixing or maintenance of 
prices, it appears to me that such combinations should 
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Stainless Steel Blades 


by 





orthampton 


For New Goods or Repairs 





) A. Bottle Opener (Ring Type) 
C. Knife Blade (Medium) 


B. Cap Lifter (Hook Type 
D. Cheese Scoop 


Leading silversmiths and repair shops look to 
| Northampton for finely finished forged stain- 
: less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
| Prices and illustrations gladly furnished. 








NORTHAMPTON CUTLERY COMPANY ¢ 


NORTHAMPTON 2, MASS: * 


ESTABLISHED 1871 


TREASURE DOME (R) DESK SET 


With handsome . . modern . . streamlined, banker's approved, ball point 
pen (designed for ''Paper Mate" refills) in black and gold combination, 
on hardwood base of blonde, ebony or mahogany. (534x4"'.) Fit for 
Mom's writing desk, dad's office. Crystal clear DuPont Lucite, break 
resistant, ‘bell-case'' displays treasured heirloom watch. 80% of your 
customers have old watches! Guide them to an "original'’ TREASURE 

DOME. Makes a modern, 

useful, easy-to-wind time- 














piece .. Nationally 
Advertised Proven 
Sales . . . Helps you de- 


velop extra repair work. 
AVAILABLE AT 
YOUR JOBBER 
or write Carol 
Beatty, Dept. 109- 
O, 7410 Santa Mon- 
ico Bivd., Los An- 
geles 44, Calif. 
$7.00 Keystone. 





TREASURE DOME 
with round base (no 
pen) $4.00 Keystone 


SELL AMERICA'S MOST | 
PROFITABLE LINE OF | 
10 KT. AND GOLD FILLED | 
EARRINGS & BRACELETS | 
JMS Jewelry Manufacturing Co. # 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY && 
World’s Largest Manufacturer of Quality Earrings && 
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intriguing new pattern from 


HEINRICH & CO. 


A gentile fall of varied leaves in muted shades from 
gray to beige appears on coupe shape in fine white 
china from bavaria, with platinum edge line and trim. 


5-pe, Setting—App. $9.00 retail. 
GEO. BORGFELDYT 
CORPORATION 


Established 1881 
44-60 E. 23RD Suee NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 
Los Angeles, Calif. 








44 York St. 
Toronto, Ont., Canada 














enemas 





ee 


It’s easy! It’s profitable! 


STAMP NAMES or 








NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 


Write for details 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 


Kingsleg 
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It keeps right 
on SELLING! 





















SELLS! 


The CHRISTY Co. 


902 Dickinson St., Fremont, Ohio 


_<— LENG 


CHRISTY wag KNIFE . 


This desirable item has sold more than 2!/, million since 
it was introduced some years ago . . . Steady, day-in- 
day-out sales—one of those "regulars" that you depend 
upon for steady profit. Why? Because it is so cleverly 
designed and so smart looking that men want it... and 
so practical that it answers a man's natural desire for 


a pocket knife. It's thin, it's trim, it's useful . . . and IT COMPANION 


Fine Cutting Edges for Three Generations 


FULL BLADE 





SE 


(Actual FIRST BLADE aa D BLADE 
Size) LENGTH LENGTH 


Model. Retail, $1.25 . 


Full dealer discounts. Free display material, sales aids, Polished stainless steel ' 

ad mats. Get price schedule, terms, complete information frame; finest razor steel AR 

from your Christy salesman, your jobber—or write us direct. blade, mirror finish chromium No - 
plated. Uy 


THREE DELUXE Models in rolled 
gold plate. Retail, $2, $3 and $4. All models 
handsomely boxed. 



















Now, the prestige of YOUR OWN Imprinted String Tags of 


repre yp FOIL 


nat cost no more than ordinary imprinted tags 


PLASTIC TAGS 


matic, outstanding 
n all sizes, add 

ur fo your merchan- 
quickly alfached, 
marked with free 


or nen 


WATCH BAND TAGS 


n metallic or plastic . . . Imprinted 
with your own identifications, 


ATTACHED to the FINEST JEWELRY in AMERICA jewelry tags by 


ry) |] 






ARCH CROWN TAPS as 


2]] Halsey St., Newark 2 NJ. 
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ARCH CROWN assure you the finest craftsmanship and prestige. 




















ew! [| most efficient 
machine ever developed 
for small-part deburring 
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Model HB-102 


MRO 


FAST! CLEAN! USES NO COMPOUND! 


A modern de-burring machine designed spe- 
cifically for the manufacturing Jeweler. Uses 
the tumbling principle in a special drum. In- 
sures fast, thorough de-burring of all types of 
jewelry components. Cuts costly hand opera- 
tions...Instant loading...smooth, quiet ojera- 
tion in a minimum of space. No ma- 
chine like it. Write for Details NOW! 109.50 
F.O.B. Chicago 


HARBIL MANUFACTURING COMPANY 


325 WEST OHIO ST., CHICAGO 10, ILL. 
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not be condemned, unless, of course, they are in some 
other manner violative of existing statutes. 

There is no question that responsibility for fair trade 
enforcement lies primarily with the manufacturers. Never- 
theless. the law provides that any injured party may 
undertake enforcement; and it is a fact that a retailer 
frequently is in a better position to obtain fair trade en- 
forcement than the manufacturer himself. I say this 
because it is possible for a retailer to seek an injunction 
against price cutting on all fair traded items carried by 
the discount house, whereas a manufacturer’s petition to 
the court necessarily would have to be restricted to his 
own fair traded products. 

If two or more injured retailers may combine in a 
suit to enforce one or more fair trade contracts, as indi- 
cated by a Rutherford County, North Carolina, court 
during the latter part of 1953, it seems logical to con- 
clude that a manufacturer may combine with one or 
more of his retailers and/or wholesalers for the same 
purposes. With retailers filing the suits and with the 
manufacturers defraying the costs, a system of fair trade 
enforcement of maximum efficiency and maximum econ- 
omy would seme to have been discovered. 

I do not want my listeners to get the idea that I am 
recommending that you should “fight Uncle Sam”: one 
does not get very far if a belligerent attitude is taken. 
However, inasmuch as even reasonable and _ intelligent 
men may differ on important issues, it would appear to 
me that the officials of the Department of Justice might 
welcome a delegation of businessmen who want to co- 
operate with the government in seeking a clarification of 


the law. If you have logic and good reasoning on your 
side, the government official will agree with you. If you 
don't have logic and good reasoning on your side, no 
degree of pressure or badgering will bring about the 
desired results. 





Diamond Industry 1953 


(From page 106) 


barding with electrons instead of neutrons. In this latter case, 
since electrons have relatively low energy, the depth of color 
penetration does not exceed about one half millimeter. 

Diamond Technology by Paul Grodzinski (N.A.G. Press, Ltd., 
London) was published during the year. This is a comprehensive 
treatise of production methods for diamond and gem stones. It 
is an important contribution and will find wide use. 

The Diamond Research Laboratory of Johannesburg, Union af 
South Africa, sponsored and supported by Industrial Distributors 
(1946), Ltd., investigated many problems of interest to diamond 
users. Among the problems investigated were more suitable means 
of recovering diamonds from used drill crowns, improved means 
of recovering small diamonds during mining operations, and a 
study of the effect of heat on industrial diamonds in the presence 
of various gas atmospheres which has greatly assisted in the 
production of better drill crowns. A start was made in the 
investigation of the abrasion hardness of diamonds of various 
origins, and it was verified that a diamond from the Premier 
Mine had an abrasion resistance about six times greater than a 
Belgian Congo stone of the same size and shape. A new type 
of diamond was detected, called type IIb, characterized by strong 
phosphorescence in the far ultra-violet part of the spectrum and 
a high electrical conductivity which increases steeply at higher 
temperature. A program is also underway to determine the effect 
of atomic projectiles on the color of diamond. 

The field of industrial diamond technology was exhaustively 
reviewed during the year, in The Industrial Diamond Review 
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IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


Ml 


W. solicit your Sweeps ps 
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Your Ol Gold Shipments 
WILL RECEIVE 


Special Attention 
Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
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New York 19, N. Y. 
* 








FOR SEPTEMBER, 1954 


185 
















HN Here is an TOCHINTE 
Gift Item 
Guaranteed to Sell 


STUDS are an ideal inexpensive gift 
for the hunter —either man or woman. 
They meet jewelry store standards. Here- 
+ tofore, STUDS have been sold only by mail. 
_ * Over 30,000 have been sold during the 
past four years from advertising in national 
outdoor magazines. Because we believe hat 
jewelers can do an even better job we will 
guarantee the sale of any STUDS you buy. 


STUDS replace cutting unsightly 
notches on the stock of a gun to record 
game. The hunter who is really proud of 
his gun now uses solid gold or silver 
STUDS that show the head and name of 
the actual game killed. STUDS are beauti- 
fully embossed game heads that are per- 
manent ... easy to use... and enrich 
the appearance of any gunstock. 


18 STUDS gamehead designs are available. 


Antelope Cat Goat Skunk 
Bear Caribou Javelina Turkey 
Brown Bear Coyote Moose Wolf 
Grizzly Elk Mtn, Sheep Deer 


Mule Deer — Black Tail Deer 
Other big-game head STUDS 
are also available on special order. 


Sterling silver STUDS cost you only 
65c each and suggested retail is $1.25 tax 
incl. 10K gold STUDS cost $1.45 each and 
suggested retail is $3.00, tax incl. STUDS 
come individually packed in 1 x 1 inch clear 
plastic jewel boxes. 


Biggest STUDS Selling Season Just Ahead 


During the hunting and Christmas 
season ahead you'll enjoy good sales of 
STUDS. However, STUDS are a year-round 
gift item, finding ready sale for birthdays, 
Father’s Day, and other occasions. 

For five months, October thru February, 
consumer demand for STUDS will again 
be created with advertising in Outdoor 
Life (circulation 888,380). Similar adver- 
tising has appeared in this publication 
during the past four years. 

You Buy STUDS On Money-Back Guarantee 

To sell STUDS you should carry a 
reasonably representative stock of the game 
heads most popular in your area. Make up 
your Own assortment. 

Any quantity of STUDS may be 
ordered. If your initial package order is 
for not less than $16.20 we agree to refund 
full purchase price on any STUDS returned 
in saleable condition, between March 1 and 
April 1, 1955. 

As a suggested initial order we recom- 
mend 12 STUDS in silver and 6 STUDS 
in gold, for a total cost of $16.50. Or, 25 
STUDS, all in sterling silver for a total 
cost of $16.20. All STUDS are shipped to 
you prepaid. Display card will be sent free 
with each initial order. Order your stock 
of STUDS today. Get ready for the selling 

season ahead. 


R.jJ. COFFEY 


1104 Main Avenue San Antonio 2, Texas 



















































































(now incorporating Bibliography of Industrial Diamond Applica- 
tion) edited by P. Grodzinski.' 


1 Industrial Diamond Information Bureau, 32-34 Holborn Via. 
duct, London, E.C.I. olborn Via. 














INDUSTRIAL DIAMOND IMPORTS 


Details of recent United States imports of industrial diamonds 
are given in the following tables. Total imports of all classifica. 
tions in 1953 were 13,495,746 carats valued at $49,249,270. The 
corresponding figures for 1952 were 13,688,879 carats valued at 
$52,209,403. 








INDUSTRIAL DIAMONDS (EXCLUDING DIAMOND DUST AND 
MANUFACTURED BORT) IMPORTED FOR CONSUMPTION IN 























THE UNITED STATES, 1944-48 (AVERAGE) AND 1949-53 
(U.S. Department of Commerce) 
Value 
Yea Carats Total Average 
1944-48 (average).. 8,484,177 $19,203 ,679 $2 26 
9, Ee 6,279,096 17,392 ,288 2.40 
1950... 11,039,036 36,792,832 3.33 
ag TEER ee. 12,120,647 46,327,622 3.82 
1952! et es eee eee ee ee. | ee 13,469,198 091,117,163 3.89 
1953 12,765,495 46,849,310 3.67 








1 Revised figure. 





INDUSTRIAL DIAMOND ASSOCIATION OF AMERICA, INC. 


The Industrial Diamond Association continued its educational 
projects, which included co-sponsorship with the American Society 
of Tool Engineers of a National Standardization of diamond tool 
shanks and holders, and of nomenclature of industrial diamonds 
and diamond tools. It also co-sponsored with the Department of 
Commerce, diamond salvage and conservation clinics and sup- 
ported interest in diamond reclamation. 

According to a report received from the Association, conditions 
of an artificial “shortage” of industrial diamonds which developed 
during the Korean war have been relieved. This apparent short- 
age developed when defense manufacturing orders, either received 
or anticipated by the producers and users of cemented carbide 
lines, prompted them to buy and order for “future delivery” 
supplies of diamond grinding wheels far in excess of any possible 
use pattern. Cooperative efforts between the Association and the 
National Production Authority brought about mild government 
control which prevented hoarding by prohibiting the placing of 
orders for more than 60 days actual requirements. The Minerals 
and Metals Advisory Board of the National Academy of Sciences, 
National Research Council, at the request of the Office of Defense 
Mobilization and in cooperation with the Industrial Diamond As- 
sociation, in 1953 issued: reports MMAB-54-C and MMAB-55-C 
which survey the industrial diamond picture and make recom- 
menddtions as to substitutes, conservation and reclamation. 





‘Too-Much-Space’ Problem 


(From page 174) 


The additional space made available by the island 
counter enabled the store to increase its line of luggage, 
which was formerly carried in a very limited stock. 
Other lines were also increased, providing customers 4 
wide selection. Thus, the Scott store has become the 
place to shop for luggage, appliances, and many other 
items. 

The walls of the store are lined with counters, all of 
which face and encircle the island display cases. The 
entire block in which the Scott Jewelry Co. is located 
on a hillside. This made the floor uneven because the 
new store was much lower than the old one. All count- 
ers have been arranged to drop gradually, as the floor 
does. 
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Iustrated Literature Is Available Now... 
these models and our other products have 
so many desirable features that we suggest 
you write for completely illustrated litera- 


ture . . . no cost or obligation. 











Tontinental 


RADIO CORPORATION 


1632 N. Wells Street 
Chicago 14, Illinois 





~ Real SLES PRUE 


"Continental" 
and repeating sales . 
to entertain! 


<q THE MIGHTY MITE 








radios and radio-phonographs are selling . . 
. BECAUSE they are designed to sell end 


Model 44 


Powerful in performance—4 tubes including rectifier 
featuring the new ferro magnetic spiral type loop 
antenna. Maximum sensitivity, greater selectivity with 
lowest noise to signal ratio possible. Colors availab‘e 
—Walnut or Ivory. 


© Weight—Only 





e Superheterodyne 


2'\4, Pounds Circuit 
© Built-in Loop e Full Size Alnico 5 
Antenna Dynamic Speaker 


<q MODEL 45 
Superheterodyne Circuit— 
High "QO" Loop Antenna—4- 
Tubes including rectifier—Al- 
nico V Dynamic Speaker— 
Sessions Electric Timar—Appili- 
ance Outlet—Polystyrene Plas- 
tic Cabinet—Dimensions: 5" x 
10" x 5°. 


DISTRIBUTORS .. . REPRESENTATIVES 


we still have a few choice territories available 


WRITE TODAY! 


We are the fargest manufacturer of radios for private 
LABEL USE. WRITE FOR DETAILS. 











KNOWLEDGE 
IS POWER 


Every jeweler will find profit-making power 
in the knowledge of terms and terminology 
of the jewelry trade 
which are authorita- 
tively explained in : 
this, the Second Edi- 





THE JEWELERS’ 





tion of THE JEWEL- 
ERS’ DICTIONARY. | 


In one comprehen- 
sive volume, THE 
JEWELERS’ DICTION- 
ARY contains an in- 
valuable wealth of in- | 
formation—indispens- 
able to the jeweler, 
watchmaker, gemologist, advertising man; in 
short, to anyone seeking information pertinent 
to the jewelry and allied fields. 


$6 °° Post Paid 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd STREET NEW YORK 17, N. Y. 
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KIEFER WATCH BANDS 


A new idea in expansion bracelets 








Distinctively styled ... all 
parts beautifully finished 
and rounded. Enhances the 
beauty of any watch... more 
comfortable to wear. 

Its beauty sells on sight. 

A simple adjustment ... 
custom fits the watch band 
to your customer's wrist. 
No large stock of different 
lengths necessary as links 
are interchangeable. 


5116 14K Gold on Stainless Steel retail at $ 12.95 


For Ladies same in Stainless Steel $ 5.95 


5112 14 K Gold on Stainless Steel retail at $ 12.95 
same in Stainless Steel $ 595 


For Ladies: 
5108 14 K Gold on Stainless Steel retail at $ 10.95 


Narrow width same in Stainless Steel $ 5.95 


Write for sample assortment from your 


wholesaler or to sole distributors y ERKEMA Inc 


100 West End Avenue, New York 23 N.Y. 
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Briefly 





NJA-ANRJA FORM COORDINATING COMMITTEE. In an endeavor to strengthen the position of 
the two national jewelry trade associations in their approach to common trade 
problems, representatives of the American National Retail Jewelry Association 
and the National Jewelers AsSociation have completed an agreement for the forma- 
tion of a Coordinating Committee as a meeting place to establish trade-wide 
policies behind which the combined numerical strength of the retail trade will 
be arrayed. One purpose will be to study the possibility of a merger of both 
associations. This will NOT affect the holding of TWO shows for the coming year 


at least. 


STIFFER PENALTIES FOR SMUGGLING. A meaSure to stiffen penalties for smuggling goods 
into the United States--long urged by jewelry interests, eSpecially diamond 
manufacturers and importers=--cleared Congress in the closing days of the ses- 
Sion. The bill increases the penalties for smuggling to a fine of not more than 
$10,000 or imprisonment of five years, or both. Existing law calls for a fine of 
$5,000 or two years imprisonment, or both. The Diamond Manufacturers and In- 
porters Association has called the legislation a great deterrent to smuggling. 


TRADE PRACTICE RULES FOR COSTUME JEWELRY. Comments on revised proposed trade prac- 
tice rules for the costume jewelry industry may be made in writing to the Fed- 
eral Trade Commission before September 8, the date when the Commission will hear 
oral views on the proposals at the Biltmore Hotel in New York City. Copies of 
the rules are available from the FIC, Washington 25, D.C., and will be available 
at the Biltmore Hotel at the day of the hearing. 


— 


OPERATION "NUDGE." The Eisenhower administration is going to give the economy 
another boost by updating all government purchasing. The plan--termed operation 
"nudge" by Commerce Secretary Sinclair Weeks=--calls for all branches of govern- 
ment to place its orders now, instead of spreading them out through the year. 
Result is that several industries will begin to get orders not usually placed 
until next winter or early spring. 


NICKEL SUPPLY IMPROVED. A sturdier nickel supply, coupled with the somewhat reduced 
volume of plating orders, has just about ended the volume of nickel complaints 
to government control officials. The threat of renewed controls over nickel has 
evaporated because of the improved situation. Control officials in Washington 
Said they have no intention of recontrolling the metal in the foreseeable 
future, except, of course, in time of a war emergency. 


OSCAR KIND ELECTED PRESIDENT OF ANRJA. At the election of officers held at the Wal- 
dorf Astoria Hotel in New York on August 12, Oscar Kind, Jr. (S. Kind & Sons, 
Phila.), was named president of the American National Retail Jewelers Associa- 
tion. Mr. Kind succeeds Arnold A. Schiffman. 


ACTION TAKEN ON DISCOUNT CLUBS. Businessmen in the nation's capital are hoping that 
one "bootleg" sales curse=--discount clubs operated by Federal Government em- 
ployees--will almost be eliminated early next year. Their hopes stem from a 
Budget Bureau directive affecting the clubs. In its directive, the Budget Bureau 
urged all department heads to take "appropriate action" to see to it that the 
clubs stop using government time or manpower illegally. The directive also 
warned against circulating pamphlets advertising cut-price goods in Government 


buildings. 
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Speakers at ANRJA Convention Give 
Serious Consideration to Trade Problems 
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Approximately 13,000 Attend Event at Waldorf-Astoria 
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A clinic on jewelry merchandising featured the first general session of the ANRJA convention 
on Monday, August 9. Here, Leo Kaplan is shown addressing convention delegates on the 
subject of "Diamonds." At the speakers table are, |. to r.: Stanley E. Church, Craig D. Mun- 
son, Chas. M. Isaac, Henry R. Gerber, Mr. Kaplan, Arnold A. Schiffman and Teviah Sachs. 


The 49th annual convention and _ trade 
show of the American National Retail 
Jewelers Association opened at the Wal- 
dorf-Astoria in New York on Sunday, Au- 
gust 8, with a reported registration of 
9801 for the opening day. By the time the 
four-day convention had drawn to a close 
on Thursday, August 12, the Registration 
Committee announced that a total of 12.,- 
731 persons registered for the event. 

Jewelry and related merchandise, said 
to be valued at over $10,000,000, was dis- 
played in the Grand Ballroom, its foyers 
and two mezzanines, the Astor, Jade, 
Basildon, Empire, Sert and Carpenter 
Rooms, as well as numerous suites and 
rooms throughout the hotel. 


The first general session of the conven- 
tion was well attended and got underway 
the afternoon of Monday, August 9, in the 
Norse Grill at the Waldorf. A “Jewelry 
Merchandising Clinic,” presided over by 
Arnold A. Schiffman, ANRJA president, 
of Greensboro, N. C., was held. The 
panel discussion began with Harry R. 
Gerber, vice president, ANRJA, of White 


Plains, N. Y., acting as moderator. 


Kaplan Stresses Pride in 
Selling Fine, Well-Cut Gems 


The first address was on “Diamonds” by 
Leo Kaplan, Lazare Kaplan & Sons, N. Y. 
He asked the assembled jewelers, “What 
do you think of the diamonds you sell? 
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Are they fine jewels that bring happiness 
to the wearer and ‘giver,’ or are they just 
bits of stone with a high cash value? 
Your attitude does make all the difference 
—_the difference between a life-long cus- 
tomer and a stranger who buys one item 
and never returns.” 

Mr. Kaplan went on to say that the 
pride the jeweler takes in his diamonds is 
a sales tool, and connected with it is an 
appreciation of the skilled workmanship 
that goes into a diamond. The well-cut 
stone is more beautiful than the one not 
well-cut, and is worth more money. The 
quality-conscious customer will always be 
interested in how cutting has improved 
the rough diamond. 

There are two ways of selling, Mr. Kap- 
lan stated. “You can talk your customer 
into buying. .. . He’ll make his purchase 
and, maybe, he’ll come back, but more 
likely he won’t. But the truly successful 
jeweler is a combination of student and 
salesman. He is able to sell because he 
knows the product he sells is of superior 
value. . . . He knows that the product 
will be admired by both his customer and 
his customer’s friends. The product sells 
itself. The customer leaves his store. con- 
fident of the jeweler’s integrity and con- 
fident that he himself has made a wise 
selection.” 


Mr. Kaplan described how man does 
improve the diamond’s beauty, and that it 
is up to the jeweler to see to it that the 

















man-made part of the diamond meets the 
highest standards. The jeweler is selling 
more than diamond carat weight; he is 
selling beauty. Pride in well-cut diamonds 
is communicable to the customer, and, he 
concluded, when the jeweler knows he is 
offering fine gems, he can turn strangers 
into life-long customers. 


Munson Is Optimistic about 
Expanding Flatware Market 


The next panel speaker was Craig D. 
Munson, vice president in charge of sales, 
International Silver Co., Meriden, Conn. 
Talking on “Silver,” he employed excellent 
charts to illustrate his statistical points. 
His first fact was that the silverware mar- 
ket is big, and that last year it was esti- 
mated at $306 million retail. This total 
divides up as follows: sterling flatware, 
105 million or 34.3 per cent of the whole; 
sterling hollowware, 38 million or 12.4 
per cent; plated flatware, 99 million or 
32.4 per cent; plated hollowware 34 mil- 
lion or 11.1 per cent; and a fifth and 
recent category, stainless steel flatware, 30 
million or 9.8 per cent of the total. 
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CRAIG D. MUNSON 
"The market for flatware is all the people” 


Mr. Munson then commented, “Now if 
this is about the way silverware is sold 
nationally, it would seem logical for any 
retailer to ask himself how closely his 
sales follow the national pattern. .. . 
Do your sales follow this pattern in a 
general way? Are your advertising 
and promotional efforts aimed at the parts 
of this market which offer the greatest 
opportunity?” 

It can be seen, he said, that flatware 
constitutes almost 80 per cent of the en- 
tire silverware business. The reason is 
that flatware is essential to the life of any 
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civilized people. “The market for flat- 
ware is all the people.” 

The flatware market, Mr. Munson 
pointed out, can be profitably examined by 
considering the number of people using 
the various qualities of flatware. Only 
six per cent of the customers bought 
sterling flatware last year, though it does 
account for 45 per cent of all the dollars 
in the flatware market. What many 


jewelers have actually been doing in the 


last two or three years is to concentrate 
all their sales effort on the top six per 
cent of the people, and the finer the 
jewelry store, the smaller the segment of 
the business he confines himself to, Mr. 
Munson stated.. He remarked that perhaps 
the jeweler doesn’t understand the full 
opportunity, doesn’t want the extra busi- 
ness, or feels that his sterling sales will 
suffer if he promotes other flatware. Mr. 
Munson then offered two examples, ably 
illustrated with charts, of how a “fine, 
sterling type jeweler” expanded his plate 
flatware. and a credit jeweler added ster- 
ling flatware to a comprehensive plated 
business. 

Mr. Munson then asked the jewelers if 
much of their silver business didn’t depend 
upon marginal purchases that require a 
wedding, an anniversary or other occa- 
sion. He urged that the business be ex- 
panded to include the necessary and more 
essential products as well. He pointed out 
that the flatware market continues to grow. 


Church Discusses Methods 
To Sell Gold Jewelry 


Stanley E. Church, secretary, Church & 
Co., Newark, N. J., spoke on “Gold Jew- 
elry,’ and emphasized that his remarks 
were intended to help the retailer sell 
more of it. He first discussed the jewel- 
ers suppliers. and described several qual- 
ifications that should be met. The gold 
jewelry supplier should be proud of his 
product and permanently identify it with 
a registered trade mark, which assures the 
jeweler of sound workmanship and gold 


content. “Is he qualified?” asked Mr. 
Church. “He needs to know design, 
manufacturing techniques, stones, metals 


and good business practices. The absence 
of any of these can* injure you—the re- 
ae 

Mr. Church noted that evidence of 
manufacturer or wholesaler membership in 
the American Gem Society was valuable 
to the retail jeweler. 

Turning to merchandise, he recommend- 
ed to the jewelers that they buy frequent- 
ly. “The ‘once-a-year buyer’ has a fine 
stock—just once a year.” He pointed out 
that “gift shopping in jewelry depart- 
ments is frequently done months before 
the actual purchase is made.” 

In regard to gold jewelry advertising, 
Mr. Church said that, from his own news- 
paper reading, he saw few jewelers ad- 
vertise stone rings or gold jewelry. He 
strongly advised regular advertising and 
other promotions, such as the “Romance 
of Rings” booklet by the Jewelry Industry 
Council. Other recommendations Mr. 
Church made were the advantages of good 
housekeeping in the jewelry department; 
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selling the customer the rest of a set, when 
he had taken only part of it previously; 
the carrying in stock of small size rings 
for the little finger to suggest to men who 
wear wedding rings; and the advantage 
of a retail jewelry salesman knowing 
birthstones without consulting a list. 


Sachs Declares There Are 
Watch Sales to Be Made Today 


The last talk was on “Watches” by 
Teviah Sachs, president, Waltham Watch 
Co., Waltham, Mass. He remarked that 
there was something about being in the 
watch business that nothing could take 
place of, and that watches are one of the 
most controversial subjects today. 

Speaking of the history of the watch 
business, from his experience as a re- 
tailer and a manufacturer, he said that 
when the wonderful system of instalment 
selling was developed, it made possible 
the manufacture of the best quality watch 
for the lowest price. Some problems here 
were waiting for return on investment. 
So profit was increased and increased. In 
the 30s, no one got rich—not enough 
volume. It was a question, he said, of 
selling as many watches as you could for 
what the trafic could bear. In order to 
keep business going, manufacturers sold 
to outlets they did not use before. Then 
during the war, the business of retailers 
increased two or three times. And dis- 
count houses were bound to rise and did. 

So today, Mr. Sachs declared, the re- 
tail jeweler faces a tremendous challenge. 
“The only reason the customer doesn’t 
so into the jewelry store is that he can 
buy it somewhere else. It is easier to find 
out what the customer doesn’t want. Some 
solution could be found for this problem. 
I don’t know the solution myself. I am 
trying to find out what retailers want... . 
I know retail jewelers who sell more 
watches than they used to. Maybe jew- 
elers are just neglecting their business. 
.. . Even if there is a falling off this 
year of sales, I think the final sales figure 
will be staggering. There are watch sales to 
be made.” 

In closing, Mr. Sachs spoke on the re- 
cent increase in the watch tariff. He said, 
“Certainly the increase in the tariff is not 
enough to narrow our costs. No one ever 
thought it would. ... It is not going to 
work a great hardship on the retail jew- 
eler. If I were retailing again, it would 
not be a great hardship on me.” 


ANRJA President Injects 
Novel Touch Into Proceedings 


On Monday night, after the president’s 
reception and dinner, Arnold A. Schiffman, 
ANRJA president, injected a bit of nov- 
elty into the traditional proceedings by 
eliminating the usual President’s Report 
on the activities of his administration. 
Referring to the formal report, which 
would be supplied to members by Charles 
Isaac, executive vice president of the As- 
sociation, Mr. Schiffman delivered a brief 
address touching upon the fundamentals 
of the industry. (See “And in Conclu- 
sion,” this issue, page 240.) 





Barnes Sees Bright Future 
For the Jewelry Industry 


The main speaker of the evening was 
introduced by Delbert E. Williams, ANRJA 
vice president, Clarksburg, W. Va. Deliy. 
ering the keynote address of the conven. 
tion, Wendell B. Barnes, Administrator, 
Small Business Administration, Washing. 
ton, D. C., spoke on “Business Looks 
Ahead.” 

He told the assembled retail jewelers 
that business prospects for the jewelry 
trade appear bright because they depend 
upon a general level of prosperity that 
is still high. He said that this level] jg 
under that of 1953—the all-time record 
high, but as good or better than 1952 
“which was a year generally regarded as 
something of a wonder until 1953 came 
along.” 

Mr. Barnes added that there are four 
reasons to believe that “the present level. 
ing out is just a prelude to another upturn,” 
Employment for June increased by nearly 
a million persons, absorbing the graduates 
of schools and colleges. Manufacturers jp. 
ventories have been decreasing at an an- 
nual rate of’ more than $5 billion. Sales 
of new and used cars are better. And de. 
partment store receipts are higher, in 
many cases, than last year’s record. 


WENDELL B. 
BARNES 


Says prospects 
for jewelry 
trade appear 
bright 





<> 


this 
stated, come two facts of great importance 


From high prosperity level, he 
to the retail jewelry trade. Disposable 
personal income will be greater because 
taxes have been reduced, both for busi- 
ness and individuals. Among these he cited 
the 10 per cent reduction in the jewelry 
excise tax. The second fact, particularly 
from the standpoint of the jewelry busi- 
ness, is that the money for discretionary 
spending, after food, shelter, clothing, 
heat and light are taken care of, should 
be on the increase. 

“The immediate future is bright for the 
general economy,” Mr. Barnes declared. 
“And if the immediate future is bright, 
the middle future of the next five to ten 
years is positively brilliant!” 


Brilliant Fashion Show Staged 
By Jewelry Industry Council 


The last event on Monday evening and 
one of the highlights of the convention 
was a brilliant fashion show staged by 
Martha Percilla, fashion director of the 
Jewelry Industry Council. Called “Fash- 
ions and Fun,” it was a gay and informs 
tive presentation of fall jewelry fashions, 
with commentary by Miss Percilla, 4 
glamorous models glided gracefully across 
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the stage to the accompaniment of 
melodious music. 

The first scene of the show, “Bangles, 
Baubles and Beads,” presented four beau- 
tiful models wearing black leotards, be- 
jeweled to illustrate the four ways to look 
in Jewelry this year. There was the 
Chanel Jook with ropes of pearls and col- 
ored beads; the lavish look with the glit- 
ter bib necklace, important earrings and 
bracelets; the understated look for the 
woman who prefers her jewelry with a 
delicate air; and the textured gold look 
with massed gold bracelets, large gold 
earrings and new long gold necklaces. 

“Visions of Customers to Come,” the 
second scene, gave the jewelers a full re- 
port on the coming fall fashions in clothes 
and the jewelry ladies should buy to go 
with them. Jewelry pieces ranged from 
less expensive fashion pieces to fabulous 
designs in diamonds and colored stones. 

“A Midsummer Night’s Dream,” the last 
scene, presented the dream of a young 
lady who fell asleep reading a jeweler’s 
Christmas catalog. The scene was made 
unusual by models wearing their jewelry 
with elaborate nightgowns and dressing 
gowns. 


MARTHA 
PERCILLA 


JIC Fashion 
Director Stages 
Lavish Fashion 
Show at ANRJA 


Convention 





Men’s jewelry was not omitted from the 
show, and a male model wore a variety 
of tie bars and pins, cuff links, watch- 
bands and other jewelry in different kinds 
of masculine dress. Due note was taken 
of the new popularity of the pearl stick- 
pin, a fashion revived by the Duke of 
Edinburgh. 

James M. Rudder (Claude S. Bennett, 
Inc.), Atlanta, Ga., regional vice president 
of ANRJA, presided at the third general 
session which got underway on Tuesday 
afternoon, August 10. Serving as modera- 
tor at this session was Maurice Adel- 
sheim, Jr. (S. Jacobs Co.), Minneapolis, 
Minn., who is also a regional vice president 


of ANRJA. 


Paul Asks Jewelers to Support 
Drive for Excise Elimination 


The first speaker was Victor Paul (Wiss 
Sons, Inc.), Newark, N. J., who spoke on 
the subject, “The Excise Tax Today.” 
Mr. Paul is vice chairman of the Jewelry 
Industry Tax Committee. 

In his timely and informative address, 
he outlined briefly the intensive campaign 
carried on by the Tax Committee’ which 
resulted in the lowering of the retail 
jewelry excise tax from 20 per cent to 
10 per cent. 

“For the first time in a generation,” 
said Mr. Paul, “we have obtained a meas- 
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JEWELRY-CHINA OBJETS DART 


AN AUCTION SERVICE 
FOR JEWELERS WHO CARE 


For the jeweler who wishes to sell out, we can tell as close 
as humanly possible what his stock will realize. If he so de- 
sires, we will buy his entire business outright and conduct 
the liquidation sale on our own behalf. 


AMAZING COMPLETE 
LIQUIDATIONS 


Another history making close-out for 
nationally known firm, Geiger & 
Ament of Louisville, Ky. 


G. F. Geiger, President 
Nolte C. Ament, V. Pres. & Treas. 
Albert J. Geiger, Secretary 


GEIGER & AMENT 


Incorporated 
Jewelry, Diamonds, Silverware 


447 Fourth Ave., Starks Bldg. 
LOUISVILLE, KY. 


July 12, 1954 


Mr. Thomas J. Faussett 
Howell, Michigan 


Dear Mr. Faussett: 


Now that you have finished our sale and 
auction for the purpose of liquidating 
Geiger & Ament’s stock of fine jewelry, I 
want to tell you what a fine job I think 
you did for us. 


I had known of you and your fine reputa- 
tion for many years. When we made up 
our minds to liquidate I happened to be in 
Fort Lauderdale, Florida, at the time you 
were conducting an auction for Middletons. 
I came to see you and saw you work. To 
me you were doing an outstanding job for 
Middletons, so we felt you were the man 
to help us. 


I want to say that the returns were far 
greater than we had been offered by others. 
The high type of your work left us with 
many friends.. We found you most coopera- 
tive in every way. You did many things 
to our benefit that your contract did not 
eall for. 


Our store had been in business for 33 
years. It was a high type store. We al- 
ways carried high grade merchandise. Your 
type of work fitted in with the traditions 
of our type store. We would recommend 
you very highly to any store that wants a 
satisfactory liquidation. 


With kindest regards, I am 
Yours very truly, 
(signed) Nolte C. Ament, Vice-Pres. 


Mid-Summer Close-out for Eugene 
enone of Liberal, Kansas. Write 
im. 








THERE IS NO HURT FROM 
A FAUSSETT AUCTION 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


ee 


“Honor,” said a great author, “is 
like a precious stone, the price of 
which is lessened by a single flaw.” 


HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MiIL- 
LION IN ACTUAL CASH RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 
1932-3 FOUND IN OUR BOOKLET. 


A FEW OF THE MANY REFER- 
ENCES EARNED FOR US DUR- 
ING THE YEAR OF 1953. 


Mr. Harold P. Sutton, Executor, Mc- 
Cook, Neb., store Est. 1888: Mr. L. W. 
Terry (Bell Jewelers Est. 1884), 
Kalamazoo, Michigan. $200,000 Re- 
moval Sale for Middletons’ Jewelers, 
Fort Lauderdale. Mr. Earl Middleton 
was four times President of Florida 
Retail Jewelers Association. 








In auctioneering like in all other lines of salesmanship, the 
individual should be a man of good judgment, distinctive 
refinement, eloquent in description of the finer things, and 
able to expound the truths inherent in the laws of good mer- 
chandising. He should have a sense of humor and know ex- 
actly how to dramatize his auction sales. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL, MICHIGAN 
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ure of tax relief. Much more important, 
however, than any satisfaction we may 
take in the accomplishment of the Com- 
mittee up to this point, is the program 
for the future.” 

Mr. Paul declared that there are many 
in our industry who will feel that we will 
be wasting our time and money by a 
continued effort; that a common ground 
to meet common industry problems can- 
not be found. 

He added that there are jewelers who 
fee] that the tax relief that has been ob- 
tained is all we can expect in the foresee- 
able future and that the thing to do is to 
sit back until, maybe, sometime next year 
when the Congress can again be expected 
to review tax rates and then start a new 
campaign. 


“T urge you, fellow jewelers, not to be 
persuaded to this course of action,” Mr. 
Paul stated. “Our industry’s program must 
be an increasing one, and the seeds for 
victory in 1955, 6 or 7, must be planted 
now. 

“Ever present in our industry thinking,” 
he added, “should be the possibility of an 
increase in the tax to its former rate and 
also, what is more likely in the face of 
the revenue needs, the imposition of a 
broad base tax at either the retail or 
manufacturer’s level plus a retention of 
discriminatory rates on our industry prod- 
ucts.” 

With these possibilities in mind, Mr. 
Paul declared, the Tax Committee is de- 
veloping an aggressive, well-planned pro- 
gram for the coming year. 














Star Bright! Linde Stars® 
glow with an inner fire 
all their own... in 
heavenly settings of 14K 
White Gold inspirationally 
designed by 

Goldstein Gerson of 
New York 
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Ask for free display 
card in color, and 
list of manufacturing 
jewelers featuring 
Tinde® Stars. 


Fascinating stars ... once the mark 

of kings and queens ... now 

available to your customers. Point 

by point, Linde* Stars equal the 

beauty and structure of natural stones. 
These mysteriously glinting gems 

evoke all the glamour that star sapphires 
and star rubies have whispered through 
history. Set them to suit their beauty 


. display them and display their amaz- 
ingly low prices. 
try-ons that turn 


Linde* Stars invite 
into take-home sales. 













MORE AND MORE 


JEWELERS . tom. it. 


LINDE’ STARS 


VN eee | TINGS THAT. SUT 


"eaciR EXOTIC BEAUTY 





CHARLES EF. WINSON WORLDWIDE DISTRIBUTOR 


SEO FIFTH AVENUE, NEW YORK 36 ° COLUMBUS 5-2656 
* “Linde”’ is a registered trademark of Union Carbide & Carbon Corp.—a synthetic gem. 
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“I think we are on our way to ultimate 
repeal of the balance of the discriminatory 
excise,” said Mr. Paul. “We have a pro. 
gram—we have an effective organization 
which has been improved by enlisting the 
resources of all segments of the industry, 
But we need the enthusiastic support of 
every member of this industry. 


YNVENIION 
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VICTOR PAUL 


. .. we are on our way fo 
ultimate repeal of the excise’ 


“What can you do?” he asked. “You 
can contribute your moral and financial 
support, both as an_ individual retail 
jeweler and as a member of your local 
state and national association.” 





DON'T FAILTO READ... 


. the complete text of the talk 
which Irving N. Chayken, chairman 
of the board of the Jewelry In- 
dustry Council, delivered at the 
third general session of the ANRJA 
convention. The address, titled 
“What the Jewelry Industry Council 
Does for the Retail Jeweler’, ap- 
pears in this issue on page 96. 











Jewelers Urged to Adopt 
Time-Sales Insurance Plan 


The third and last speaker at the Tues- 
day afternoon session was William J. 
Cheyney, executive director of the Na- 
tional Foundation for Consumer Credit. 
In his spirited talk, he predicted that the 
jewelry industry could add a hundred or 
two hundred million dollars to its retail 
volume by using insurance to allay public 
fears of buying on the installment plan. 

Mr. Cheyney told his audience. about a 
certain group of fears which beset the 
American people every time they consider 
using credit. He declared that these fears 
have locked out ten million families from 
the credit markets. They are: 

1. Fear resulting from ‘warnings that 
it is dangerous and costly to buy on 
credit. 

2. Fear that one may lose his job while 
still under contract obligation. 

3. Fear of loss of prestige by buying 
on credit. 

4. Fear of sickness, accident or death 
in the midst of paying out an installment 
contract. | 
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Considerable progress has been made in 
counteracting the first three of these fears, 
Mr. Cheyney stated. To offset the fourth 
he suggested that jewelry retailers assure 
the consumer that each purchase carries 
insurance against untimely death. In this 
event, he added, unpaid balances should 
be canceled and payments already made 
be refunded. 

Noting that insurance for this sort of 
account is available today at reasonable 
cost, Mr. Cheyney advised retailers to sell 
the insurance to customers practically at 
cost, foregoing any profit to themselves. 
“Let the customer benefit and make your 
profit out of merchandising and business 
volume,” he said. 

Mr. Cheyney indicated that a man may 
buy on the installment plan the furni- 
ture, floor coverings and electrical appli- 
ances for his home, and his car, despite 
the fear of death, accident and sickness, 
but it is nonetheless ever present in his 
mind. 

“It is not so likely he will purchase 
other fine products,” he declared, “those 
he considers less absolutely necessary to 
his living—so long as this fear plagues 
him.” 


Session on ‘Fair Trade’ 
Attracts Large Turnout 


The topic under discussion at the fourth 
general session was “Fair Trade.” Be- 
cause of the prevalent interest in this sub- 
ject, the panel meeting was very well at- 
tended. 

John M. Friedlander, Friedlander & 
Sons, Seattle, Wash., served as moderator. 
Before intreducing the first speaker, Mr. 
Friedlander noted that the present fair 
trade law can or should be made to work. 
“The ANRJA,” he stated, “has taken the 
lead in fighting for full enforcement of 
Fair Trade.” 

He advised the audience, “We are no 
closer to a solution today than we have 
ever been. Do not expect this panel to 
come up with a cure-all at this session.” 





Se SURE TO SEE .... 


. . . the pertinent highlights from 
the timely talk delivered by Albert 
A. Carretta, Commissioner, Federal 
Trade Commission, which appears in 
this issue on page 102. Mr. Car- 
retta, the first speaker at the fourth 
general session, chose as his topic, 
“What Retailers and Their Trade 
Associations Can Do About Fair 
Trade and Discount Houses.” 














NRDGA Official Prescribes 
Uniform Laws for Business 


Following Mr. Carretta, Irwin D. Wolf, 
Kaufmann Department Stores, Pittsburgh, 
Chairman of the Executive Committee, 
NRDGA, spoke on “The Department 
Store and Discount Selling.” Department 
stores, he observed, are also feeling the 
effects of discount house selling. They 
are in sympathy with the endeavors of the 
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jewelry industry to fight discount selling. } Hampshire Retail Jewelers Association. 





In addition to established discount At the outset of his talk, Mr. Page made 
firms, Mr. Wolf noted the growth of “club it clear that he was speaking for himself 
plans,” “fake auction sales,” “industrial and not for any group of retail jewelers. 
jobbers,” and “credit unions.” All of these “What I have to say may or may not be 
constitute a distinct threat to reputable the view of other jewelers. I give it to 
retail firms. you merely as the view of one individual 

He recommended that all retailers strive engaged in the retail jewelry business.” 
for an immediate study of business laws. “I am convinced,” he said, “that the 
There should be, he stated, uniform laws very life blood of our competitors, the 
for business—and these laws should be discount houses, depends upon the atti- 
the personification of simplicity and tude of the manufacturer. Fair trade laws 
clarity. will help him give us jewelers the pro- 

tection we deserve, if he is sincere in his 

Page Says Discount Houses Use efforts to maintain orderly distribution. 
J i Stores as Showrooms Otherwise, so called fair trade prices are 
ower:ry only an umbrella under which the price 

“The Retail Jeweler’s View’ was cov- cutter stands, creating the illusion that the 
ered by Herman D. Page, president, New (Please turn to page 238) 
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The newest in masculine styling 
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It looks and performs like the watch a real man would want. 
Shock-resistant, non-magnetic, and self-winding, the T-400 
combines latest square continental styling with larger size—a 
smart watch for the successful man. 


Tissot Watches are recommended and serviced by fine jewelers the world over. 


TISSOT 501 FIFTH AVE., NEW YORK, N. Y. 
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Two Retail Jewelry Associations 
Pursue Possibilities of Merger 


Action Has No Bearing on Two Shows, 
Already Scheduled by Two Associations for '55 


In an effort to strengthen the position of 
the two retail jewelry trade associations 
(in several avenues of their efforts) repre- 
sentatives of the American National Retail 
Jewelers Association and the National 
Jewelers Association have completed an 
agreement for the formation of a Coordi- 
nating Committee. 

This Coordinating Committee will pro- 
vide a meeting place for representatives of 


the NJA and ANRJA to establish trade- 
wide policies behind which the combined 
numerical strength of the retail trade will 
be arrayed. 

This should be particularly valuable to 
the industry at large in those areas of ac- 
tivity which involve the public. The bene- 
fits should be conspicuous in the political 
efforts of the trade on such matters as 
taxes and government regulations; for ex- 





watch your 


sales glitter... 


Destined to become your biggest 

item this season...new, magnificent, 
personalized GOLDEN SUNBURST 
Watch Bracelets strike a rich note in 
golden beauty. Initials stand out in bold 
relief against the deep-etched sunburst 
background. One initial cases 


14. kk goiden SU ry bu rst in stock; one week delivery 


watch 
bracelets 


on two and three initial cases. 

Dials, backs furnished for most 
standard movements; fine Swiss 
movements available on request. 

For our complete watch case catalog 
and price list write today 


$Po ARF? Bl? 93 ae af , 


JEWELERS, inc. 


and Sydney Berman 
33 W. 46th St., N. Y. 36, N. Y. 















ample credit restrictions. 

Conspicuous among the expressed desires 
of the representatives who signed the agree. 
ment, was a hopeful wish that the success. 
ful operation of the Coordinating Commit. 
tee would provide obvious benefits which 
would demonstrate the feasibility and de. 
sirability of merging the two associations 
at some future date. 

Emphasized by all authorities in hoth 
associations was the fact that the forma. 
tion of the Coordinating Committee in no 
way affected the present plans of either 
association for separate trade shows. Both 
eroups have announced the dates for their 
respective 1955 shows and the NJA em. 
phasized they have signed contracts with 
the Conrad Hilton Hotel in Chicago for 
the next three years. 

The agreement was signed by Jay C. 
Lighterman, B. G. Rudolph, H. A. Gold. 
berg, Irving J. Wolfgang and Seymour 
Greenberg for the NJA, and Leo F. Hene. 
bry, Arnold A. Schiffman, Oscar Kind, Jr,, 
Delbert E. Williams and Howard [I 
Michaels for the ANRJA, on August 10, 
in New York City. 

The points as listed, were as follows: 

1. This Coordinating Committee shall be 
a policy making body. 

2. The Coordinating Committee shall 
consist of three elected or appointed mem.- 
bers from each association and the presi- 
dent of each association. The chairman of 
each association's delegation may name an 
alternate to attend a committee meeting 
for any regular member who cannot be 
present. Either association may have its 
paid executive officer attend any or all 
meetings of the committee. 

3. The Coordinating Committee shall 
choose a chairman who is not engaged in 
the jewelry industry and who has no finan- 
cial interest in the jewelry business. The 
presiding officer or chairman of the com- 
mittee shall not have the right to vote. 
(The chairman appointed was Philip Hof- 
man, attorney of New York City, who has 
been serving as the attorney for the Jewelry 
Industry Tax Committee). 

4. This Coordinating Committee shall 
consider trade-wide questions as initiated 
by the committee or submitted to the com- 
mittee by either association or any seg- 
ment of the industry for consideration and 
decision. 

5. When a majority of the members of the 
Coordinating Committee, which majority 
shall include no less than two members 
from each association, approves a policy, 
both associations will be bound by that 
decision. 

6. The operating expenses of this com- 
mittee shall be borne equally by each as- 
sociation. The traveling expenses of the 
members shall be borne by their respective 
associations. 

The three ANRJA members appointed 
to the Coordinating Committee are: Arnold 
Schiffman, Leo F. Henebry and Howard 
Michaels. The other member of the Com- 
mittee, the incumbent president, is Oscar 
Kind, Jr. 

The three NJA members appointed to the 
Coordinating Committee are: Irving J. 
Wolfgang, B. G. Rudolph and H. A. Gold- 
berg. Seymour Greenberg, NJA president, 
is the fourth member of the Committee. 
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Hamilton to Introduce Over 
Sixty New Models This Fall 


After more than two years of intensive 
research and style development, an entirely 
new Hamilton watch line has been com- 
pleted and will be introduced this fall, it 
was announced recently by Lowell F. Halli- 
gan, Vice president in charge of sales. 

In this line are more than 60 new models. 
Another large group of new styles is plan: 
ned for release in January, 1955, Mr. Halli- 
gan said. 

The new watches are characterized by 
modern trends in watch case design. Highly 
polished bezels. distinctive markers and 
crisp, textured dials are used. The entire 
croup represents the first fruits of the 
work of design studios in New York and 
Paris, as well as of stylists at the Lancas- 
ter plant. 


LOWELL F. 
HALLIGAN 


VY. P. in charge 
of sales 


Announces 
introduction 
of new Hamilton 
watch line 


Automatics, waterproofs, low priced Lady 
Hamilton diamond models, modern style 
innovations and other features have heen 
added in both the Hamilton and Hamilton 
Illinois lines. 

Mr. Halligan emphasized that these 
watches, .as in the past, will be sold only 
to authorized Hamilton dealers. 

“In styling and pricing the new numbers, 
Hamilton has tried to provide something 
to please various types of jewelers and the 
differing tastes of their customers,’ Mr. 


Halligan added. 





Simon Awarded AGS Title 


Charles Simon of the Simon-Green Co., 
315 W. Fifth St., Los Angeles, Calif., has 
been made a Graduate Member (whole- 
sale) of the American Gem Society. 

Mr. Simon qualified for the title after 
long hours of studying basic gemology 
and after he successfully completed a 
comprehensive written exam‘nation on the 
science of identifying and evaluating dia- 
monds and other gemstones. 





National Jewelers Association 
Sets Dates for 1955 Show 


Definite dates for the National Jewelry 
Fair and the annual convention of the 
National Jewelers Association were an- 
nounced by the NJA Convention Com- 
mittee in Chicago at the conclusion of the 
1954 trade show. The dates for 1955 will 
be July 24 through 28. 

Because it is expected that the political 
conventions will be held in Chicago in 
1956, it will be necessary to hold the 
National Jewelry Fair for that year on 
August 5 through 9. The convenience of 
both the exhibitors and the trade-show 
visitors makes the later dates imperative 
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to avoid the crowded conditions which 
will prevail in Chicago hotels while the 
major political parties are choosing their 
pres dential tickets. 


—» 


Weatherman Provides Ideal Day 
For Jewelers 24-K Club Picnic 


The weatherman joined forces with the 
Jewelers 24 Karat Club of Southern Calli- 
fornia on Sunday, August 1, to make their 
fourth annual picnic a most gala affair, 
Held at the Brookside Park in Pasadena, 
the picnic took the theme of Circus Day 
with appropriate entertainment for the at- 
tending jewelers, their families and friends. 
There were group games with prizes, 
swimming, tennis, bingo, and baseball. And, 


above all, it was a day for the children—- 
with a special amateur contest for them. 
Congratulations were due Herman Siegel, 
chairman of the affair, for a most happy 
and successful day. 

Refuting the widespread belief that a 
mid-summer meeting would never draw a 
crowd, 60 members and guests were present 
at the July 13 meeting of the Jewelers 24 
Karat Club, held in the Colonial Room of 
the Ambassador Hotel. Arthur Wildberg 
of Wildberg Bros. Smelting and Refining 
Co., gave the evening’s trade talk on “Gold, 
the Royal Metal.” A live panel on credit 
| questions and problems was the main 
| feature of the meeting. Jules Lindenbaum 
(King Jewelry Co., Santa Monica) acted as 
moderator. 
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¢ How much did you spend last 
year in sending engraving out? 


® How many sales did you lose 
because you could not give imme- 
diate engraving service? 
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You too can afford one 





with our liberal time payment plan 
foras littleas §Q¢ a day. 


Ask for our booklet GM—‘’How to Make Money with Engraving”. 


NEW HERMES ENGRAVING MACHINE CORP. 
13-19 UNIVERSITY PLACE «+ NEW YORK, N.Y. 
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President s Watch Action 
Draws Quick Reactions 
From Opposing Groups 


President Eisenhower’s decision to in- 
crease watch tariffs was announced July 27 
at the White House. 

The President’s action. which climaxed 
the most bitter tariff battle on record, re- 
sulted from the demands of three domestic 





respondents involved. After 14 months of 
litigation before the U. S. Tariff Commis- 
sion, the applicants lost the first fight 
in the fall of 1952. President Truman 
decided they were not injured, or threat- 
ened with injury, by the importation of 
watch movements from Switzerland. 

In the face of this ruling, the same 
three petitioners again charged injury and 
sought relief before the Commission in 
the fall of 1953. On May 28, 1954, after 
nine months of investigations and _hear- 
ings, the Commission sent its findings to 


on certain imported watches. 

Reactions to the President’s order came 
swiftly from spokesmen for the opposing 
groups. 

American Watch Association President, 
S. Ralph Lazrus, described the Pregj. 
dent’s order to increase watch tariffs as 
“a clear triumph for pleaders for protec. 
tionism in the administration.” 

Charging that the tariff increase would 
create serious economic hardships for the 
American watch market, Mr. Lazrus said 
that it would adversely affect all retaij 


jewelry trade in this country, and ulti. 
mately injure the business of U. S. watch. 
makers—domestic companies as well as 
importers and assemblers. 


President Eisenhower. The President ac- 
cepted the full recommendations submit- 
ted to him by the Tariff Commission by 
ordering tariff increases up to 50 per cent 


watch manufacturers for tariff relief. 
There were two such watch tariff in- 

vestigations in three years, with the same 

three applicants and the same 100-plus | 








"DAMAGING EFFECTS’ CITED 


Maurice Vaucher, president of the Swiss 
Federation of Watch Manufacturers, said 
that damaging effects will soon be felt by 
all export industries of Western Europe 
if the Swiss watch tariff increase is the 
new pattern of U. S. foreign trade policy. 
He emphasized that it was the United 
States—and not Switzerland—which took 
the initiative in countermanding a recip. 
rocal trade agreement under which Amer. 
icans have been spending 92 cents per 
capita for Swiss goods, while the Swiss 
have been spending $48 per capita for 
American imports. 

“Although Mr. Eisenhower explained 
that ours was a special case, and that his 
decision was partially dictated by a de. 
sire to protect an industry which con- 
tributes to defense,” Mr. Vaucher said, 
“the fact remains that virtually every other 
American industry is now privileged to 
project the same claims.” 

Harold I. Horton, vice president of the 
Croton Watch Co., American watch firm 
that has been selling Swiss timepieces in 
this country since 1878, hailed the retail 
jewelry stores of America as containing 
the nation’s only few really skilled watch- 
makers capable of turning out time fuses 
and other precision instruments in_ the 
event of a national emergency. 

“Our factories are not the producers of 
skilled watchmakers,” Mr. Horton averred. 
“The skilled American technicians in the 
field have learned their trade abroad or 
in a local repair shop,” he added. To give 
strength to his argument—that the Amer: 
ican watch factories lack skilled watch- 
makers—he pointed out that this country 
produces one new watch movement every 
year whereas the Swiss watchmakers orig: 
inate at least ten. 
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Only ORA offers you 


all these features... 





























Lifetime guarantee for Ora’s luxury look. 
Our genuine rhodium and gold-plated settings 
never tarnish or change color. The brilliant 
imported stones are permanently set. 


True feminine appeal captured by leading 
women designers of our creative staff. 


Ora jewelry moves fast: You always get full 
price for it . . . no markdowns or clearances. 


Keystone markup or better. Check! Com- 
pare! Ora Creations consistently offer bigger 
profits to the jeweler. 
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$6 + 2h, ’ Nees $. 
&e ™ Ss & ; eR tee 


Effective sales helps—Free mats and cuts for 
your use. 


National advertising in Vogue, Harper's 
Bazaar, The New Yorker, etc. builds prestige 


for the line and those handling it. MOVE SEEN AS 'BUSINESS BOON’ 


. . « You'll like these plus features, too. 
33 years of manufacturing integrity. Honest 
shipments ... no substitutions . . . the quality 
of each piece equals or exceeds the sample. 
Complete deliveries the rule .. . back orders 
the exception. 


James G. Shennan, president of Elgin 
National Watch Co., called the President's 
action “a boon to national security and to 
the business prospects of the American 
jeweled watch industry.” 

Mr. Shennan added: “So far as Elgin 
is concerned, we believe the new tariff 
schedule will permit us to ‘resume profita- 
ble operation of our domestic’ watchmak- 
ing facilities and to increase our sales by 
serving a larger share of the jewelty 
watch market. This in turn will provide 
the broader mobilization base ‘which the 
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RALPH SINGER COMPANY 
656 N. Western Ave., Dept. JK-9, Chicago 12, Ill. 
BRunswick 8-0300 
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Wisconsin 7-6476 
36 S. State St., Chicago 3, Ill. 
DEarborn 2-4697 
833 Market St., San Francisco 3, Calif. 
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government believes to be essential for merchandise, the show was expected to son, Jacques Kreisler Mfg. Co.: Karel 





national security.” bring together manufacturers, sales repre- Pappie, Forstner Chain Corp.; Leonard 

Paul F. Mickey, vice president of the sentatives and retailers from all over the Ross, Bruner-Ritter, Inc.: Jack H. Spiro, 
American Watch Manufacturers Associa- United States. With the steady increase in A. Cohen & Sons; Harry J. Stedman, 
tion, said the President’s action “con- buyer attendance at the last four shows, Stedman’s; Martin R. Thomas, Subway 
frms the vital importance of maintaining this year’s was expected to have a record | Terminal Jewelers: Wendell White, The 
4 strong and healthy U. S. jeweled watch attendance. Walter Dorrer, show chair- | Ball Co. of Calif.; Max Wolman, Philip 
manufacturing industry to meet national man, reported reservations to be at an all- | Wolman & Co.; Robert Seamans, executive 
needs.” time high. secretary of the California RJA. 


Members of the committee for the show 


included: J. H. Alberts, Alberts’ Jewelers; Tying-in with the show, the California 





Los Angeles Pearl Dealer Walter H. Butler, Jr., E. W. Reynolds Co.; sas — .. oe Sunday 
: ast : Robert R. Ender, The Napier Co.; Edward | ™0ring, the 15th. ‘The Horological Asso- 
Designs ‘Miss Universe’ Crown L. Endman, Pacific Jewelers Supply Co.: | ‘ition of California planned its annual 
The crown which adorned the head of Russell V. Fergoda, J. Herbert Hall Co.: | meeting and election of officers on Sunday 
the recently chosen Miss Universe at the Elliott Hine, Broadway Dept. Store: Dur- | afternoon and the Golden Nuggets planned 
international beauty pageant held in Long ward Howes, III, B. D. Howes & Son; Jack | either a breakfast or luncheon for Tuesday, 


Beach, July 15-25, was designed by Dr. Martin, Jack Martin Co.: Robert Mendel- | the 17th. 
James J. Boutross of the Empress Pearl 
Syndicate of Los Angeles. Valued at a 
quarter-million dollars, the crown will be | 
used annually in the crowning of Miss | 
Universe. This was the first time it has | 
heen used in the pageant. | 

Filled with symbolism, the crown is in- 
tended to portray the beauty of all the con- 
testants in the pageant. A star at the top 
represents the four corners of the world 
from which the contestants gather, and the 
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Stevenson. —s, cigarette boxes 


uppermost point depicts the universe. A 
center black pearl represents beauty 
throughout the world, and a “pendant black 
pearl suggests the beauty of the contestants. 
In all, more than 1,000 fine oriental, cul- 
tured and black pearls were used, coming 





from the Persian Gulf, the waters off e 64" long 91-.. 
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of the 6th Western Jewelry & Silverware 
Show at the Biltmore Hotel, August 15-18. 
A pre-show survey related that the market 
Was to reveal the latest trends in costume 
and real jewelry, silverware, hollowware, 
china and dinnerware, as well as the na- 


tion’s cross-section of modern design in 
glass, clocks, watches, cutlery, accessories TE ere, See ee 
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will be combined to make the _ united 
showing an outstanding marketing event. 


Jewelry Showing Unit 
Opens Providence Office 


Plans are well advanced in Providence 
for the industry-wide showing of jewelry 
lines this fall. 

The United Jewelry Show committee, re- | 
cently formed with Kenneth Randall of | 

are ' ' | salers. 

Rim Jewelry Co. as general chairman, has . 
announced that the show will be held at Charles C. Bulkley, former executive 


the Sheraton-Biltmore Hotel, Providence, secretary of the sales association, has been 

from November 7 to 19. | selected by the united showing committee 
The experience of the showing division | 'o direct the event. 

of the New England Manufacturing Jew- 

elers’ & Silversmiths’ Assn. and the Manu- 

facturing Jewelers’ Sales Association, Inc., 


The united committee, a group that will 
sponsor showings for the wholesaler in 
the future, has established quarters in the 
Sheraton-Biltmore. It is functioning 
through a number of sub-committees, and 
by means of direct mailings will endeavor 
to set new records for attendance of whole- 


The six members of the executive com- 
mittee have been named co-chairmen of 
the three sub-committees. 
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‘Million Dollar — 
Saving ? 





coe J. M. POLICYHOLDERS HAVE SAVED 
OVER A MILLION DOLLARS....... 


HERE’S YOUR CHANCE TO GET YOUR SHARE OF THIS BIG SAVING 


Take advantage of the 30% saving enjoyed by 
J.M. policyholders. We select your insurance 
partners carefully (preferred risks only) ... 
our loss ratio is low .. . the saving is yours. 













INSURE WITH JEWELERS MUTUAL 
ote YOUR OWN COMPANY KNOWS 
or YOUR INSURANCE PROBLEMS BEST 


Why don’t you compare J.M. cover- 
age and cost with any other insurance 
offer? You'll find, as thousands have, 
that your money buys more and 
better coverage with your own 
company. You save because . . J.M. 
employs no salesmen . . J.M. has a 
very low loss ratio .. . the resulting 
Savings are returned to you as a 30% 
dividend saving. Also, you will have 
the strongest, most complete forms 
of insurance protection possible... 
designed solely for jewelers and 
those in allied fields. 


WRITE TODAY for free 
booklet outlining your 
complete coverage and 
remarkable saving. No 
obligation. 
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Olof V. Anderson of Anson, Inc., and 
Louis F. Monte of Uncas Mfg. Co. wil] 
co-direct advertising and publicity. 

Angelo Del Sesto of Van Dell Corp., 
and Al Schuster, a manufacturer’s repre. 
sentative, are co-chairmen of the rules 
committee. 

Hyman Lisker of Jonette Jewelry Co, 
and Max Kestenman of Kestenman Bros, 
Mfg. Co. are co-chairmen of finance and 
room allocation. 

Exhibitors applications have been mailed 
to manufacturing firms. An early mailing 
to wholesalers will present details of the 
show and offer the services of the hotel in 
making early room reservations. 


Gruen Outlines Promotion Plans 
At Cincinnati Sales Meeting 


The Gruen Watch Co., during the com. 
ing year, will have the most extensive ad- 
vertising program ever scheduled by the 
company, it was announced at a semi- 
annual sales meeting in July. In addition 
to the present television and radio sched- 
ules, there will be a complete program of 
four-color ads in such publications as Life, 
Look, and Saturday Evening Post, along 
with a step up in newspaper advertising 
and an extended program of merchandising 
aids and display material. 





Celebrating his 50th year with the Gruen 
Watch Co., Robert Herrmann was honored 
with elaborate gifts and high praise at the 
firm's recent sales meeting. Shown here 
are, left to right: Maury Ash, vice president 
in charge of sales, and Mr. Herrmann 
receiving a diamond watch from Morris 
Edwards, Gruen president. 


Henry Dorff, vice president in charge of 
advertising, presented the program at the 
sales meeting in Cincinnati, while Alex M. 
Fekula, vice president in charge of styling, 
exhibited and described the completely re- 
styled Gruen lines for the coming season. 
Others who addressed the salesmen in- 
cluded President Morris Edwards and 
Maury Ash, vice president in charge of 
sales. 


Well-Rounded Program Features 
Meeting of Calif. Horologists 


The anrual meeting of the Horological 
Association of California was scheduled for 
August 15 during the Sixth Jewelry & 
Silverware Show at the Biltmore Hotel, 
Los Angeles. The tentative program for the 
meeting, scheduled to begin at 2 p.m, 
was as follows: 

President Morris Wolf, presiding, with 
the invocation to be given by Dr. H. At 
lantis Sudbury. This to be followed by 
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reports of the various committees — fi- 
nances, business activities, membership, 
publicity, national affiliation, and nominat- 
ing committee. Then, the election of 
oficers for the coming year. 

Gilbert West was to present a talk on 
“Feonomic Trends in Watchmaking” to be 
followed by a questions and answers period. 
Harry Judis of Louis Aisenstein & Bros., 
was scheduled for actual demonstrations 
of Mido Super Water Test Pump. And 
Harry Furry of Burton M. Reid Sons was 
to give a demonstration of Reid’s Rate 
Recorder. 

The California Plan for the advance- 
ment of watchmakers in the state was to 
he discussed by Norman D. Luth, secre- 
tary of the association. 


New ANRJA President Draws 
Card for Wallace Prize 


One of the many dealers who visited 
the Wallace suite at the annual conven- 
tion of the American National Retail 
Jewelers Association, held at the Waldorf- 
Astoria in New York City, was the winner 
of a mahogany chest containing eight 
place-settings of Wallace’s new sterling 
flatware pattern “Wishing Star.” 





Here, Oscar Kind, Jr. (left), newly- 
elected president of ANRJA, draws from 
the Wishing Well in the Wallace suite the 
winning card of Susan Orenstein (N. 
Orenstein & Sons Co.). John F. Banks, 





been an executive in the Gruen advertis- 
ing and dealer ad service divisions for the 
past 15 years. 


Congress OK's Bill to Stiffen 
Penalties for Smugglers 


A measure to stiffen penalties for smug- 
eling goods into the United States—urged 
by jewelry interests, especially diamond 
manufacturers and importers—cleared Con- 
eress in the closing days of the session. 

The bill, requested by the Treasury De- 
partment to crack down on _ large-scale 
smuggling operations, increases the penal- 
ties for smuggling to a fine of not more 
than $10,000 or imprisonment of five years, 
or both. 

Existing law, which the Treasury says 


Che right frame 
for your 
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is based on 100-year-old statutes, calls for 
a fine of $5,000 or two years imprisonment, 
or both. The old law, the Department says, 
has permitted—even encouraged—the value 
as well as quantity of smuggling operations 
to increase in recent years. 

Large numbers of diamonds are being 
smuggled into this country, according to 
the Diamond Manufacturers and Importers 
Association of America, which are sold at 
prices far below the market value. The 
result, the Association says, is that legiti- 
mate merchants find it difficult, if not im- 
possible at times, to compete. Estimates are 
that diamond smugglers throughout the 
world gross some $40 to $70 million a year. 


The Association has called the legisla- 


tion the “greatest possible deterrent” to 
smuggling. 








Dennison offers you a wide range of 
— de- 
signed to enhance the beauty of your 


When you remove the cover from this new 
Dennison ring case, Number 2250TX, it 
fits right on the back to form an eye- 
catching display. Your rings appear in a 
dramatic frame of translucent pearl plas- 


sales manager of Wallace Silversmiths, 
holds the prize. : 


single and double ring cases 


fine rings. Dennison cases will help 
you make sales. 
tic, cushioned on karess or transparent 











Assumes velvet. A handy plastic clip holds your 
— as price ticket in place . . . all set for sales! Ask your wholesaler to show 
— Number 2250TX is available you the complete Dennison line 
Advertising mage nage 
Manager : Tek pak, Spe Soe, FOR RETAILERS: A complete 
light green or white — line of boxes and cases, findings 
richly decorated in gold and supplies. 
pers) E. leaf ad the quality look FOR MANUFACTURERS: A 
T your rings deserve. It comes wide range of specially designed 
in individual white packers. paper jewelry boxes and cases. 
Order by number. 

















Maury Ash, vice president and sales di- 
rector of the Gruen Watch Co., has an- 
nounced that Ralph E. Barrett, as assis- 
tant advertising manager, has assumed the 
duties of Henry Dorff, former Gruen ad- 
vertising director who recently resigned. 
| Mr. Barrett is thoroughly familiar with 
Jewelers’ promotional problems, having 
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No. 905—$3.50 retail | 
SPRING-O-MATIC | 
Gold Tooled Florentine Jewel or | 
Stud Box in Suntan or Ginger | 
with full suedine lining. | 





No. 761—$6.00 retail 
Quonset "Non-Collapsible" Kit in 
Authentic Scotch Plaid. Other 
styles, including "“Collaps-A-Kits” 
from $4.00. 





No. 616—$20.00 retail 
SPRING-O-MATIC 

Fitted Dressing Case in Top Grain 
Cowhide with Chromium Fittings. 
Other styles from $5.00. 





No. 963—$18.00 retail 

Bar Set in Genuine Top Grain 
Cowhide. Drop-front Case — I! 
Fittings. Other styles from $12.50. 


ailable only —_ en: 
i _- For Catalog write 
Distributors 
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Jewelry Items Share 
Spotlight on TV Shows, 
Says Report by JIC 


For all widely accepted gift-giving days 
occurring during the first six months of 
1954 — Valentine’s Day, Mother’s Day, 
Father’s Day and Graduation—jewelry-store 
merchandise was spotlighted over various 
television shows. This fact was revealed 
recently in a special report by Albert E. 
Haase, president of the Jewelry Industry 
Council, which dealt with the Council’s 
television activities so far this year. 

With respect to Valentine’s Day, the 
report points to a special showing of heart- 
shaped jewelry on February 1] by the 
Council on WABC-TV on the Maggie 
McNellis show. The telecast also called 
attention to other forms of jewelry not 
only as Valentine Day gifts for women, but 
also for men. 

Mother’s Day was spotlighted over tele- 
vision by Margaret Arlen, CBS-TV, on 
May 7 in a program showing examples of 
both fine and fashion jewelry, chosen for 
design features complimentary to varying 
personality types. 

The importance of a thorough knowl- 
edge of silver terminology, particularly 
timely during the graduation and wedding 
season, was the subject of a Margaret 
Arlen program of June 2 over CBS-TV. 
Miss Arlen displayed flatware and hollow- 
ware in both sterling and plate, and ex- 
plained the different types of silver fin- 


ishes. 





A complete jewelry wardrobe for men 
was the subject of a Father’s Day program 
presented by Eloise McElhone, WPIX.-Ty, 
on June 14, A well-known men’s dregs ay. 
thority participated in this show and ey. 
hibited many of the 23 separate items jp 
a man’s complete watch and jewelry ward. 
robe. 

The JIC’s latest activity in television, 
according to Mr. Haase’s report, was a pre. 
view of all jewelry fashions that appeared 
on July 1 on the John Cameron Swayze 
NBC-TV network news program, “Camel 
Caravan,” over 80 stations. On this pro. 
gram a three-minute kinescope fashion 
show, filmed at the Brooklyn Botanica] 
Gardens under the direction of Martha 
Percilla, the Council’s fashion director, 
featured highlights in fall jewelry fashions 
and in watches and rings. 





Borel Watch Co. Distributes 
Ernest Borel Watches in U. S. 


Jules Borel and Co. has announced a 
new division, the Borel Watch Co., with 
offices at 1002 Walnut, Kansas City 6, Mo, 
It will carry on the distribution of Ernest 
Borel watches in the U. S., and the firm 
reports that expanding sales and an en- 
larged sales organization have made this 
step necessary. Robert Rollier, sales man- 
ager, states that the firm’s growth is due 
to such Ernest Borel technical advances 
as the “Incastar Regulator,” certified wrist 
chronometers, and the “Cocktail,” the 
“watch with a lively face,” and the firm’s 
policy of selling to jewelers only. 
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REVIEW SALES PROGRAM 








Keepsake and Crescent diamond ring salesmen met in Syracuse, N. Y., recently with 
officials of the A. H. Pond Co. They examined thoroughly the line's 30 dominant sales 
aids for jewelers. 


The Keepsake diamond ring sales force 
is entering the fall season with renewed 
emphasis on the 30 selling aids available 
to Keepsake jewelers. 

Robert A. Pond, president of the A. H. 
Pond Co., makers of Keepsake diamond 
engagement and wedding rings, and his 
staff, reviewed the entire Keepsake sales 
program at a Syracuse, N. Y., meeting of 
their salesmen in July. 

“Get Down to Brass Tacks” was the 
theme of the conference that saw the 
company unveil new displays, movie play- 
books, counter cards, carrying cases and 
trays, wedding ring boxes, and newspaper 
mat books. In addition, the territory 
managers were urged to remind their 
dealers of the other Keepsake sales aids 
including the bride’s keepsake book, Good 





Housekeeping seal, guarantee certificate, 
interlocking sets, showcase displays, radio 
and TV spot announcements, “Bride and 
Groom” program, and the remounting 
service. 

Sales Manager Robert Beadel described 
this fall’s advertising and promotion 
campaign for Keepsake’s companion line, 
Crescent diamond rings. 

A recent Daniel Starch Survey was 
quoted at length by Albert Doolittle, 
director of advertising for the A. H. Pond 
Co., to point out the value of the leads 
for Keepsake and Crescent Jewelers that 
come as a result of the coupon and 
“Western Union Operator 25” features 
of the firms’ national magazine advertise 
ments. 
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4 Leonard M. Heine, second vice president 
of the Benjamin & Edward J. Gross Co., 
Inc. 64 W. 48th St., New York, returned 
recently from a well earned vacation. 
Shortly after his return, he announced 
the inauguration of a new sales promotion 
for the firm’s “Rings O’ Romance” line, 
which is currently being shown to the 
trade by the company’s sales representa- 
tives. Many new styles have been added 
to the line, including a group of matched 
engagement and wedding rings. 

4 Tiffany & Co., leading New York jewel- 
ers, announced recently the appointment 
of Dr. A. E. Alexander as manager of the 
jewelry and watch buying departments. 
He succeeds James J. O’Brien, who was 
forced to retire because of ill health. Dr. 
Alexander, internationally known authority 
on gemstones and pearls, joined Tiffany’s 
in October, 1949. In the spring of 1950 he 
was elected assistant treasurer of the com- 
pany and was also named to the board of 
directors. 

» The Paris Lapidary Co., dealers in pre- 
cious and semi-precious stones, moved re- 
cently to new quarters at 64 West 48th St., 
New York. The firm was formerly located 
at 87 Nassau St. 

q The formation of Eisenberg-Lozano, Inc., 
a new concern located at 53 E. 34th St., 


\ NEW YORK 





New York, was announced recently. Arthur 
A. Eisenberg is president, and Neal Lozano 
is vice president and secretary of the new 
firm, which will specialize in tableware and 
decorative accessories made of silver, stain- 
less steel and other metals. Mr. Eisenberg 
was formerly general merchandise manager 
of National Silver Co. and prior to that 
was with R. H. Macy & Co. Mr. Lozano 
was silverware buyer for B. Altman & Co. 
and before that was an executive of Georg 
Jensen. 

q Registrations are being accepted at Me- 
chanics Institute, 20 West 44th St., New 
York, for the class in jewelry designing 
conducted by Christian A. Jakobb. Stu- 
dents who wish to take the course may en- 
roll at the school from 9:30 A. M. to 4:30 
P. M., daily, or on school evenings from 
6:30 to 9:00 P. M. 

q The formation of Hendrick Imports, Ltd., 
located at 21 W. 47th St., New York, was 
announced recently by Murray and Jack 
Hendrick, both formerly witl N. Bloom & 
Son, Inc. The new firm will deal in 
English silverware, antique and modern, 
bric-a-brac, porcelains and china. The own- 
ers of the new firm were in Europe last 
month on a buying trip. They were sched- 
uled to return in time for the official open- 
ing of the new concern on September 1. 





New York City Chosen as Site 
For International Trade Fair 


Plans for the first New York Inter- 
national Trade Fair, which will be held at 
the 25th St. Armory in Manhattan from 


May 15 to 19, 1955, were announced 
recently by Gottfried Neuburger, show 
director. 


The fair will combine the New York 
export and import shows which were held 
latt November and May.- The manage- 
ment will again be in the hands of 
International Trade Shows, 545 Fifth Ave., 
New York. 

The export show had visitors from more 
than 30 countries while the import show 
had exhibits from over 20 countries and 
a total of 15,000 visitors. . 

Outdoor areas will be added to the 
regular booth and vehicle displays inside 
the armory. Other special attractions will 
be international fashion shows and _ the 
presentation of foreign films. 


— 





Jewelers Benevolent Ass'n. 
Observes 66th Anniversary 


Mayor Robert F. Wagner will officiate 
at this month’s meeting of the New York 
Jewelers Benevolent Association at which 
its 13 living past presidents will be hon- 
ored. Each will receive a suitably in- 
scribed plaque as an expression of appre- 
ciation for their efforts on behalf of the 
organization. 
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This year the association is observing 
its 66th anniversary. Since its founding in 
1888 by a small group of watchmakers and 
jewelers, the association has grown both 
in size and scope and now boasts a mem- 
bership of over 600. 

Founded originally as the Watchmakers 
and Jewelers Society No. 1, the name of 
the group was changed in 1897 to the 
Watchmakers and Jewelers Benevolent As- 
sociation. Its present name was adopted 
in 1915. 

At its inception, the main purpose of 
the organization was to aid unemployed 
jewelers and watchmakers secure employ- 
ment and to assist those who had lost po- 
sitions and were without funds. In 1889 
the association broadened its scope when 
it began paying sick benefits to members 
who were ill. This was followed later by 
the endowment benefit to widows and heirs 
of deceased members. 

In addition to the foregoing, the organ- 
ization is active in many other philan- 
thropic and civic activities. Among these 
is the annual award which the group pre- 
sents to the individual who has done mest 
for the promotion of tolerance and _bet- 
ter understanding between Christian and 
Jew. 

During the last two years, under the 
able leadership of Adolph Pusrin, who is 
currently serving his seventh term as 


president, the association has progressed 
at an accelerated pace both in its activi- 
ties and membership. 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 
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“ORIENTA” 
CULTURED PEARLS 


of QUALITY 
Leys. thrisle YC 


SS NASSAU STREET “NEW YORK 








Svnthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiaMoNDS—AIll Sizes and Qualities 


JOSEPH BLANK 
COrtiawdt 7-3562 


87 Nassau St. New Yerk 34, N. Y. 








LEDA — FEATURES } 
14 K—G. F.—S. S$. Findi G y 
All Price Bre _ XS 
« ’ ) ‘and a Thousand & One Other Items’? R 
LEDA FINDINGS CO. 


Ear Wires—Settings (Platinum) 
Stud Back & Wing Backs 
36 W. 47th St. PL 7-0758 New York 36, N. Y. 

















Serving Jewelers 


for nearly 50 years 


“JEWELERS BLOCK" 
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“ALL RISKS" FLOATERS 
WORLD WIDE 


PENDLETON & BERGER 


INSURANCE BROKERS 
15 William Street New York 5, N. Y. 
Tel. HAnover 2-1771 Cable Penberg, N. Y. 
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for that little girl you love 
Anniversay 


Pearts 











Genuine Natural 
Pearls Nationally 
Advertised 


All Pearls strung on 
14K chains. Hand- am 
somely gift boxed for “=""g 
every occasion. Perfect gift 2am 
for Babies, School Children, 
Teen Agers. 
Special Tray Assortment #77: 
8 Anniversary Necklaces in 
Beautiful Display Tray ...... $107.00 
(Keystone) 
Sold through wholesalers 
WRITE TODAY FOR FURTHER INFORMATION 
The gift that becomes an heirloom 
—it grows and grows more 
precious with the years. 


ANNIVERSARY PEARL CO. 


48 WEST 48th STREET, N. Y. 36 
Plaza 7-2464 
All Prices Keystone 

























Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 

AMETHYST 


Unusual Gems 





Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 

















Manufacturer to Retailer 


Quality Costume Jewelry 
DON’T BUY 


until you see our 
merchandising plan with 


sensational displays 
— mat service — 


Fantasy of Jewels 


18-20 W. 3ist St., New York 1, N. Y. 
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Federation's Fourth Golf Party Termed Most Successful’ 


More than 50 members of the jewelry 
industry spent a thoroughly enjoyable day 
at the fourth annual outing and golf party 
of the Jewelry Division of the Federation of 
Jewish Philanthropies of New York. The 
event was held August 5 at the Hampshire 
Country Club, Mamaroneck, N. Y. 





Snapped by the cameraman at the fourth 
annual golf outing sponsored by the Jewelry 
Division of the Federation of Jewish Phil- 
anthropies were, left to right: Col. Harry 
D. Henshel (Bulova Watch Co.); Milton 
Weill (Arrow Mfg. Co.); Salim Lewis, and 
Sidney Fiddelman (J. Fiddelman & Son, 


Inc.). 


Organized under the chairmanship of Sid- 
ney Fiddelman of J. Fiddelman & Son, 
Inc., and with Stephen W. Hofman of Dia- 
mond Distrfbutors serving as co-chairman 
and Sumner Wyman of Jewelry serving as 


| associate chairman, the party was the most 
| successful affair ever held by the group, 
After a full day including lunch, golf 
and a beefsteak dinner, the guests heard a 
brief message from Salim Lewis, the new 
president of Federation. He expressed his 








confidence that the jewelry industry will, 
as always, do its full share this fal] to. 
wards the success of the Federation cam. 
paign. 

There were also brief messages from 
Milton Weill, the ex-president of Federa. 
tion, Col. Harry D. Henshel of Buloyg 
Watch Co., honorary chairman of the Divi. 
sion, and Stephen W. Hofman, 1953 Diy. 
sion Chairman. 








Posing here for the cameraman are, left to 
right: Phil Beck (Arrow Mfg. Co.)}; Mel 
Cohen (A. Cohen & Sons Corp.); Bob Tom- 
chin (Phillips Mfg. Co.), and Marvin Cohen 
(A. Cohen & Sons Corp.}. 
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Handy & Harman to Present 
Seven Scholarship Awards 


Seven scholarship awards, three of them 
renewals to last year’s winners, will be 
made this year to sons and daughters of 
employees of Handy & Harman, refiners 
and fabricators of gold and silver and their 
alloys. 

Awards this year will go to two young 
people in Bridgeport, Conn., location of 
the company’s main plant, and two others 
will be presented to young men in New 
York, where the company has a plant and 
its general offices. Total awards, includ- 
ing renewals to present scholarship hold- 


_-ers, will amount to $3,550. 











Head of Heller-Deltah to 
Survey Japanese Pearl Market 


The jewelry industry may be preparing 
for a peak year in 1954 despite gloomy 
predictions for many businesses, according 
to Ernest S. Heller, president of the 
Heller-Deltah Co., makers of La Tausca 
cultured pearl and costume jewelry. 

Mr. Heller flew to Japan August 5 
where he will purchase cultured pearls 
and make a survey of the Japanese pearl 
market. He plans to spend at least a 
month investigat'ng principal cultured 
pearl fisheries at and around Ise. 

“Authorities predict the biggest season 
in years for jewelry sales,’ Mr. Heller 
declared. “The recent slight recession of 
prices was due to a drop in spring and 
summer sales as well as to a stringency 
of money in the Japanese pearl market. 
However, in recent months there has been 
an increase in American buying in these 


markets and, since the Japanese market 
is extremely sensitive due to the necessarily 
limited production, a small rise in price 
will undoubtedly be seen,” he stated. 

Mr. Heller pointed out that the antici- 
pated great increase in consumer buying 
of cultured pearl jewelry (based on 
reports of leading fashion editors, depart- 
ment store buyers and authorities in the 
women’s wear field) would more than 
compensate this slight rise, allowing 
retail prices to continue at their present 
moderate level. 

In spite of the losses suffered by the 
Japanese pearl fisheries due to typhoons 
Jast year, Mr. Heller feels that cultured 
pearl harvests will continue adequate and 
all but the very large perfect quality 
pearls will be available in abundance 
for at least the next two years. 

After his last trip to the Orient in 
January of this year, Mr. Heller decided 





to maintain prices of the La Tausca 
jewelry lines at their 1952-53 levels, 
based on his belief that no_ serious 


shortage would be felt. 


o-~- 


Ball Tours New England Stores 


| Donald Ball, executive of the Rudolph 
| Jewelry Co., recently completed a tour of 
the company’s stores in New England. 
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DIAMONDS 


THE RIGHT SIZE for THE RIGHT 
PRICE. We import our diamonds from 
the best cutting centers. We fill mail 
orders promptly and we send diamonds on 
approval. Please ask for our newest re- 


vised price list #20. 
576 FIFTH AVE. 


H SoRI NEW YORK 36, N. Y. 
. 


Tel. JUdson 2-3575 
JEWELERS’ CIRCULAR-KEYSTONE 


























ELEVENTH GROUP OF JEWELERS COMPLETE SALES COURSE 


Jewelers from 1] states and one Cana- 
dian province recently completed a special 
two-week program of studies in jewelry 
store management and merchandising, con- 
ducted jointly by the New York Univer- 
sity School of Retailing and the Joseph 
Bulova School of Watchmaking. 

At a luncheon held July 23 at the Bulova 
School, Woodside, Long Island, each of the 
13 students received a certificate of com- 
pletion for the course. The program was 
the eleventh of its kind to be given since 
1949. 

To date, more than 250 jewelers from 43 
states, the District of Columbia, and eight 
provinces of Canada attended the program. 
Subjects studied include advertising and 








sales promotion, management and operat- 
ing problems, buying and merchandising, 
credit relations, and selling and merchan- 
dising information. 

The group attended lectures given by 
25 jewelry executives from ieading stores 
in all parts of the United States, and 10 
members of the faculties of the two spon- 
soring schools. The students also partici- 
pated in field trips to jewelry and watch 
manufacturing plants, precious stone exhi- 
bitions, and well known New York retail 
jewelry stores. 

The training program was planned with 
the cooperation of both the American Na- 
tional Retail Jewelers Association and the 
National Jewelers Association. 





The thirteen students who recently completed the eleventh jewelry store management and 
merchandising program posed for this photograph following their graduation. 
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Kamion Delivers Forceful Talk 
At Mississippi RJA Convention 


“Twenty Dollars and Under” was the 
title of a well-received address delivered 
hy Leo Kamion, Speidel’s southwestern 
representative, at the recent convention of 
the Mississippi Retail Jewelers Association. 
The group met July 25 and 26 at the Buena 
Vista Hotel in Biloxi. 

In his talk, Mr. Kamion called attention 
to the current trend of discussion which 
deals largely with the “wholesale-retail” 
problem and the discount ‘house annoy- 
ance. He said the retail jeweler’s solution, 
however, continues to be in the direction of 
aggressive merchandising and sales promo- 
tion in the lower price consumer field of 
“Twenty Dollars and Under.” 

Said Mr. Kamion: “It’s the successful 
competition with rival outlets, though legiti- 
mate, such as department stores, drug 
stores, haberdashers, hardware stores and 
supermarkets, in which lies the road for 
prosperous operation.” . 

He declared that the retailer must be- 
come an advertising expert and know how 
to take full advantage of advertising costs 
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LEATHER CLOCK CASES 


#+11J—Sheepskin case—Black, 
Brown, Blue, Red, Tan, Green 
ccececcoocss. mapetene $7.68 
#223 Genuine Morocco Leather 
Case—Wine, Red, Black, Blue, 
trown, Green, Tan. K 
SOUP oarcncées 
=35J—Genuine Ecrase Leather 
with gold tooled border. Brown, 
Rose, Green or Light 
MOO séscee Keystone $13.00 

23%” and 25%” for Swiss and 
Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 630 Fifth Ave., New York 20 
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made for him, and paid by him in the cost 
of his inventory. “A certain amount of ad- 
vertising money is dropped at each jewel- 
er’s door step,” he stated. “It’s for him to 
pick up from there and make it work for 
him.” 


LEO KAMION 


‘A certain amount of 
advertising money is 
dropped at each 
jeweler’s door step" 





In concluding, Mr. Kamion said: “Watch- 
band sales which have tripled in sales vol- 
ume in recent years to attain approximately 
nine per cent of the jeweler’s total volume 
is a prime example of the public’s poten- 
tial response to the merchandising and ad- 
vertising in the “Twenty Dollars and Un- 
der’ consumer price range.” 

Among other speakers who addressed con- 
vention sessions were: Arnold Schiffman, 
immediate past president of the American 
National Retail Jewelers Association; Max 
Schwartz, technical advisor of Bulova 
Watch Co.; Lionel H. Braun, field mer- 
chandising representative of the Watch- 
makers of Switzerland, and Donald W. 
Leach, vice president and board chairman 
of R. Wallace & Sons Mfg. Co. 











UNBEATABLE VALUES 


WATER-RESISTANT 
ALL STAINLESS 
STEEL 


New, thin, A.S. ; 
ogee I a or yellow /S.B. with R.G.P 
ineca., rad. ial : 

an a ae Expansion Bracelet 


17 JEWEL 











Men's yellow R.G.P./f Lodies' yellow R.G.P. 


S.B., 17 jewel, A.S.§ S.B., 17 jewel, Font 60, 
with R.G.P. expansion § with R.G.P. expansion 
bracelet —in various § bracelet—also in round 


styles. 


or square shapes. 

















Fully Guaranteed 


All These 17 Jewel 
Giant Specials at... 


WATBR-RESISTANT 


© In Chrome/S.8..... $10.95 
© All Stainless Steei 

or Yellow/S.B...... $11.95 
© Jn Yellow 10K 

R.G.P./S.B. @eeeeeee $12.95 

Gift boxed. price tag & 
printed guarantee — $.75 extra 










Get these terrific sellers today—beat ‘the price- 
cutting competition with real promotional 
values. There's never been a buy like it. See 
our complete selection of highly styled, 
Competitively priced, promotional watches of 
guoronteed quality. 
Ask for our New full descriptive 
Catalog, immediately. 


Terms: Net 30 days to well-rated firms. Others, please 





send check, M.0O., er dep. for C.0.D. F.0.B. N. Y. 


CRYSLER WATCH CO. 


S80 Fifth Ave. 





New York 36,N. ¥ 











Cultured Pearls 


KIBITZ AND COMPANY 


IMPORTERS 


545 FIFTH AVE. NEW YORK !I7, N. Y. 
MUrray Hill 2-3432 
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IEWERIN Y 


DISDLAy 


14 West 23 St., N. Y. 10, N. Y. IDEAS 





Free! 32-page catalog of new 
jewelry window and store 
displays, fixtures, show case 
trims! Everything at low, low 
prices! Write or phone... 


WAtkins 4-6422 
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Another 


ERNEST BURG 
Oe ustiue 


for that hard- 
to - sell customer 
who has every- 
thing. Traditional 
imported German Filigree Jewelry — 
Necklaces, Earrings, Bracelets ard Pins 
in Sterling Silver and Sterling Gold 
Plated (Non-Tarnishable.) Only the ex- 
perience of Old-World Craftsmen can 
produce these breath-taking pieces of 
spider-web fineness. 


Memo Inquiries Invited 


ERNEST BURG, 29 East Madison Street 


CHICAGO 2, ILLINOIS 
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If you are a better store with 
a clientele that appreciates 
finer things... then you will 
be interested to learn more 
about our unusual 


(i, 


— NO INVESTMENT 


Here’s your chance to get New 
Business from old customers and 
New Customers for your store. 


Here’s how! Write to us for our 
complete plan. We will show how 
to get orders for Genuine Steel En- 
graved Wedding Invitations and 
Social Stationery. Our work is super- 





fine quality, exclusively. No finer 
in the field. 
Be the first in your City. . . write at 


once for complete plan. 


wit BORER s co. 


414 N. Twelfth Blvd. ¢ St. Louis 1, Mo. 


SINCE 1913 
ENGRAVED 


AND BUSINESS 
»TATIONERY 





* Available to Leading Jewelers who have 
the franchise for outstanding silver patterns. 
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CROTON ANNOUNCES PLANS FOR HUGE AD CAMPAIGN 











Lower photo: Among Croton we repre- 
sentatives present at the firm's recent sales 
meeting in New York were, left to right: 
Ben Mandel, southeast; Charles Weyrich, 
New Jersey; Irving Sadai, New York State; 
John Schmied, middle west, and Eli Sabel, 


The Croton Watch Co. will back the 
retail jeweler during the coming season 
with the most comprehensive advertising 
and merchandising program in its history, 
it was announced by Harold [. Horton, 
vice-president, Croton Watch Co., at their 
sales meeting in the Waldorf-Astoria, 
New York City. 

The 1954-55 campaign, Mr. Horton 
pointed out, has been especially designed 
to spark business right through the year 
instead of merely concentrating on the 
holidays. There will be extensive trade and 
consumer advertising, high lighted by a 


26-week advertising schedule in Life 
magazine, plus a complete merchandising 


package for vigorous point-of-sales promo- 
tion. An increased year ’round local con- 
sumer mat service will assist the retailer 
in his advertising plans. 


In announcing these plans, Mr. Horton 








New York City. Upper photo: Other Croton 

salesmen at the meeting were, left to right: 

Joe Cowan, west coast; Eamon Donahue, 

New York City; Roger Fliesbach, northwest: 

Robert Tamkin, Chicago, and Mike Stern- 
berg, southwest. 


said: “I firmly believe that this year will 
be a good year for the jewelry industry. 
The business is there to get—but the re. 
tailers will have to fight for it. We be. 
lieve that our program will be of great 
help for the local retailers both to direct 
the customers to their stores as well as to 
turn over their inventory faster.” 

Miss Sidni Zimmerman, advertising and 
merchandising director of the company, 
said that the program also will include 
motion displays and powerful direct mail 
pieces. Emphasis will be on fashion, the 
self-winding and waterproof watch themes. 

The salesmen were also apprised of the 
watch innovations to be featured by Cro- 
ton this fall. Croton has been named by 
the Phenix Watch Co. of Switzerland to 
distribute its complete line in the United 
States. 








McCague Named Vice President 
Of Cowell & Hubbard Company 


The election of H. B. McCague as vice 
president in general charge of merchan- 
dising of Cowell & Hubbard Co., Inc., 81- 
year-old Cleveland jewelry store, was an- 
nounced recently. 

The promotion of McCague, who has 
been associated with the company 40 
years in various phases of - merchandising 
and advertising, is one of three promo- 
tions made by the board of directors. 

This follows a decision by Stanley Ly- 
decker to retire as of September 1 as 


general manager. Lydecker, who has 38 
years’ service with Cowell & Hubbard 


will, however, continue as vice president 
for the purpose of consultation. 

Other newly elected officers are: J. G. 
Ost, for 45 years active in accounts, cred- 


its and other financial affairs, to vice 
president in general charge of financial 
matters, anc’ Harold H. Hubbard from 


years. 


sales work to secretary of the company, 
succeeding Ost. 

Harold Hubbard is the son of Sterling 
Hubbard, who continues as president of the 
company. The senior Hubbard has been 
associated with Cowell & Hubbard for 49 

















Tarnish Preventive 
SILVERWARE CHESTS 


Lined with Pacific Silver Cloth. Guaranteed 
fine quality. Prompt Service. Also Pacific 
Cloth rolls & bags 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


makers of silverware protection since 1926 














SCREW ORIVEN 
PIN VISES. 


ACON WATCH CROWN (0 
50 Eldridge St., New York 2, 


Manufacturers of Gold Filled i 
Sold through Wholesalers & Jobbers 
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Obituaries 








Thomas G. Fiore, 53, president of the 
Curtis Jewelry Mfg. Co. and vice president 
of the Vance Jewelry Mfg. Co., both of 
Providence, R. I., died July 28 after a 
long illness. He had been associated with 
hoth concerns approximately seven years. 
Besides his widow, survivors include a 
daughter, a brother and five sisters. 

Gerrard A. Franz, 42, manager of the 
Kay Jewelry Co. store in Charleston, 
W. Va., died July 23 of a heart attack. 
An Army major in World War II, he 
had been manager of the Kay store at 229 
Capito] St. for the past year. Surviving 
are his widow, a sister, and his parents. 

Ernest W. Frost, who until his re- 
tirement a year ago had operated a jewelry 
store in Syracuse, N. Y., for over 50 
years, died July 7 at his home in that 
city. Mr. Frost was former owner of the 
Ernest W. Frost jewelry store on E. Fayette 
St. In addition to his widow, he is sur- 
vived by three brothers and a sister. 

R. Keith Hubbell, 64, operator of 
Hubbell’s Jewelry Store, 6119 Easton Ave., 
St. Louis, Mo., died suddenly of a heart 
attack July 11 at his store. Mr. Hubbell 
had been in the jewelry business for more 
than 40 years. The deceased is survived 
by his widow, three sons and a daughter. 

Benjamin F’. Krasner, 57, founder and 
owner of the B. F. Krasner Co., jewelers of 
Flint, Mich., died suddenly on May 17. 
He is survived by his widow, a son and a 
daughter. 

Frank J. Krome, 63, a salesman for 
Cincinnati manufacturing jewelers for 
many years, died July 17 in Good Samari- 
tan Hospital in that city. He had started 
work at the age of 13 for Whitehouse 
Brothers, with whom he remained until 
1941, when he became associated with 
Litwin & Sons, Inc. During his career, 
he traveled extensively from coast to coast, 
prior to his retirement six months ago. 
Survivors include his widow, two brothers 
and a sister. 

Neal C. Stanley, 52, prominent jeweler 
of Ponca City, Okla., died August 4 in 
St. Anthony’s Hospital in Oklahoma City. 
Mr. Stanley was the owner of Stanley’s 
Jewelry Store which was established by 
his father, M. O. Stanley, in 1897. Neal 
Stanley joined his father in the operation 
of the business and continued its operation 
after his father’s death. Survivors include 
his widow, his mother, a son, a brother, 
a sister and four grandchildren. 





Julius D. Jacobs, 74, Dies; 
Cincinnati Wholesale Jeweler 


Julius D. Jacobs, 74, one of the best 
known and most highly respected whole- 
sale jewelers in Cincinnati, Ohio, died 
July 22 in Jewish Hospital in that city, 
following a long illness. A native of 
Cincinnati, Mr. Jacobs was president of 
D. Jacobs Sons Co. from 1910 to 1951, 
when he became chairman of the board. 
The firm had been founded by his father, 
David Jacobs, in 1870. 


FOR SEPTEMBER, 1954 





For many years, Mr. Jacobs had been K. 
an active member of numerous organi- 
zations, including the Masons, Elks, Eagles 





POLISHOOK & SON 


CORP. 


and Moose, but he had repeatedly declined 216 EAST 45th STREET 


to hold any office. This was true also of 


JULIUS D. 
JACOBS 





his long-time affiliation with the Whole. 
sale and Manufacturing Jewelers Associ- 
ation of Cincinnati. For more than 20 
years, until recently, he had greeted and 


NEW YORK 17, N. Y. 
VAnderbilt 6-1664 
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SELL and PROFIT with the 
POLISHOOK LINE 
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“Fidelity” and “First Lady” 


registered members and guests at the Nationally-known diamond engage- 
association’s annual picnic, and _ his ment rings, diamond and engraved 
counsel was sought frequently by associ- wedding rings, precious and semi- 
ation officers. precious stone rings, men's diamond 


Survivors include a_ son, Julius D. rings, fraternal rings, baby rings . 


Jacobs, Jr., secretary of the wholesale 


firm; a daughter, Mrs. Harold J. Effron; 


Manufacturers of 


two brothers, Edwin B. Jacobs, president “EVERYTHING IN RINGS”’ 


of the firm, and Arthur C. Jacobs; a sister, 
Mrs. Leo Bock, and three grandchildren. 
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The Platina Company 
21 North George St. 
York, Penna. 


Accepted... 


Pearsall, Salt Lake City. Nelson Page 
Charlotte. Reusilles, Red Bank. Albert's, 
Syracuse. Roger Briney, Kokomo. S. T. 
Little, Cumberland. Buckingham & Flippin 
Lynchburg. Henebry’s, Roanoke. J. A. 
Merrill, Portland. Hardy & Hayes 

Pittsburgh. Weeds Jewelry, Lake Mills. 
C. F. Reuchlein, Huntington. Boswell’s, 


man's, New Orleans. Vanderberg, 
Grand Rapids. Savitt, Hartford. 
Weida, Idaho Falls. A. B. Bixler, 


Mueller & New, New Brunswick. 
S. Christian, San Francisco. Sylvan 
Bros., Columbia. Baber, Ft. Wayne. 


Toledo. Cogburn, Panama City. 
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VOLUME GIFT 
LINE FOR FALL! 





Like famous ‘“BRIDAL PAIR’’ (tm), a fine 
quality yet fast-selling gift line . . . 
available in gift-packaged cuff link and 
lapel pin sets . . . or indi- $ 

vidual necklaces, earrings, 1-3. 
bracelets, key chain. a 


See Your Wholesaler! 


JEWELRY CO. 
52 Valley St., Prov., R. I. 











Featuring Genuine 


BLACK STAR 
SAPPHIRES 


Finest Cut Genuine 


BLUE SAPPHIRES 


GOLDEN, BLUE AND 
WHITE ZIRCONS 


Also Other Unmounted Stones 
WALTER S. ARNSTEIN 


| W. 47th St. New York 36, N. Y. 
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¢ Officers and directors of the New En- 
gland Guild, American Gem Society, met 
recently to outline plans for the coming 
season. As this issue went to press, Quen- 
tin McCaffrey, of Quincy, Mass., secretary, 
said that the first fall meeting, tentatively, 
will be held at the University Club on 
September 23. This will be a dinner meet- 
ing followed by the annual meeting and 
election of officers for 1954-1955. 

q The 10 teams of the Boston Jewelers 
Bowling League will begin rolling again 
on September 14 as the fall season opens 
at the Boylston Street Bowladrome. 

q When it comes to sports events, the soft- 
ball team of the Knight Jewelry Co., 711- 
712 Province Building, was leading the 
Boston Park Department’s Soft Ball 
League as this issue went to press—and 
with the end of the season in sight. 

q Richard Shreve, of Shreve, Crump & 
Low, who had planned to drive his 1913 
toy tonneau model Lozier in the U. S. team 
participating in the Anglo-American Vin- 
tage Car Rally in Britain on Sept. 4 to 11, 
was obliged to withdraw because of illness 
in the family. His car will be driven by 
Roderic Blood of Newton, Mass. The 
hands-across-the-sea project was well pub- 
licized in the Shreve show windows, with 
posters, oldtime auto plates, and acces- 
sories as display motifs. 

q Mr. and Mrs. Bernard R. Smith, of 
Smith & Zaff, 309 Jewelers Building, were 
badly bruised and shaken up, and their 
car was demolished, when struck by a 
truck in Wellesley, Mass., on July 31. Both 
were on the recovery list when this issue 
went to press. Mr. and Mrs. James Bridges, 
of the same firm, were involved in a slight 
auto accident in Dorchester, Mass., a few 
days before, but neither was injured. 

q The Manin Brothers firm, 709 Jewelers 
Building, dissolved its partnership early in 
July, but will continue under the same 
name in the same location. Meantime, on 
July 14, a new firm, known as J. Manin 
Sons, opened in Rooms 311-312, Jewelers 
Building. 

q Giacomo Cappabianca, formerly em- 
ployed with the Ross-Taylor, Inc., 717 
Washington Building, has purchased the 
Ernie Carlton Jewelry Store in Braintree, 
Mass., and will operate it. 

q Murray Jewelry Co., Quincy, Mass., 
moved during July from 1459 Hancock St. 
to a new place at 1511 Hancock St. 

q Mr. and Mrs. Elliott Engstrom and fam- 
ily, of Mahar & Engstrom Co., 405-411 
Jewelers Building, spent part of their vaca- 
tion on a trip to the Chateau Frontenac, 
Quebec, Canada. Miss Irene Purcell is a 
new typist for the office staff. 

q Increased population in the city of Mas- 
sena, N. Y., brought about by plans to 
extend the St. Lawrence Seaway, has 
caused Carbino’s Jewelry Store, there, to 
enlarge its quarters. 





NEW ENGLAND 


q Roy L. Spring, 706 Jewelers Building, 
reports the fishing “good, and bass jumping 
all over the place,” at his home on By. 
zards Bay. His son, Roy L. Spring, Jr., js 
now in the real estate business at Gray 
Gables, Buzzards Bay. 

q Another “spark” has been discovered 
in Boston jewelry circles. Ellsworth VW. 
Read, of Kettell, Blake & Read, 20) 
Washington Building, serves as lieutenant 
with the Wellesley Civilian Defense Corps, 
He was called on recently by Bernie Smith, 
of Smith & Zaff, when lightning struck 
home in Wellesley, next to Bernie’s, setting 
it on fire. The firm of Kettell, Blake 
Read has been installing an air-condition. 
ing unit. 

q.H. P. Zeininger, 811 Washington Build. 
ing, whose work with the diamond magna. 
scope has attracted wide attention, was 
written up in the June issue of J/lustrated 
Scence & Mechanics. Mr. Zeininger, who 
is now working on _ spectrum analysis, 
hopes soon to be able to photograph dia- 
monds and to index their true colors for 
the first time. Sample photos now show 
clearly the difference in value of single. 
carat diamonds, which range in price from 
$220 to $302. All flaws and color differ. 
ences are clearly defined. 

q “Cam” Burnap, salesman for the Nor- 
ling & Bloom Co., 808-809 Washington 
Building, is known as the “land baron” of 
Greenville, N. H., where he has recently 
purchased land and intends to build a 
home. “Cam” is back at work after a 
month of golf at the Oakville Country 
Club, Fitchburg, Mass. Meantime, Arthur 
S. Kelley, company treasurer, is off with 
Mrs. Kelley for three weeks of fishing—a 
week each at Colebrook, N. H., Tim Pond, 
Maine, and the Laurentides, in Canada. 

q Miss Jeannette Malcuit, of the book- 
keeping department, Thomas Long (Co, 
was married on August 15, and left the 
store to join her new husband, now with 
the armed forces. 

4 Mr. and Mrs. Sidney Cook, of A. Stowell 
& Co., are just back from California where 
they attended the wedding of “Sid's” 
brother, Charles S. Cook. 

4 Joseph Fahey, store manager of the 
Smith-Patterson Co., and “Bud” Elliott, 
attended the New York convention of 
ANRJA. Miss Joan Deibel, of the office 
force, and Miss Martha Lee, designer, both 
left to be married. Mrs. Margaret Johns 
ton has taken Miss Lee’s place. During 
the summer months, several of the store 
windows sparkled with what were labeled 
“Refreshing Ideas for Summer Entertain: 
ing”—specializing in china, glassware, sil- 
verware, and stainless steel. 

q Miss Winifred Bonai, bookkeeper with 
Lund Jewelers, Clarendon St., Back Bay, 
and a sister of Barbara Bonai, J. & 5S.» 
DeYoung Co., Washington Building, wé 
married on August 29. Following her honey- 


THE JEWELERS’ CIRCULAR-KEYSTONE 








moon, she will return to Lund’s as Mrs. 
Vander Velde. 
4 Mr. and Mrs. Leo C. Graham, the for- 
mer the vice-president and treasurer of the 
Bigelow-Kennard Co., have just returned 
from a long midwestern trip which took 
them through Ohio, Wisconsin, and as far 
west as lowa, where Mr. Graham took a 
little hand at harvesting the state’s famous 
tall corn—" acres and acres of it, eight feet 
tall,” he says. 
4A tray of diamonds valued at $3,167.50 
was stolen recently from the display coun- 
ter of Romm & Co., jewelers of Brockton, 
Mass. One ring, valued at $275, was found 
on the floor some distance from the dis- 
play case, but no individual had been 
observed in the store at the time the tray 
disappeared, said George Romm, president 
of the firm, who reported the case to the 
police and Pinkerton detectives. 
4 Over the week-end of July 11, thieves 
using a key robbed the firm of Dansi Jewel- 
ers, 1037 S. Water St., New Bedford, Mass., 
of $10,000 in rings and watches, but left 
untouched a safe containing diamonds and 
other expensive gems. 
4 Miss Grace Viada has joined the watch 
department of D. C. Percival & Co., 2nd 
floor, Jewelers Building, as sales clerk. 
4 Leon Heller, formerly associated with 
his father in the firm of Harry Heller & 
Son, 706 Washington Building, opened up 
a new place of his own on August 1, known 
as Leon Heller, Inc., and working in con- 
junction with Tours, Inc., 73 Providence 
St, Boston. The firm has the Avis rent-a- 
car agency, and also arranges sightseeing 
tours. It is planned to add radios and elec- 
trical appliances. 
{ Miss Esther Kaplan, formerly of Tucson, 
Ariz, is a new bookkeeper at I. Alberts’ 
Sons, 8th floor, Jewelers Building. 
(Henry DeScenza, nephew of Alfred F. 
DeScenza of the firm of Alfred DeScenza 
& Son, 609 Washington Building, and who 
is employed with the company, will be 
married in September. 
( Edward S. Page, of the M. S. Page Co., 
006 Jewelers Building, who was in an auto- 
— accident in Franklin, N. H., with 
Mrs. Page, and suffered two broken legs, 
has been convalescing at his home in Mel- 
rose, to which he was removed. Mrs. Page 
was not hospitalized. 
( During the summer vacation period, the 
quarters of the E. H. Saxton Co., 601-605 
Washington Building, have been complete- 
ly redecorated. 
( Hans Weiss, diamond setter, and for- 
gehen in Room 322 Province Build- 
a eed in with Arthur Jewett, 
er, at 807 Washington Building. 
ge Fischman, 506 Washington Build- 
& has added new showcases in his 
quarters, 
— Swartchild, of Swartchild & Co., 
= * spent several days at the Boston 
ranch during July, demonstrating a new 
timing machine. 
— W. Stranger of the firm of the 
fii i eee Washington Building, 
Ales ¥4 is summer in the woods 
“ ne as lls summer place at Truro, 
» Dlazing a new trail. 


( Frank DePrisco, 448 Province Building, 
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has placed Paul Cutrafello in charge of 
the store’s appliance department. Mr. 
Cutrafello is just out of the U. S. Marines. 
q Miss Phyllis Becker is a new bookkeeper 
at the Colton-Lewis Co., Inc., 703 Wash- 
ingtou Building. 

4 Russell Bradley, jeweler, has opened up 
new quarters in Room 613 Province Build- 
ing, now occupied by Carmen Fuschetti, 
jeweler, and James A. Silva, watch repair- 
man. 

q The firm of Douglas C. Woodman, Inc., 
has been installing new lighting fixtures 
in its quarters, Rooms 603-605 Province 
Building. Mr. and Mrs. Joseph A. Me- 
Laughlin, same address, spent the month 
of August at Atlantic City, N. J. 

4 Miss Doris Allen, of Trefry & Partridge, 
vacationed in Connecticut, and W. G. 
Smith, the same firm, spent his vacation 
on Cape Cod. 

4 The Phillips & Lucas store, Montpelier, 
Vt., now operated by Philip Brault, cele- 
brated its 100th anniversary during July. 
q John Browne, of Dedham, Mass., who 
retired four years ago from the jewelry 
business, died late in July. 

q Frank Stammars, jeweler of Maynard, 
Mass., died July 25. 





ALL THIS AND GAM, TOO! 





Rita Gam, glamorous film star, modeled a 
costly and attractive array of platinum and 
palladium jewelry at the recent ANRJA 
convention in New York. She's shown here 
wearing a unique “ear-brooch” by Marc 
Koven; a diamond wrist watch and diamond 
necklace, both by Lucien Piccard; and a 
diamond and pearl bangle bracelet by 
J. Gutschneider. 


Niagara Falls Merchants Stage 
‘Downtown Day’ Promotion 


Morey’s Jewelers, Inc., 126 Falls St., 
Niagara Falls, N. Y., joined with other 
downtown merchants in staging a highly 
successful “Downtown Day” promotion 
aimed at bringing a larger number of 
shoppers to the central business district 
of the city. 

So successful was the init‘’al venture, 
that the merchants’ association has 
decided to make “Downtown Day” a 
regular promotional event, using it 
periodically throughout the year. 

Participating stores took space in a 
double truck newspaper ad to feature 
“Downtown Day” specials, and radio spots 
also were used to promote the theme. 
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INTEGRITY 
DIAMOND 
RINGS 


Cordially invites 

all New England 
Jewelers to visit our 
show room 733, at 
the Parker House 
Gift Show, starting 
September 12th. 

See our complete line 
of displays, trays, 
mat services and 
replacement 
guarantee deal. Free 
useful gift to all. 


Louis F. Guiness, Inc. 
373 Washington St. 
BOSTON, MASS. 
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HAND-MADE FILIGREE 1/20 — 12KT 
HAND-CARVED IMPORTED 
GENUINE IVORY 


NECKLACES © BRACELETS ® EARRINGS 


Exclusive for fine retail jewelers 


\RWE DR, yy 


204 WESTMINSTER ST. Rovip ence RHOOE ISLAND. 














Well equipped modern Swiss Watch Factory 
turning out first class lever movements and 
watches (steel and gold) and novelties watch- 
line, seeks local exclusive agents capable of 
good turnover. Agents must advertise them- 
selves. Write to 


FLEURON WATCH CO. 
TRAMELAN, SWITZERLAND 
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A short white ago, NBC TV brought 
before the sports world the highly 
publicized ‘Miracle Mile” of the 
British Empire Games from Van- 
couver. This telecast, watched by 
almost 40 million Americans pitted 
Roger Bannister, the first man to 
crack the four minute mile, against 
John Landy, who surpassed Bannis- 
ter’s record-breaking effort. 


I received a tremendous thrill watch- 
ing Dr. Bannister, running like the 
Greek god who carried the news 
from Marathon, shift into high gear 
in the final stretch and shoot past 
Landy over the finish line. I couldn’t 
help marvel at the consummate ease 
Bannister showed in coming up with 
his shot-out-of-a-cannon FINISHING 
KICK. This was courage, skill, and 
perfection at its finest. 


In reaching for a comparison, I find 
that CIRCLE’S new and exciting fall 
line seems to be endowed with a 
shake-off-the-competition FINISHING 
KICK. Yes, as we approach the final 
selling stretch CIRCLE, famous for 
quality jewelry, dependability and 
right price is out in front. Here’s a 
jewelry line that puts you in the 
sales winners circle. 


By the way, we have our own Roger 
Bannister with a FINISHING KICK 
— RHODIUM the world’s’ record 
holder at keeping costume jewelry 
looking better longer. RHODIUM... 
the non-tarnishing, sparkling, dur- 
able quality finish puts the FINISH- 
en KICK to a great stretch-running 
ine. 


Remember our little “R’” man... 
that’s the sign of RHODIUM and 
CIRCLE. 


BEN GARTNER 
Sold Through Wholesalers Only 


CIRCLE 


Jewelry Products 

The House of Rhodium 
148 West 24th St., N. Y. C. 
Algonquin 5-3608 


Sales Office (By Appoint- 
ment): 303 Fifth Avenue 
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46 PHILADELPHIA 


q The American Gem Society recently 
awarded the title of Registered Jeweler to 
Anthony J. Melchiorri of Melchiorri’s 
Jewelers, 1246 N. 52nd St., Philadelphia. 
Mr. Melchiorri qualified for the title by 
successfully completing a comprehensive 
written examination on the science of 
identifying and evaluating diamonds and 
other gemstones. 

q An extensive air conditioning system 
was installed recently at the factory of J. 
L. Popowich & Son, manufacturers of 
Jewelite wrist watch straps at 802 Sansom 
St. According to Julius Popowich, pro- 
duction has increased 25 per cent and 
there has been virtually no absentees 
among factory personnel since the air 
conditioning was installed. 

q “When anything new comes out we try 
it,” says the owner of University Jewelers, 
3459 Woodland Ave., Philadelphia. He 
was talking of the large stock of items 
which this store is stocking heavily in 
preparation for the arrival of students. 
University Jewelers is across the street 
from the University of Pennsylvania 
campus. This fall, an increase in adver- 
tising in university publications is expected. 
And, for the first time, the jewelers will 
send a catalog advertising both jewelry 
and appliance items to members of the 
faculty and also those of the university 
hospital staff. 

q Despite the record-breaking heat wave— 
or maybe because of it since Victor’s 
Jewelers is air-conditioned—the dollar day 
sale at 6305 Woodland Ave., Philadelphia, 
the last week-end in July, was a very suc- 
cessful affair. “The store was crowded all 
day,’ reports one spokesman for the store. 
Results of the dollar day sale in Victor’s 
store at 3000 Kensington Ave., scheduled 
for August 6th, were not available in time 
to make this issue—but all indications 
showed that it too would be a success. 

q Barr’s seven stores in the Philadelphia 
retail trading area are backing up their 
“Diamond Theatre” on WFIL-TV, Channel 
6, with newspaper advertising. The “Dia- 
mond Theatre” is a weekly motion picture 
presentation. 

q Shoppers will miss Twenty-Seven-O-One 
Jewelers formerly at 2701 E. Allegheny 
Ave., Philadelphia. Frank Jaskiewicz the 
owner, reports that the building has been 
sold, the business is being liquidated at 
this writing, and, by the time you read this, 
he will be taking it easy. Mr. Jaskiewicz 
has not disclosed his plans for the future. 
q If plans go through as expected, this 
fall there will be more merchandise of all 
types for sale at Johnnie’s Fine Watch Re- 
pair Service, 1800 W. Montgomery Ave. 
For the past four years this store has been 
slowly developing from a repair shop to a 
full-fledged jewelry store. This summer 
plans have been made to accelerate this 
growth. 

q “We're going out and getting it,” says 
the Horowitz Bros. when asked what they 





are doing to bring in business. Advertising 
this autumn will concentrate on tie-ins 
with nationally known brands but the 
greatest business booster will continue to 
be this company’s outside sales force. The 
Horowitz store is located at 2822 W. Le. 
high Ave. 

q That impressive difference between the 
old store at 6435 Rising Sun Ave. and the 
new one at the same address is merely a 
new glass front. The entire store appears 
to have become more modern and enlarged 
since it has been installed. William J. 
Glatz tells us that a beautiful neon sign 
will soon follow. It will be inside, provid. 
ing colorful night lighting for the interior 
and, showing through the new glass front, 
will serve as an outdoor sign as well, ]t 
will bear the store name in modern, color. 
ful lighted letters. 

4 There’s far more on display at the Edward 
Farnan store, 101 S. 11th St., with an im. 
proved appearance and no additional stock 
or space. The trick is done with glass— 
glass panels instead of wood in the wall 
display cases. Early in the fall season, 
Farnan’s will add more sterling lines, gen. 
erally enlarging the sterling department., 
q Ben Rosenblum of 721 Sansom St. has 
returned to his store after recuperating 
from an operation at University Hospital. 
q Edwin Malmed, counsel for the Retail 
Jewelers Association of Philadelphia and 
Eastern Pennsylvania, announces that the 
annual dinner-dance, most popular of this 
organization’s activities, will be held Octo- 
ber 28th at the Warwick Hotel in Phila 
delphia. 

q Ratay’s Watch & Clock Hospital wil 
advertise for the first time in the Classified 
Bell Telephone Directory in the coming 
issue. The Ratay ad will be two and one 
fourth columns and will feature the repairs 
for which this store is well known. Ratay’s 
is at 1430 S. Penn Square. 

4 The Horological Guild of Philadelphia 
will see a most active season according to 
plans being completed by the officers at 
this writing. In addition to the usual 
scheduling of distinguished speakers, these 
plans include more refreshments and sé? 
ving as host to other groups. 

q Noticed at Bailey, Banks & Biddle in 
Philadelphia: men, men and more men 
studying the window number one exhibit 
of unusual clocks and timepieces. The 
women window shoppers were hovering 
around window number six, which was 
filled with novelty items of internally- 
carved plexiglass. 

4 Miss Marion Caulkis, formerly employed 
at Time Jewelers, 8 N. 12th St., recently 
purchased Ed Robert’s Hollywood Jewelers 
at 1536 Sansom St. and changed the name 
to Waring Jewelers. Hollywood Jewelers 
had been located on 16th Street just below 
Chestnut until Bailey, Banks & Biddle 
bought this building and remodeled it % 
create the very modern new building 
which this store is now located. Miss Caul 
kis carries on the “personal jeweler” theme 
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used by Roberts with the sentence: 
“Marion, your personal jeweler.” Not long 
after she took over the Waring store, a 
sian appeared in the window which at- 
tracted customers far more than the “new 
management” sign which was larger. The 
attraction read: “Customers Wanted—No 
Experience Necessary.” 

q In another clever tie-in with news-pub- 
licity, S. Kind & Sons had a tearsheet of 
Barbara Barnes’ column in The Evening 
Bulletin showing “Blue Plays Star Role... .” 
Beside the illustrated column was a dis- 
play of blue dinnerware identical to that 
in the newspaper. Surrounding it was other 
tableware and silverware with a_ placard 
advertising “Kind’s Silver Dollar Plan.” 

q Doglovers are beating a path to Guerry & 
Riester, 44 S. 16th St, where Hubert 
Riester, Sr., has displayed pictures of seven 
thoroughbred Rottweiler dogs—a specie of 
German dogs rather rare in this country. 
The dogs are owned by his son, Hubert 
Riester, Jr. 

q It was only 11:20 A. M. on the morning 
of Dollar Day when we telephoned En- 
right’s, Inc., at 3074 Kensington Ave. Jack 
Enright’s well modulated voice could hardly 
be heard over the rumble of customers’ 
voices. We asked him to repeat—but it 
still sounded the same—over 1000 pack- 
ages sold from the time the store opened 
until that late morning hour. Dollar Day 
is a yearly event at Enright’s and, it seems, 
each year it becomes more popular. The 
Day is sponsored by the local Business 
Men’s Association and is concurrently held 
in many stores in the neighborhood. Ad- 
vertising announces the event in local news- 
papers. 

q The jewelry store at 1407 Dickinson St. 

















operated by Joseph Sernicola will soon be 
painted a pastel sky blue. Joseph Serni- 
cola, himself, whose membership in or- 
ganizations thus far has been limited to 
activity in the American Legion, has de- 
cided to get around and make himself 
known in the interest of business. This 
fall will see him busy making new ac- 
quaintances—who can soon become cus- 
tomers. 


L. Sickles Sons Announce 
Dissolution of Partnership 
Moses L. Sickles, David J. Sickles and 


Louis Sickles, Jr., the three partners who 
operated L. Sickles Sons, Philadelphia 
wholesale jewelers at 914 Walnut St., an- 
nounced recently that the partnership has 
been dissolved by mutual consent. 

Moses L. Sickles has announced that the 
trade name and trade marks of the part- 
nership will be assigned to him. He will 
continue the business at its present loca- 
tion under the name Sickles & Co., Inc. 

It was announced that the firm will con- 
tinue its wholesale distribution of domestic 
and foreign watches and clocks, and also 
appliances, silverware, jewelry, radios and 
ciftwares. 


Romm & Co. Buy Quincy Store 


Romm & Co., Inc., jewelers of Brockton, 
Mass., have purchased the Goldner Jew- 
elry Co., Inc., of Quincy, Mass. The 
newly-acquired store is being completely 
renovated and is scheduled to open about 
September 15 under the name of Romm 
& Co. Al Krush will manage the Quincy 
store. 
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Winner in the jewelry store category of the annual display contest sponsored by the Electric 
Housewares Section of the National Electrical Manufacturers Association was Barr's Jewelers 


of Philadelphia. 


For the second consecutive year, Barr’s 
Jewelers of Philadelphia was a first prize 
winner in the annual electric housewares 
industry gift campaign display contest. 
The firm won top honors in the jewelry 
store category in the contest sponsored by 
the Electric Housewares Section of the 
National Electrical Manufacturers Ass’n. 
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Most of the windows submitted in this 


years competition incorporated _ gift- 
wrapped boxes as well as signs carrying 
the campaign slogan: “First Gift Choice— 


Electric Housewares.” They also contained 


other signs which were adaptations of the 
gift theme idea. 
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No. 1631 is a moderately priced eye- 
appealing ring with raised gold “G" 


in blue enamel and white enameled 
square, recessed on a matted top that 
has a blue enamel border — Plumb and 
Trowel side emblems in matted sunken 
background. 





No. 1626 is similar in design and 
colors to No. 1631, but with decorative 
border in polished gold. No. 1/778 
Masonic Lapel Button set with .02 fine 
white diamond. Of heavy weight white 
gold Rhodium finish, 
10K or 14K gold. An 
ideal presentation gift 
for the new Mason. 
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GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 














the Niash 
“CUFFMASTER,’ 


TRADE MARK 


the Anest 
cuff link 
back ever 
made 
for the 
Jewelry 
Trade 





Patented Design 155,535. 
Patented Construction 2,472,958. 
Infringers will be prosecuted. 


Available in gold, silver, gold filled, brass 
and other metals. 
Send for price list. 
NIASH REFINING CO. 


116 Nassau St., New York 38 


COrtiand? 7-4496 














WATCHMAKING 


REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 


LEARN 






1338-48 v. Somerset St., Phila. 

Write Dept."*K"’ lll'd Cetalog 
tn te eg Baldwin 9-1376 Est. 1894 
Sept. 22-May Arthur T. Johnson, Principal 
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Gterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 
used. 


We are also interested in co- 
Operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


JULIUS GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 
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Genuine Antiques and 
Antique’ Reproductions 





Sliverware — Gold ond plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Plotinum—filled 
and plated scrap. No consignment toe large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 1@ days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN‘'S 


114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 


ANTIQUES WANTED. 











“The House of Gaiendly Service” 


WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 


First & Washington, Springfield, Iil. 
ASK FOR “FAMOUS BRANDS BOOK" 


FOUR COLOR 
F 4 E E COUNTER SALES BOOK 




















210 





q The appointment of Brian H. M. Bowen 
as general manager of the Bowen Jewelry 
Co., Lynchburg, Va., was announced re- 
cently by C. W. Bowen, Jr., firm president. 
The new manager has been associated with 
the store since 1946 as advertising manager. 
A graduate of Virginia Military Institute, 
he served overseas during World War II. 
At present he is first vice president of the 
Virginia Retail Jewelers Association and a 
member of the Trade Marks and Qualities 
Committee of the American National Re- 
tail Jewelers Association. He also holds 
the title of Registered Jeweler in the 
American Gem Society. 

q The Berman Jewelry Co., operating a 
chain of jewelry stores in West Virginia, 
has opened its 15th unit at 218 Seventh 
Ave., South Charleston. The chain organi- 
zation, organized by Samuel Berman, es- 
tablished its first store in Charleston in 
1902. 

q Fred Swartz Wholesale Jewelers, ex- 
panding for the second time in three-and- 
one-half years, have moved to new and 
larger quarters in the ICT Building, Ervay 
and Commerce, Dallas, Texas. Owner Fred 
Swartz said the move took the firm from its 
former offices on the ICT Building’s sixth 
floor, to suite 1418 in the same building. 
Swartz, a pioneer southwestern diamond 
salesman, opened his diamond importing 
and wholesale jewelry business in Dallas in 
December, 1950. Recently the company 
expanded its two-state Texas-Oklahoma op- 
eration to include New Mexico, Arkansas 
and Louisiana. 





Baltimore-Washington News 


q Jules Morstein, head of the jewelry firm 
at Light and Cross Sts., Baltimore, was re- 
cently elected president of the South Balti- 
more Business Association for the ensuing 
year. : 

q Norman H. Labovitz of Diamond Jim 
Brady’s Jewelry Store, 106 N. Eutaw St., 
Baltimore, has been re-elected president of 
the Eutaw Street Business Men’s Associa- 
tion. This makes Mr. Labovitz’ third con- 
secutive term as head of the organization. 
q Mr. and Mrs. Marvin Greenberg of Green- 
berg Jewelers, 3530 Hanover St., Baltimore, 
celebrated their 10th anniversary on Au- 
gust 6. 

q Max Kohner, Inc., Baltimore wholesal- 
ers, are preparing their new 1955 catalog 
for distribution to the trade. 

q Emil Teitell, who formerly conducted a 
store at 2006 Edmondson Ave., Baltimore, 
purchased Jo-Ed Jewelers, located at 5916 
York Road, Baltimore, and is operating the 
establishment under the name of Jo-Ed 
Jewelers, Inc. Edgar L. Seifred, former 
co-owner of the original firm, is associated 
in the present setup. 

q Irving Berg, who for a number of years 
operated a jewelry store under the name of 
York Jewelers at 2902 14th St., N. W., 
Washington, D. C., is now conducting his 
business as Berg Jewelers at 525 14th St., 
N. W. 


THE SOUTH 


q Universal Jewelry Co., formerly at 63§ 
F St., N. W., Washington, D. C., moved 
recently to 707 7th St., N. W 

q Arthur Kirby of Saunders & Son, 629 
King St, Alexandria, Va., has announced 
plans for a store remodeling and other gen. 
eral improvements. Included in the plans 
are newly constructed show windows, new 
wall and floor cases and other redecorating, 
The store was closed from August 18 
through September 2 for the change-over, 
q Conrado Almalel, who at one time plied 
his trade as watchmaker and engraver in 
the Washington (D.C.) area, now conducts 
the Colony Watch Shop at 219 Main St., 
Annapolis, Md. 

q The Village Jewelry & Gift Shop, oper. 
ated by Edgar R. Rohde at 17 Hanover 
Road, Reisterstown, Md., had two new dis- 
play windows constructed at its premises 
to provide needed display space. 

q McCormick Jewelers, Annandale, Va,, 
improved their store to a great extent by 
the installation of adequately lighted wall 
cases. 

q William M. Wright, who opened the 
first jewelry store in Silver Spring, Md., 19 
years ago, announced plans to move from 
his present location at 8229 Georgia Ave., 
which he occupied for 15 years, to new and 
larger quarters at 8575 Georgia Ave., on 
the corner of Colesville Road. The move is 
expected to be made after September 1 and 
the store will feature an enlarged line of 
jewelry, silver, crystal and china. 





Tola Tumbleweeds to Hold 
Gala Party at Dallas Shows 


The Tola Tumbleweeds, an organization 
composed of jewelry sales representatives 
who cover the states of Texas, Oklahoma, 
Louisiana and Arkansas, will entertain 
jewelers who attend the forthcoming Dal- 
las gift shows at a huge cocktail party. 
The gala affair will be held in the Cen- 
tury Room of the Adolphus Hotel on Sun- 
day evening, September 5. 

The organization is making every effort 
to make the party one of the entertain- 
ment highlights of the shows. Jewelers 
wishing to attend the event are advised 
to contact a member of the Tola Tumble- 
weeds for tickets. 





Broer-Kapp Co. at New Site 


The Broer-Kapp Co., Inc., jewelers in 
Toledo, Ohio, for over 75 years, has 
moved to a new location at 612 Madison 
Ave. The firm was formerly located &t 
517 Madison Ave. 
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ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


S HOPKINS PLACE, BALTIMORE, MD. 
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Kalamazoo Jewelers Seek 
Regulation of Discount Houses 


Efforts to obtain legislation to regulate 
sales prices of fair trade items and prac- 
tices of catalog discount houses will be 
discussed at the next meeting of the Kala- 
mazoo (Mich.) Jewelers Association. 

Morris Miller, president of the organiza- 
tion, has called the meeting for Thursday 
evening, September 9, at the Columbia 
Hotel. 

Possible courses of action on the prob- 
lem will be outlined at the meeting by 
Francis E. Goldey, executive secretary of 
the Michigan Retail Jewelers Association. 

Mr. Miller said his group hopes to start 
action which will result in legislation 
both on a state and on a national basis. 
He declared that the catalog houses have 
several unfair advantages in business oper- 
ation, including not having to pay taxes 
on inventories such as are paid by other 
business firms at the end of the year. 





Landers, Frary & Clark 
Purchase Dazey Corp. 


Landers, Frary & Clark, manufacturer of 
Universal household appliances, New Brit- 
ain, Conn., has purchased the net assets of 
the Dazey Corp., St. Louis, Mo., for $1.- 
500,000, it was announced by Bret C. 
Neece, president of Landers, Frary & Clark, 
and William E. Gundelfinger, president and 
general manager of Dazey. 

Dazey makes non-electrical kitchen prod- 
ucts, such as magnetic can openers. The 
firm introduced the world’s first wall type 
can opener in 1925. The Dazey Corp. plant 
will be operated as a unit under its present 
management. 








Swiss to Distribute Free 
Watch Inspection Display 


An eye-catching three dimensional dis- 
play in full color will be distributed 
without charge by the Watchmakers of 
Switzerland to jewelers and watchmakers 
throughout the U. S. as part of the Swiss 
group’s Watch Inspection Time promo- 
tional effort. It points up the precision 
parts in a modern Swiss jeweled-lever 
watch, and is headlined, “Take Time to 
Keep Your Watch on Time.” 

A small side card, carrying out the 
“time” motif of the large display, ties in 
the display with the nationwide promo- 
tion. The centerpiece can then be used 
alone throughout the balance of the year 
in the store window or in-store at the 
watch repair department. 





Waste Treatment Plant Built 
By Oneida at Sherrill, N. Y. 


A new million dollar industrial waste 
treatment plant was recently opened at 
the firm’s factory at Sherrill, N. Y., by 
Oneida Ltd. The purpose of the plant is 
to protect the streams and lakes of the 
area from toxic wastes of the silverplating 
factory. Sherrill is located in the beautiful 
Finger Lakes region of New York. 

Oneida considers the plant a contribu- 
tion to the area in which it has lived and 
grown. 

The control panel is an interesting de- 
velopment of the new plant. The poison- 
Ous, contaminated wastes can be seen en- 
tering the decontamination processes and 
turning into clean pure water in which 
goldfish actually live and swim about. 





Nearly 130 Firms Display 
Latest Lines at Atlanta Show 


Beauteous Evelyn Ay, Miss America of 
1954, received a gl‘ttering salute from the 
Southern Jewelry Travelers Association at 
its ninth semi-annual show held in Atlanta 
on July 19-22. 

Miss America was the special guest of 
the jewelers’ show and she was presented 





Mrs. W. W. Bell (right), of Americus, Ga., 
is all smiles after winning a seven-day, all- 
expense-paid trip for two at the Montagu 
Beach Hotel in Nassau. Lovely Evelyn Ay, 
Miss America of 1954, is shown presenting 
Mrs. Bell with a replica of the airliner which 
will take her and her husband to Nassau. 
The trip was a “grand prize" awarded at 
the Atlanta show. 
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with many expensive gifts of jewelry, sil- 
verware and china from leading manufac- 





New officers of the Southern Jewelry Trav- 
elers Association for 1954-55 are, seated 
left to right: Murray Shure, Bulova Watch 
Co., vice president; Phil Wolf, Speidel 
Corp., president; Burly Sacks, Bristol Ring 
Co., secretary-treasurer. Standing, left to 
right: Charles Gause, Hamilton Watch Co.; 
Joseph N. Jackson, Fisher Silversmiths; Jack 
Daly, International Silver Co., and George 
C. Hitt, Jr., Parker Pen Co., all directors. 


turers. Her visit to Atlanta was arranged 
by the Speidel Corp., with Phil Wolf act- 
ing as host. 

It was stated that the Atlanta show at- 
tracted some 4000 buyers from 10 south- 
eastern states and that approximately 130 
manufacturers and distributors displayed 
their latest lines. 











LEO PEVSNER 
—DIAMONDS 


3.07 Ct. Em. Cut @ $900 per Ct. 
2.91 Ct. Em. Cut @ 675 per Ct. 
2.01 Ct. Marquise @ 350 per Ct. 
3.09 Ct. Round @ 675 per Ct. 
3.14 Ct. Round @ 375 per Ct. 
2.58 Ct. Round @ 550 per Ct. 
3.04 Ct. Round @ 300 per Ct. 
2.11 Ct. Round @ 400 per Ct. 
1.71 Ct. Round @ 320 per Ct. 
1.48 Ct. Round @ 420 per Ct. 
1.29 Ct. Round @ 275 per Ct. 
1.10 Ct. Round @ 200 per Ct. 


1 Ct. Sizes 
% Ct. Sizes 
Vo Ct. Sizes 
Vz Ct. Sizes 
V4 Ct. Sizes 
15 pointers 
10 pointers 

5 pointers 


From $175 to $500 per Ct. 
150 to 400 per Ct. 
125 to 350 per Ct. 
100 to 250 per Ct. 
100 to 225 per Ct. 
100 to 190 per Ct. 
100 to 190 per Ct. 
100 to 200 per Ct. 


Ladies Plat.Diamond Watch 2!4 Ct., $950 


From 
From 
From 
From 
From 
From 
From 


Above prices are net. 


LEO PEVSNER & CO. 
DIAMONDS 


5 South Wabash Ave. ¢ Chicago 3, Illinois 











GOLD 


and 


| SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 





( Before) 
(After ) 


Removing of Engravings 
Wm. Hertel & Co., Inc. 
Silversmiths & Platers 


17 W. 45th St. 
New York 36, N. Y. 


“36 years at the same 
address”’ 














For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work to 


Cooper's Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
PLleza 7-1740 























- HEADQUARTERS 
— for Nationally 
Known Lines 


Now in our own building with Greater 
Facilities for Better Service 





SESSIONS WATERMAN EVANS 
L 
SEMCA GEMCO aammeateune 
TELECHRON HAYWARD 
° INGRAHAM LATAUSCA DORMEYER 
VULCAIN REMINGTON OSTER 
ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 


and Many Others 
Catalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 
Wholesalers Since 1911 
325 West Madison Street, Chicago 6, 


Kony quality at 


a SAVINGS? 











"SECURITY" 


e QUALITY 
for ¢ FINE WORKMANSHIP 
e BEST SWEDISH STEEL 














ORDER FROM YOUR JOBBERS TODAY! 
OF GeO O88 Senet” Stats eer a ater st ara aha cy eines bes fF 
ott NEW s ‘i , © Fee, € PR hy 
Ry a ecto Pea = “° YARD ne Crore “3 ! 
4 RG: bit ae PAP Nad * I nN 
















WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Diais 


| MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 
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Our work costs no more 
than ordinary work ee 
BECKER-HECKMAN COMPANY 


29 East Madison Street, Chicago 3, Illinois 











The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 





HENRY PAULSON and COMPANY 


133 Se. WABASH AVE CHICAGO 3. i 


Pease send me tull iniormation covering the jeweuers 
Biggest Business Builder. the Paulsce Time-O-Grai 
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q The Jewelers Association of Greater 
Chicago expects a capacity attendance at 
a dinner to be held September 15 at the 
Standard Club. Many prominent manu- 
facturers and retailers are expected to at- 
tend to witness the installation of the as- 
sociation’s new president, Charles H. Gold 
of L. G. Rogers Jewelers, and other new 
officers. 

q Mr. and Mrs. A. C. “Doc” Wilson 
(Handy & Harman), their two sons, Bruce 
and Gary, and a young neighbor, Allen 
Mowette, really “roughed it” during their 
vacation in the deep woods surrounding 
Lac du Flambeau in Wisconsin. The rustic 
setting was perfect for relaxation and the 
fishing was excellent, but as “Doc” reports, 
“the biggest ones were those that got 
away. Robert Finn, who returned last 
November from his stint of military ser- 
vice with the Air Force, is now covering 
the southwest territory. His route carries 
him through Texas, Arkansas, Oklahoma, 





Kansas and Missouri exclusive of St. 
Louis. 
q Mr. and Mrs. Bernard Zell (Jacoby- 


Bender, Inc.) and their daughter, Leah 
Joy, 5, have returned from two weeks of 
westward travel, during which they visited 
the Colorado Mountains, the Rockies and 
Yellowstone National Park. 

q With deep regret we take note of the 
passing of another old-timer in the indus- 
try. Frederick William Kaiser, Sr., who, 
until his retirement a number of years 
ago, was the buyer and manager of Norris, 
Allister, Ball Co., died July 13 at the age 
of 88 in the Illinois Masonic Hospital. Sur- 
viving are three sons and three daughters. 
q Stein & Ellbogen Co. have added three 
new representatives to their sales force. 
Oscar Saindon for Illinois, Michigan and 
Wisconsin; Alan Friedman for Wisconsin 
and Minnesota; and Kenneth Cooper, who 
will cover Indiana, Ohio and Illinois. Mar- 
garet and Rudy Samuels are currently va- 
cationing on Crabapple Island in Fox 
Lake, [ll. Art Kuhfuss, of the Diamond 
Department, has returned from a vacation 
spent at his summer home at Powers Lake, 
Wis. 

q Elmer Barg of Wendell & Co. has re- 
turned from a fishing trip with the usual 
story of the big ones that got away. 

q One of the most extensive displays of 
precious metals and their products will be 
featured by Goldsmith Bros. Smelting & 
Refining Co. at the National Chemical Ex- 
position to be held in the Chicago Coli- 
seum, October 12-15. The display will fea- 
ture samples of gold, silver, platinum, pal- 
ladium, osmium, rhodium, ruthenium and 
iridium in their pure forms, as alloys, and 
as chemical compounds. 

q Stuart, son of A. Braude, and Kenneth, 
son of Ben Braude (Emil Braude & Sons), 
spent their vacations from the Wharton 
School of Finance getting practical experi- 
ence in the jewelry industry. Both went 
out on the road, calling on the company’s 

















CHICAGO 


customers throughout Wisconsin and Iowa, 
q Rudy Loonsten, associated with Son & 
Prins Co., has returned from an extensive 
six-week European trip. He spent several] 
weeks in the diamond markets of Antwerp 
where he found the market firm except for 
single cuts which were still easy. A week’ 
visit to Amsterdam enabled him to spend 
some time in the factory of their associate 
company, Benjamin A. Soep & Co. To wind 
up his journey, Rudy relaxed on the 
French Riviera before embarking for home. 
q T. Leonard Goodman and Leonard B. 
Lewy (Lewy & Goodman Co.) are back 
on the road showing many new and inter. 
esting items to the trade. Advance train. 
ing for this trip was two weeks of their 
favorite sport, fishing in Wisconsin’s fa. 
mous lakes. Christine Adams visited rela. 
tives in Winnipeg in the course of a two- 
week motor trip through Canada. 

q The Napier Co. has developed quite an 
effective publicity premotion by present- 
ing leading television and theatrical stars 
with selected pieces from their fashion 
jewelry line. These fashion jewels, worn 
and shown on many TV shows, have stimu- 
lated considerable favorable comment. Ty- 
ing-in with this program, they have pub- 
lished an eight-page, magazine-type bro- 
chure, Stars and Jewels, which contains 
photographs of stars (bedecked with Napier 
jewels, of course) and newsy bits of gos. 
sip about the personalities of stage, screen 
and television. Quantities of these 6 in. x 
9 in. folders are supplied to the retailers 
handling Napier jewelry. They in tum 
mail or give the folders to their customers. 
This well-integrated program of publicity 
and advertising has been so successful that 
the company is planning to come out with 
a second issue of Stars and Jewels in the 
near future. 





Long Wins Top Golfing Honors 
At Golden Roosters Outing 


The weatherman supplied a perfect day 
for the annual golf outing of the Golden 
Roosters of Chicago which was held June 
24 at the Sportsmen’s Country Club, At: 
tendance at the annual event exceeded all 
expectations. 

The scheduled events at the affair—golf, 
baseball game, initiation of candidates for 
membership and the dinner concluding the 
day’s festivities—all came off to the satis 
faction of everybody. 

Al Long (J. R. Wood & Sons) ran off 
with the top golfing honors; the “peddlers” 
defeated the “buyers” in the hotly com 
tested ball game by a score of 18 to 16 
and six residential and three non-resident 
candidates for membership were initiated. 

Candidates initiated at the outing were: 
Irving J. Miller (Comet Ring Mfg. Co), 
Paul Kelley (W. R. Cobb Co.), W. § 
Pierpont, Jr. (Hamilton Watch (), 
George Kouzmanoff (M. S. Traube (0), 
Robert M. Meyer (Bob Scheffres Co.), 
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Robert Groya (Jacoby-Bender, Inc.) ; non- Elgin American President | 


resident members: Joe Weiss and S. Jaffee 2 | 
(both with Tessler & Weiss, Newark), and Cites Sales Upsurge | 
Sol Goodman (Franklin Jewelry Mfg. Co., An upsurge in Elgin American sales, | . 
Newark). according to Allen B. Gellman, president, | 
is due to the firm’s aggressive advertising 


and merchandising program. He said, GENERAL LINE 
CJA's Annual Golf Outing “Pre-selling our so te through constant 
Draws Record Attendance ... advertising is keeping the Elgin Amer- VALUE AND ASSORTMENT 
ican brand name tops in preference.” 

Gellman also said that present sales SPECIALIZING 
levels were reached by addition of new 
products to the line, such as the auto- IN 


matic lighter, called “the world’s thinnest, 


world’s lightest lighter.” 
a 





The annual golf outing of the Chicago 
Jewelers Association, held on July 20 at 
the Elmhurst Country Club, set an all-time 
record for attendance, number of prizes, 
and good fellowship. Even the downpour 
of rain in mid-afternoon failed to dampen 
the spirits of the participants though many 
of the foursomes either failed to finish or 
came in off the 18th green thoroughly LIFE OF THE PARTY 
soaked. Indoor activities provided ample 
interest to finish off the day. 

Following the dinner, trophies (donated 
by F. H. Noble Co.) were awarded the 
winning golfers: member, low gross: Art 
Hoff (Fred Seltzer Co.) ; member, low net: 
Hall Gordon (Evans Case Co.; guest, low 
gross: Dick Sher (guest of Clinton Watch 
Co.); guest, low net: P. Darling (guest 
of Handy & Harman, Inc.). | 

Credit for the outstanding success of the | 
outing and the fine handling of the pro- 
gram was due to Bob Gottlieb (Frederick | 
M. Gottlieb & Co.), chairman of the golf During the recent National Jewelry Fair in | 
committee, and his coworkers: William Chicago, Life magazine entertained mem- 
Swartchild, Jr. (Swartchild & Co.), Al bers of the jewelry industry at a party. 
Greene and Adolphe Gundee (both of Shown above, left to right, are: Herb Stein 


Longines- Wit ; (Ronson Corp.); Irving Chayken, Hammond, 
TR. Sua a —— rer ee Ind., jeweler; Ina Hundinger (Life); Ralph 
oo De Roy, Pittsburgh jeweler, and Robert J. 











818 LIBERTY AVE. PITTSBURGH 





























WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 























— oe and Sol Cogan (Man- Gunder (Hamilton Watch Co.). Ran ry gg > AA 
“ | Dept. C Peoria, Hil. 
Students may enroll at any time of the year 
Fishman Buys Denver Store 
Lossau & Kramer Announce , 
Purch £A.B The purchase of Kay’s Better Jewelers, 

aw © - Braude Co. located at 1617 Welton St., Denver, Colo., 

Lossau & Kramer, manufacturers’ dis- was announced recently by Leon Fishman. T “ T + d 
tributors of jewelry, have purchased the Long active in jewelry trade circles, Mr. ils es = 
Adolph Braude Co., distributor of silver- Fishman started in the trade 19 years 
ware and clocks. ago with Rogers & Co. of Columbus, Ohio. | 

The acquisition of the Braude firm was In 1952 he became a partner of Rogers & Co. NYE e) LS 
announced recently by Herman J. Kramer, of Huntington, W. Va., a position he re- 

Lossau & Kramer partner. He stated that it tained for 10% years. After leaving Hunt- 

was part of a great expansion program ington, he again joined the Columbus Best for Watches and. Clocks 
which will enable Lossau & Kramer to offer branch of Rogers & Co., where he held a N [ } 

eo ge jeweler a complete selection of supervisory position and managed the | ever ce 

quality lines of j 33 : opening of new stores. 

decks jewelry, silverware and Pp You Down! 


——— 


| The Adolph Braude Co. was established — 
in Chicago in 1919 and sells to retail jew- | Tola Tumbleweed Association 





Wm. F. Nye, Inc.. New Bedford, Mass. 
































elers thro . 

Camel ughout the country. Elects First Slate of Officers | 

erving jewelers in the midwest and “4 Aan | . . . 
_ Lossau & Kramer was organized in Ben Kuhn was — "aes “a por ae | For Fine Quality Tarnish-Proof 
— by the late Harry J. Lossau and Tola Tusshleweed wonders “nS | | Silverware Chests Emco Silvercases 
erman J. Kramer, who has been associa- Association on June 6 at the first official | | Rolls & Bags Pacific Gift Paks 
ated with the jewelry industry for 42 | meeting of the group which was held at | Pacific Silver Cloth 

ears, | ¢ . a. | 
y a a . | the Stonleigh Hotel in Dallas, — a ! FUREKA MFG. CO., INC., TAUNTON, MASS. 
4 r. Aramer pointed out that no changes | organization 1s composed of jewelry sales | makers of silverware Protection since 1926 
In personnel of either company are con- representatives who cover the states of | Send for new illustrated leaflet 
templated at this time. The newly-pur- Texas, Oklahoma, Louisiana and Arkansas. | aR 
chased firm will remain at its present loca- | Other officers elected were: David Or- | 
hon, 29 E. Madison St., and will retain man, first vice president; Frank Teagarden, | a 
its name. Loss = : . . . 4 SPECIAL th JEWELRY 
ossau & Kramer are located second vice president; Dick Jacobs, Our 

at the same address. secretary, and Ray Teguns, treasurer. ORDERS year REPAIRING 
— plans for the new division in- Named to the board of trustees were: | 
— issuance of a new and enlarged cat- Emil Burger, Harris Burrows, John Dolan, | 
— in the fall which will contain the Jeff Ferguson, Arthur Harris, Karl Kahn, | 

ines of merchandise for which both com- H. Warner King, Lewis Sterling and Fred | 33 ty WABASH AYVE.CHICAGO 2, 
panies have been noted in the past. Swenson. | 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 





THE GERWE BROWN CO. 
CINCINNATI ° DALLAS 

















SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 





434 ELM ST. CINCINNATI, O. 











r——A basic book for jewelers 


A Field Guide to 
Roeks and Minerals 
by Dr. Frederick H. Pough 
Welcomed as the best field guide pub- 
lished, this compact book, one of the 
famous Peterson series, is usable any- 
where in the world. It emphasizes imme- 
diate identification in the field but in- 
cludes new testing procedures, sections 
on mineral environments and crystallog- 
raphy, a glossary, and 254 photographs, 
72 in full color. 
$3.75 POSTPAID 
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100 E. 42nd St., New York 17, N. Y. 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
| compare 


Distributors of Nationally Known Lines. 
THE D. JACOBS SONS CO. 


HMOLESALE JEWELERS SINCE 1873 











w 
325 E. Central Parkway, Cincinnati, Ohio 








You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division of Harry Greonwold Co. 

31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 

50 years of SERVICE PLUS 


Write for our new 
1954 Catalogue 
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q Because the Edwards Building, an old 
downtown landmark at 528-30 Walnut St., 
is to be demolished for a parking lot, 
several jewelry manufacturers in the build- 
ing have moved to other quarters. Faigle 
Brothers are now in the Palace Theater 
Building 12 E. Sixth St.; William B. 
Solar is located at 514 Main St., and 
Schira Brothers are now at 434 Elm St. 
The Roeart Co., manufacturer, Cliff Roeder, 
owner, has moved from a suburban location 
to the downtown Keith Building. 


q Recent business trips were made by 
George W. Schwab, manufacturer, 534 Vine 
St.; Lars Olsen of the Flanagan-Kovac 
Co., wholesalers in the Enquirer Building, 
and William Jacobs, Norbert Meehan, 
Chester Stroud, Peter Andres and Al 
Wehry of D. Jacobs Sons Co., whole- 
salers at 325 E. Central Parkway. 


q Frank G. Herschede has been elected 
treasurer of the Frank Herschede Co. A 
grandson of the founder of the 77-year-old 
retail firm, he joined the company last 
October as sales manager. His brother, 
Mark P Herschede, was re-elected presi- 
dent. 


q Vacationing recently were Howard 
Rosfelder of Rosfelder Brothers & Co., 
manufacturers at 413 Race St., to Lake 
Erie; Elmer Albers of Albers & Hane- 
kamp, Inc., manufacturers at 5 E. Fifth 
St., to California; Ralph E. Goebel, whole- 
saler in the Provident Bank Building, to 
Canada for fishing; Cherrington L. Fisher 
of the Harry Greenwold-Wallenstein 
Mayer Co., to Michigan; Edwin B. Jacobs, 
president of D. Jacobs Sons Co., whole- 
salers, to Maine; George E. Brown of the 
Gerwe Brown Co., wholesalers at 817 Main 
St., and his family, to a Lake Erie spot; 
Frank Remke, jewelry buyer for the same 
firm, to Daytona Beach, Fla.; John Schira, 
Jr., of Schira Brothers, manufacturers, and 
Albert Huber, jeweler for the firm. 


q Robert Stocker, salesman for Rosfelder 
Brothers & Co., manufacturers at 413 Race 
St., recently welcomed home his daughter- 
in-law, Mrs. Robert Stocker, Jr., and her 
baby son, Tommy. Mrs. Stocker had spent 
a year in Germany with her husband, who 
is in the Army, and scheduled to return 
to this country next March. 


q The Victor Corp., 205 E. Sixth St., has 
expanded its plant facilities, and two new 
employes are Albert Murrell, jeweler, who 
formerly had his own shop, and Vincent 
Minutolo, jeweler and polisher, formerly 
with the Gruen Watch Co. 


q Charlton C. Wright has been named 
secretary and controller of D. Jacobs Sons 
Co., wholesalers. He succeeds Arthur 
Hirschfield, who retired July 1 after 45 
years with the firm. 


q Morris Edwards was re-elected president 
of the Gruen Watch Co., after stockholders 
elected four new directors in addition to 
the seven incumbents. John R. Bullock 
continues as board chairman. 





q Albert E. Wehry, a long-time jewelry 
salesman, is now covering the Indiana and 
eastern Illinois territory for D. Jacobs Sons 
Co., wholesalers. Norbert T. Meehan, g 
company salesman, is now also coordinator 
of purchases, to insure a balanced inven. 
tory. 

q Charles E. Haberman of Haberman 
Sales Co., wholesalers at 31 E. Fourth St,, 
staged a private showing for customers in 
Toledo, O., in late August. 

q Maury Solomon of D. Jacobs Sons Co, 
won the Barduck Ringmaster golf trophy 
with low score at the recent Indiana Retail 
Jewelers Association convention at French 
Lick. 

q His many friends here were glad to hear 
recently from Edward Whitman, who was 
vacationing in Michigan. He was a former 
salesman for the Herschede Hall Clock 
Co., but is now retired. 





Michigan Horologists 
To Meet in Grand Rapids 


The Morton House in Grand Rapids 
has been chosen by the Michigan Horo- 
logical Association as the site for its an- 
nual convention. The one-day event will 
be held on Sunday, September 12. 

Meeting in conjunction with the Michi- 
gan group will be the Horological Insti- 
tute of America which will hold its mid- 
season conference. The HIA board of di- 
rectors will be guests of the state horo- 
logical association at its convention. 

Two cash prizes will be awarded at the 
affair for the best drawings of an escape 
ment or other interesting unit made by a 
watchmaker. A cash prize will also be 
awarded for the most interesting display or 
collection of watches. In addition, a num- 
ber of handsome and valuable prizes will 
be presented at the dinner-dance that will 
conclude the convention. 





Death Takes Max Getz, 58, 
Prominent Cincinnati Jeweler 


Max Getz, 58, widely known retail 
jeweler and philanthropist of Cincinnati, 
died suddenly of a heart attack on July 
23, while dining with his wife in 4 
restaurant. A native of the Ohio city, 
Mr. Getz was a veteran of World War], 
after which he founded the Mayor Jewelry 
Co., with stores in Hamilton and Dayton, 
O., as well as his home city. He sold his 
interest in the retail chain in 1952, but 
remained active in other businesses, 
including an Indianapolis jewelry firm. 

Mr. Getz was a director of the Diamond 
Council of America, a member of the 
board of governors of the Hebrew Union 
College, Cincinnati, and was associated 
with several other organizations. Other 
survivors are four brothers and _ three 
sisters. One of the brothers is Jack Getz, 
president of Getz Jewelers, operators of 
a chain of retail stores in Cincinnati. 
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Executive Appointments 
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Two Elgin Executives 
Promoted to New Posts 


Two promotions of Elgin National 
Watch Co. executives were announced re- 
cently by William M. Brandes, vice presi- 
dent in charge of manufacturing. 

Wenzel M. Wochos has been appointed 
manager of watch case manufacturing for 
the Wadsworth division at Dayton, Ky. He 
ig succeeded as manager of the firm’s ord- 
nance plant in Elgin, IIl., by Richard H. 
Brandes, former assistant. 
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RICHARD H. 
BRANDES 





WENZEL M. 
WOCHOS 


Since 1941 Wochos has been, succes- 
sively, a research engineer, operations 
manager, and plant manager with the 
watch company. Brandes, a native of El- 
gin, joined the company in 1941 as a tech- 
nical employee and advanced through 
various foreman capacities to assistant 
manager of the ordnance plant. 


Named 
Merchandising 
Mor. of 
Esmond 
Associates 


JERRY 
GEWIRTZ 





Jerry Gewirtz, formerly executive editor 
of Jewelry, has been appointed director of 
merchandising at Esmond Associates, Ltd., 
advertising agency of New York City. 

Miss Gewirtz, who has been intimately 
associated with the jewelry industry for 
over 10 years, was previously managing edi- 
tor of a national liquor magazine and prior 
to that time, publicity director of Alexandra 
de Markoff cosmetics. 


Sessions Clock Names Lee 
Manager of New Division 


The establishment of a new Industrial 
Products Division was announced recently 
by the Sessions Clock Co. This Division 
consolidates all former sales activities for 
clock radio timers, clock movements and 
industrial timing motors, according to 
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Douglas A. Lapham, marketing manager. 
Vernon A. Lee has been named manager 
He was formerly manager 


of the Division. 
of the Clock Timer Sales Division. 


VERNON A. LEE 


Mor. of 
Industrial 
Products Division, 
Sessions 
Clock Co. 





Harlan L. Reycroft, former manager of 
the Industrial Movement Sales Division, 
has been appointed field sales manager 
responsible for the Division’s sales activi- 
ties. Knowlton H. White has been named 
sales engineer. 


Named 
Assistant 
Treasurer 

of Elgin 
National 
Watch Co. 


GEORGE J. 
DALY, JR. 





The appointment of George J. Daly, Jr., 
as assistant treasurer of Elgin National 
Watch Co. was announced recently by 
J. G. Shennan, president. 

Mr. Daly, a native of Philadelphia, was 
a consultant to the secretary of the Army 
for the past year-and-a-half. After four 
years with the Army Air Forces during 
World War II he was comptroller and a 
director of the Dorville Corp., Philadel- 
phia, returning to active service for several 
months in 1952 in the office of the Army 
chief of finance. 


New Edwin Freed Catalog 
Ready for Distribution 
Edwin Freed, Inc., 14 W. 23rd St., N. Y. 


10, has announced that its new 32-page 
catalog is ready for distribution, free of 
charge. It contains beautiful photographs 
of more than 1500 items that are all year 
round sales getters and is described as the 
largest and most complete ever published. 
Many of the sales helps are animated. 
The firm has also issued a 12-page sup- 
plement consisting of Christmas trimmings 
and displays, including three dimensional 
displays. There is also a swatch sheet con- 
taining actual swatches of a large variety of 
Christmas fabrics for trimming window 
platforms, backgrounds, and show cases. 














INVESTMENTS 


For casting gold, 
silver, platinum 
and other non- 
ferrous metals. 





SURGICAL BLADES 
AND HANDLES 


Blades and han- 
dles for heavy 
and fine cut- 
ting of rubber 
molds. 











STEEL FLASKS 
Sheet 18-8 Stain- 
less steel. Avail- 
able 2%” o.d. 
up and heights 
2%” up. Rub- 
ber sprue bases 
stocked in all 
sizes. 





WAXES 
Waxes to meet 
all your pattern 
requirements. 


 \ 











CRUCIBLES 
Gold, Silver and 
Platinum casting 
crucibles for all 
standard jewelry 
casting units. 
Crucibles also 
available for 
melting. 





plete details — 








Write for CATALOG #52 
and new casting supply 


We can offer you prompt deliv- 
ery on our complete line of cast- 
ing supplies including equipment 
materials and accessories. You'll 
save time, paperwork, and money 
when you utilize our complete 
One source of supply. For com- 













NOW — for Christmas 


Weston’s Beautifully 
Sculptured Religious 
jewelry will boost your 
holiday sales. In both 
Sterling and 14kt gold 
from $1.50 to $90.00 
Keystone. Emblem car 
keys in Bronze, 
Sterling and 14kt nelld. 
$3.00 to $60.00, Key- 
stone. Send today for 
8 page illustrated cat- 
alog. Weston’s the 
Year-around line. 


THE BROTHERS Co. 


1707 Berkeley St. Santa Monica, Calif. 


SALESMEN: 


High income sales representatives for the 
Weston line wanted in several major areas. 
Non-conflicting lines agreeable. Line salable 
in retail jewelry stores, better department 
and men’s stores. Full particulars. 


THE BROTHERS CO. 




















ZODIAC CLASSICS 
by Paul Klepa 





Three Dimensional effect, carved Crystals set In 
Sterling Silver. Charms, Earrings, Cufflinks. 
Write for complete price list. Jobbers Invited. 
KLEPA ARTS 
8628 Melrose Ave., Los Angeles 46, Calif. 

















importers of 
ENGLISH CHINA 


ond 
EARTHENWARE 
Stock and Impert 


FONDEVILLE & CO., INC. 
149 5th Ave., New York 16, N.Y. 
AL. 4-0104 




















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Biack Baselt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East S4th Street New York City 

















MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
*AASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


Avenue New 
Mart, Ch: 


GIFT AND ART 
NOVELTIES 


225 Fifth York 
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q The board of directors of the California 
Retail Jewelers Association met at the 
Palace Hotel, San Francisco, on Sunday, 
July 11. The meeting was presided over 
by President Martin R. Thomas and par- 
ticipating directors included: First vice- 
President Vernon Jolley, Julius Loeb, John 
Machado, John J. Loretz, and Robert G. 
Seamans, executive secretary. Among the 
subjects discussed was the Sixth Annual 
Western Jewelry & Silverware Show which 
is sponsored by the California RJA. Also 
announced was the plans for an extensive 
membership drive to be inaugurated by the 
executive secretary after the show. 

qOn July 7, the Southern California trustees 
of the Golden Nuggets met in Los Angeles 
with Hans Bagge presiding and Edward 
Endman, Paul Branyen, Harry Winning 
and Herb Mitchell attending. The resigna- 
tion of Dick Abrahams as treasurer was 
accepted and Ralph Gomez elected to re- 
place him. Dick Abrahams replaced Ralph 
Gomez on the board of trustees. It was 
also approved that Harry Winning of the 
Ball Co. be elected to serve as assistant 
secretary, replacing Morton Reynolds. 

q The Los Angeles office of Longines-Witt- 
nauer Watch Co., Inc., announced the 
resignation of Stanley Kirk, Western Divi- 
sion sales manager, effective December 31, 
1954. Mr. and Mrs. Kirk are contemplat- 
ing an extended European tour and expect 
to be away from this country approximately 
six months. 

q George William Graybeal, 75, retired 
Escondido jeweler, died July 28 at his 
home. A month ago he and his wife re- 
turned from an extended trip around the 
world. Mr. Graybeal was a past president 
of the Rotary Club and a former member 
of the Library Board. He is survived by his 
widow, Nellie; and a brother, Arthur. in 
Oklahoma. 

q Spencer Orgell, Silversmiths, held a pre- 
view opening of their new and enlarged 
store at 9672 Wilshire Blvd., Beverly Hills, 
on Tuesday, August 3. 

4A $100,000 gown studded with cultured 
pearls was to be part of the collection of 
pearls of the Imperial Pearl Syndicate to 
be displayed August 31 through September 
6 at the Pan-Pacific Auditorium in 
Glamorama, the first world’s fair of fashion 
and beauty. Designed as a new type of 
market week, Glamorama was planned to 
feature exhibits by manufacturers of all 
phases of glamour, from lipstick to the 
most expensive of jewels and furs. More 
than 250,000 persons are expected to at- 
tend. 

q Cliff Lee, formerly of North Hollywood, 
opened a new jewelry store at 1029 Eye 
St., Modesto. 

q Walter Scott recently opened a new 
jewelry store at 733 A St., Eureka. It 
will be known as Scott’s Jewelers. The 
opening was celebrated by awarding of 
prizes to visitors. 

q Forsyth Jewelers, operated by Mr. and 
Mrs. Lester V. Forsyth and their son and 














Mr. and Mrs. 
Forsyth, was recently opened at 214 North 


daughter-in-law, Roger DPD. 
Hill St., Oceanside. 

q D. G. Lieberman and Arthur A. Engel] 
have acquired control of the Brothers Co., 
Santa Monica, Calif., national distributors 
of the Weston line of religious medals and 
other fine jewelry. A greatly augmented 
national sales organization plus an aggres- 
sive advertising and promotional program 
are the immediate objectives of the new 
partners. D. G. Lieberman is the immediate 
past president of the Jewelers 24 Karat 
Club of Southern California, and has taken 
a part in the jewelry business, both as a 
retailer and distributor, for many years, 





improved Supply of Nickel 
Ends Need for Renewed Controls 


A sturdier nickel supply, coupled with 
the somewhat reduced volume of plating 
orders, has just about ended the volume 
of nickel complaints to government con- 
trol officials. 

Business and Defense Services Adminis- 
tration now reports that complaints from 
nickel users have all but vanished in re- 
cent weeks. This reflects the improved sup- 
ply situation and the reduced demand. 

The threat of renewed controls 
nickel has also evaporated because of the 
improved situation. Control officials in 
Washington said they have no intention of 
recontrolling the metal in the foreseeable 
future, except in time of @ a war "emergency. 


over 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 














27 ARABIA CHINA 


Set Compositions 
and Open Stock. 
Ceramic Artware 


= NOTSJOE CRYSTAL 


Stemware, Tumblers and Artware 
Ilustrated literature available 


WAERTSILA CORPORATION 225 Sth Ave.,N.Y.10 


CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, NW. Y. 


HALLCRAFT 
Americas Fastest Selling 
D Illustrated Literature Available — 


MIDHURST CHINA CO. 
129 FIFTH AVE. * NEW YORK 3, N. Tf. 
15-125 Merchandise Mart, Chicago, III 
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September 


9.12—Oklahoma Home Accessories & 
Gift Show. Biltmore Hotel, Oklahoma City, 
Okla. 

5-7—Omaha-Midwest Gift Show & Super 
Merchandise Fair, Hotel Paxton, Omaha, 
Nebr. 

5-7—Ohio Retail Jewelers Association, 
Annual Convention, Netherland Plaza Ho- 
tel, Cincinnati, Ohio. 

5-9—Dallas Gift Show, Baker Hotel and 
Santa Fe Building, Dallas, Texas. 

5-9—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

5-9—Detroit Gift Show, Hotels Statler 
and Sheraton-Cadillac, Detroit, Mich. 

12—Michigan MHorological Association, 
Annual Convention, The Morton House, 
Grand Rapids, Mich. 

12—Retail Jewelers Association of Mis- 
souri, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

12-14—Minnesota Retail Jewelers Asso- 
ciation, Golden Anniversary Convention 
and Eighth Annual Jewelry Trade Show, 
Nicollet Hotel, Minneapolis, Minn. 

12-15—Ok!ahoma Home Accessories & 


Gift Show. Oklahoma Biltmore Hotel, 
Oklahoma City, Okla. 
12-13—Indianapolis Gift Show, Hotel 


Claypool, Indianapolis, Ind. 

12-16—Parker House Gift 
House. Boston, Mass. 

13-17—Boston Gift Show, 
Boston, Mass. 

19—Connecticut Retail Jewelers 
ciation, Annual Convention, Waverly Inn, 
Cheshire, Conn. 

19-20—Michigan Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Hayes, 
Jackson. Mich. 

19-20-—lowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des Moines, 
Des Moines. Iowa. 

19-22—Cincinnati Gift Show, Netherland 
Plaza, Cincinnati, Ohio. 

23-26—Denver Gift & Jewelry Show, Ho- 
tel Albany. Denver, Colo. 

25—Manufacturing Jewelers Sales Asso- 
clation. Second Annual Dinner-Dance. 
Sheraton-Biltmore Hotel, Providence, R. I. 

26-29—Cleveland Gift Show. Hotel Stat- 
ler, Cleveland, Ohio. 

26-29—Fifth Miami Gift, China, Toy & 
Novelty Show, McAllister Hotel, Miami, 


Fla. 


Show, Parker 
Hotel Statler, 


Asso- 


October 


2-4—Florida State Watchmakers Associa- 
tion, Ninth Annual Convention, Hotel 
George Washington, Jacksonville, Fla. 

6—Greater Washington Retail Jewelers 
Association, Annual Banquet, Shoreham 
Hotel, Washington, D. C. 

10-13—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 
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13—Greater Washington Retail Jewelers 
Association, Seventh Annual Banquet, 


Shoreham Hotel, Washington, D. C. 


Promoted to 
New Post at 
Elgin American 


ROBERT E. 
HEDSTROM 





The appointment of Robert E. Hedstrom 
as advertising and sales promotion man- 
ager of Elgin American, Elgin, Ill., was 
announced recently by Allen B. Gellman, 
president. 

Formerly assistant advertising manager, 
Mr. Hedstrom succeeds Dale Mehrhoff who 
joined the Russell M. Seeds Advertising 
Agency in Chicago. 


Lenna Jewelers at New Site 


A move to new and larger quarters was 
made recently by Lenna Jewelers, Inc., of 
Evanston, Ill. The jewelry store, formerly 
located at 1619 Sherman Ave., has moved 
one block north to a new location at 1716 
Sherman Ave. 
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Jewelry Making 


For Tradesmen and Craftsmen 


Jewelry making is one of the oldest, most fascinating and respectable of 


crafts. It is the purpose of this series of articles to present to both beginner 


and advanced craftsman, practical methods of making hand-made jewelry. 


Part V—Casting 


J EWELRY can be reproduced quickly, exactly, 
and practically by several casting methods. The three 
important methods of casting jewelry are: sand, cuttle 
fish, and centrifugal. The centrifugal method is the most 
recent development (since 1937) and it has greatly 
influenced and changed the design and manufacture of 
jewelry. It can also be used for casting platinum, where- 
as platinum cannot be cast in sand or cuttle fish. Sand 
and cuttle fish casting are rarely used commercially to- 
day; however, they still have historical, educational, and 
therapeutic values, and for these reasons they shall be 
discussed first. 


DIFFERENT CASTING METHODS 


In all casting methods, reproductions are made from 
a model. The model must be made accurately and 
slightly larger than the desired casting, for allowances 
must be made for metal shrinkage and for filing and 
polishing. 

Keep water away from molten (melted) metals. Water 
hitting the hot metal will form steam and the metal 
will spatter.’ It is advisable to wear safety glasses when 
melting metals. 

The weight of the required metal can be determined by 
weighing the model and then adding a little extra metal 
to this weight. When melting the metal add a little borax 
to the crucible to keep the metal from oxidizing. For 
sand and cuttle fish casting, the metal may be melted in 
a hand crucible; for centrifugal casting, it is melted in 
the crucible attached to the machine or in a larger 
furnace type crucible and then poured into the ma- 
chine’s crucible. 

After casting, pickle all objects to remove oxides and 
foreign matter. The models for sand and cuttle fish 
casting cannot have undercuts, for if they do they cannot 
be removed without breaking the sand or cuttle fish. 
Models for centrifugal casting can be very intricate and 
have undercuts: the reason for the method’s popularity. 

The sand used is very fine “French” sand (Albany 
No. 00). The sand is mixed (tempered) with water, 
olive oil, or glycerine to hold it together. Properly 
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tempered sand when squeezed in one’s hand should not 
ooze water or oil and then when broken in half by hand 
should part sharply. The sand can be kept in a wooden 
box or stored in a metal container after being used. 

Water must be added constantly and mixed thoroughly 
with the sand to keep it properly tempered; oil will not 
evaporate from the sand and therefore should be added 
only occasionally. Water tempered sands are superior. 

The sand is packed into a flask. The flask has two 
parts: one with pins, the drag; one with holes to receive 
the pins, the cope. Packing is best done on a flat piece 
of steel or marble—called the mold surface. 

Cuttle fish casting was very popular before centrifugal 
casting was perfected. It still has educational values and 
occasionally it can be used for quickly casting rough 
models and simple pieces that haven’t any undercuts. 

The cuttle fish is actually the dried shell of a marine 
mollusk. When purchasing, the larger shells are pre- 
ferred. Note that one side of the shell is hard and the 
other soft. 


CASTING A RING 


To cast a ring, two shells are required. Flatten the 
soft surface of the shells by rubbing on a rough piece 
of sand paper or emery cloth. Now press the side of 
the model ring half way into one of the cuttle fish. Take 
the other shell and squeeze it into the ring until it meets 
the first shell. With a jeweler’s saw, cut away the super- 
fluous shell to get a rectangular shaped piece. One half 
inch wall thickness from the ring to the sides of the fish 
and three quarter inches from the ring to the top, and 
bottom is adequate. After cutting, file, or rub the sides 
on sand paper to even them, and then with a file run 
diagonal grooves across the sides so that when the model 
is removed the two sections may be aligned properly. 

Now separate the two sections and remove the model. 
File or cut with a knife a triangular gate (opening to 
pour the metal) in each section from the edge of the 
cuttle fish to the shank of the ring. Near the ring the 
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gate can be enlarged with the tang of a needle file to 
the width of the shank. Several vent lines are lightly 
scratched into the cuttle fish upward from the ring im- 
pression to the edge of the fish in order to permit air 
and gases to escape. 

Assemble and align the two sections by means of the 
filed guide lines and then tie them together with binding 
wire. The mold is cast in a similar manner to sand cast- 
ing. If a sharp impression of the top of a ring is desired, 
a three section mold can be made. 


CENTRIFUGAL CASTING 

Centrifugal casting, the newest and most accurate 
method of casting intricate jewelry and industrial objects. 
is within the scope of the average craftsman. The 
required equipment is comparatively inexpensive and 
some of it can be made; the technique is mechanical in 
nature and can easily be developed; and the results are 
truly amazing and accurate. Centrifugal casting has 
literally revolutionized the manufacturing jewelry in- 
dustry by means of its simple method of reproducing 
intricate jewelry pieces quickly. 

The casting method itself is a development and refine- 
ment of the very old so-called Lost Wax Process of cast- 
ing and the modern method the dentist uses for casting 
inlays and bridges. The Lost Wax Process was used 
by the ancient Greeks and Chinese over two thousand 
years ago. Cellini later used this same method to cast 
many of his famous works of art. The name, Lost Wax 
Process, owes its origin to the fact that an expendable 
wax pattern was formed of the object to be cast and. 
in the process that followed, this wax pattern was melted 
out of the mold and “lost.” 

In 1907, Doctor Taggert, an American dentist, per- 
fected a method of restoring the shape of a tooth that 
was drilled to remove decay. Before Taggert’s time, 
teeth were restored by malleting either gold or silver 
into the prepared cavity in the tooth. Taggert pressed 
wax into the cavity and then carved it until it assumed 
the shape of the original contour of the tooth. The wax 
pattern was removed, surrounded by a heat resisting 
plaster compound, then the wax was eliminated from the 
plaster by heating, and finally gold was cast into the 
cavity formed by the elimination of the wax. The metai 
was forced into the plaster mold by means of an air 
pressure or centrifugal force casting machine. The 
machine most widely used today by the dentist and the 
jewelry manufacturer is the centrifugal—hence the names 
of the process, Centrifugal Casting. 

Though dentists successfully used the Lost Wax 
Process for over a quarter of a century, it wasn't until 
1937, that the manufacturing jewelers in this country 
discovered that they could use the process for casting 
jewelry. The factor that made the process adaptable 
to the jewelry industry was the devising of a means of 
rapidly duplicating a jewelry model in wax by means 
of a rubber mold. In other words, the jewelers added 
another step to the dentist’s lost wax process of cen- 
trifugal casting—a rubber mold—-and this mold permits 
them quickly, accurately, and inexpensively, to duplicate 
almost any piece of jewelry, first in wax and then in 
gold. silver, or platinum. 

The following are required to make a rubber mold: 
an aluminum flask, natural mold rubber, 38 gauge cop- 
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per or aluminum, benzine, 1 in. tubing or rod, incising 
knife, semi-circular sprue forming plug with a 14 jp. 
hole drilled through it, tale powder. The flask used is g 
two sectional aluminum, one which can be _ purchased 
in various sizes. It is very easy, however, to make one 
from a 1% in. aluminum bar. The ‘4 in. holes are 
drilled through the corners of one section and guide 
pins are fitted into the other in order to properly align 
the sections. The opening is 11% by 2% in. 

A ring will be used to explain the process of making 
the mold. The ring model, if original, must be carefully 
made and polished, for all imperfections will be carried 
into the mold. The model can be made from lead, though 
silver and gold are far supevior. Remember that the 
model must be 10 per cent larger to allow for shrinkage, 
filing, and polishing. 

To proceed, soft solder a 11% in. piece of the 44 in, 
rod or tube to the center of the shank of the ring. This 
will form the sprue for the ring. The rod should be cut 
with a jeweler’s saw straight down the center to 14 in. 
of the ring. 

Cut a piece of the 38 gauge copper a little larger than 
the outer dimensions of the fiask. Place the section of 
the flask with the pins over the metal and tap lighily to 
locate pin positions, and then punch holes through the 
metal at those positions. Now put the flask together 
with the copper between the sections. Trim the copper 
along the outer edge of the flask. With a pencil or awl, 
mark the inner dimensions of the flask on the copper, 
separate the flask, and remove the copper. 


WORKING WITH MODEL RING 

Place the model ring in the center of the copper and 
then mark its outline on the copper with a pencil. The 
outline, actually about 14 in. wider, should now be cut 
out with small shears or a knife. Mark the position for 
the semi-circular sprue former on the copper and remove 
the necessary metal. Finally, a °g in. square or round 
hole is cut in each corner of the metal about 1 in. in 
from the inside walls of the flask. These holes are used 
to form locks (described later) to permit the proper 
alignment of the two halves of the finished rubber mold. 

Now the parts are assembled. The split sprue is pushed 
through the cut-out opening for the ring in the thin 
copper. Then the semi-circular plug is pushed onto the 
sprue forming rod, thus holding the model in position 
on the copper. The copper is placed between the two sec- 
tions of the flask which are then closed. 

The uncured rubber is now packed into both sides of 
the flask. Place small pieces of rubber in the opening 
of the ring and small crevices. Cut sheets the size cf 
the inside of the flask and pack them until the flask 1s 
completely filled. The rubber should be packed very 
tightly and an extra sheet or two should be used to allow 
for rubber shrinkage and flow. The rubber must be 
absolutely clean and all traces of powder on it must be 
removed, since a slight trace of dirt, oil, or powder, will 
keep the rubber sheets from adhering to one another. 
The rubber is cleaned with benzine as it is packed. 

The uncured rubber in the mold is now ready to be 


vulcanized. Professional workers use a commercial 


vulcanizer which consists of two electrically heated steel 
plates that can be squeezed together. If a commercial 
(Please turn to page 224) 
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EVER ESCAPEMENT INVENTOR—Who invented 

the lever escapement, and when? Were many 

changes made in it, to bring it to its present form? 
(Question No. 6384) J. M. 


Answer—tThe first detached lever escapement was 
made by Thomas Mudge of London, England (1715- 
1794), in 1765. This escapement was dead-beat, hav- 
ing no draw. Impulse was given through two steel vanes 
on the balance staff, one above the other and safety- 
action afforded by a steel finger on the pallet-yoke work- 
ing in a slotted steel collar on the balance staff. The 
principal changes from this, in the evolution of the 
modern lever escapement, were: the roller jewel working 
in the fork-slot with guard-point for safety action; the 
setting of locking faces on pallets at an angle to provide 
draw; banking pins; and club-toothed escape-wheels in- 
stead of “ratchet” toothed wheels. 


ee emerge BALANCE—Of the different ways of 
lightening a bimetallic balance, which is best: saw- 
ing or filing the screw-slots deeper, filing off some of the 
head, or turning off metal below the head? (Question 


No. 6385) L. S. 


Answer—Better than any of the ways you mention, 
is to use a balance-screw countersink, or undercutter. 
These are obtainable in sets of various sizes for all 
watches. They are hollow mills, set upright in a base. 
Place the screw in a countersink a little smaller than the 
diameter of the screwhead; with a screw driver turn the 
screw, with pressure downward to make the mill cut. 
This will remove some metal inside the screwhead, 
lightening it without making any change in the exterior 
of the screw and preserving the finish. The job takes 
less time to do than any of the other methods you 
describe. 


| rewrote WHEEL—I have a chronograph 


which has given me considerable trouble, especially 
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AND 
ANSWERS 





in the depthing of the chronograph wheel. Could you 
give me some general advice on this matter? (Question 


No. 6386) T. A. 


A nswer—Perhaps the most delicate of all the depth- 
ing of the different wheels in the chronograph is that of 
the intermediary wheel with the seconds wheel. If the 
depth is set too deep, the slightest burr on the teeth, or 
the smallest pieces of lint wedged between the teeth of 
the seconds wheel, may cause the watch to stop. On the 
other hand, if the depth is set too shallow, the desired 
accuracy is lost. If epicycloidal teeth are used on the 
wheel over the fourth wheel and V-type teeth are used 
on the intermediary wheel, the addendum or point of 
the epicycloidal teeth should not wedge in the V-type 
teeth. In most chronographs the wheel over fourth 
wheel and the intermediary wheel have V-type teeth. The 
depthing of these type wheels should be adjusted by 
turning the eccentric studs so that the points of the 
teeth do not mesh deeper than half the length of the 
side of the “V”. 


OHNSON TIMEPIECE—What value should be set on 
an old watch in a gold case engraved Josh. Johnson, 


Liverpool? (Question No. 6387) F. W. 


Answer—Joseph Johnson started business in Liver- 
pool, England, in 1796. For a while he made watches 
in his own shop. Later he had them made for his trade 
by other makers in England and then the final phase of 
his business was in having vast quantities of watches 
made in Switzerland, engraved as if made in England 
by him. This trade was mostly in watches for export 
from England to America. Many thousands of these 
Swiss-made “Johnson” watches are in existence in the 
U. S. A., so that they have no rarity as collectors’ speci- 
mens, and are considered worth only the value of the 
gold or silver in their cases. Possible exceptions to this 
could be in case of one of Johnson’s earlier English- 
made watches, a few of which were specially-made time- 
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pieces in gold cases, usually with diamond endstones for 
the balance-pivot bearings. If you could write us a full 
technical description of the movement of your watch, or 
send us good photographs of it, we could tell you whether 
the watch would be of any value for collection purposes. 


66 FL. IRE-COATING’—A diamond-set ring we soldered 

came out with a grayish coating on the stone that 
we cannot remove by any sort of buff-polishing or scrub- 
bing in jewelry-washing solutions. What should be done 
to make the diamond clear? (Question No. 6388) M. O. 


A nswer—UwUsually this “fire-coating’”’ is caused by a 
film of foreign matter carelessly left on the stone when 
the heat is applied. Perfect scrubbing, rinsing and dry- 
ing of the stone prior to heating is imperative for pre- 
venting risk of this “burning” or fire-coating of dia- 
monds. Many good workmen also coat the diamond 
after cleaning it with boracic acid dissolved in alcohol, 
then ignited to dry the acid coating, before subjecting 
the diamond to the soldering heat. Very rarely, even 
with all precautions, a stone may turn out fire-coated. 
If it does, the only way out is to send the stone to a 
diamond cutter to have the coating polished off on the 
diamond-charged iron lap. 


ILVER RINGS—We have in stock some rings made 

of sterling silver, with decorations like leaves, which 
appear to be either gold plated on shoulders and sec- 
tions. What is this kind of work? If it is gold plated, 
how is it done? (Question No. 6389) C. R. 


A nswer—Concerning what you describe as “rings 
made of silver, with gold-plated shoulder and sections,” 
as far as we can tell from this description, these rings are 
electroplated with gold, on silver stock, so that parts of 
the surface appear as silver, and other parts as gold. 
This work is done by coating the parts that are to appear 
as silver with any soluble lacquer; then putting them 
through a regular gold-plating process; then dissolving 
off the lacquer. The lacquer can be of clear celluloid 
dissolved in amyl acetate or bought ready made from 
jewelers’ supply-dealers. You can buy amyl acetate at 
any drug store; the celluloid of which cheap combs 
are made will do; this should be cut into small pieces 
and added gradually to the amyl acetate until the result 
is a medium thick varnish. Apply this with a camels- 
hair or sable artist’s brush to form the design that is 
to appear as silver. After plating, the lacquer can be 
dissolved off by immersing in amyl acetate or denatured 
alcohol. 


W ATCH SIZES—I have repaired watches many years 
and know by looking at them what is the size, like 
18 size, 16 size, 0 size, but never did hear what these 
numbers mean. I would like you to tell me. (Question 


No. 6390) V. B. 


A nswer—About the meaning of the terms “18 size”: 
“16 size,” etc., referring to American-made watches, 
these sizes originated in England between one and two 
centuries ago, and are based on the thirtieths of an inch. 
Why 30ths were used instead of 32nds, strangely enough 
seems to be unknown today. The 0-size watch has a 
diameter of 1 5/30 inch measured across the largest 
diameter of the lower plate. Larger than 0O-size, each 
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“size” is 1 5/30 plus 6/30, or 1 11/30 inches in diam. 
eter, and so on. Smaller than 0-size, 000 size is 1 3/30 
inches; 000000 size is 1 inch; and 0000000000 or 10 
size is 26/30 of an inch. Since regular inch-measures 
do not indicate 30ths, a special gauge must be used for 
measuring diameters of American round watch move. 
ments. You could probably obtain such a gauge free of 
charge by writing to any dealer in watchmakers supplies 
and materials. 





Jewelry Making 


(From page 220) 


vulcanizer is not available, the mold may be vulcanized 
by clamping steel or aluminum bars to the frame by 
means of “C” clamps. The entire frame, clamps and all, 
may be heated in a kitchen oven, or if available, in an 
electric furnace or kiln. 

The required vulcanization temperature is 300 degrees 
F. and the time is about 40 minutes. Slight variations 
may be encountered due to the type and bulk of the 
rubber involved. The clamps should be tightened once 
or twice during the vulcanization period. 

After the proper vulcanization time, the flask is re- 
moved from the vulcanizer or furnace and cooled in 
water. The mold is separated from the flask and its 
two halves are then forced away from the thin copper 
as far as possible. Note that the rubber on both sides 
of the thin metal fused together where the %.” holes 
were cut. This rubber is separated to form locks by 
stretching one of the molds and cutting, with an incising 
knife, almost straight up into the other side. The mold 
is held in a vise as it is cut. 

The rubber is now cut where it fused around the ring. 
Use long strokes when cutting and cut away from the 
model so as not to damage it. The separation of the 
rubber is completed by stretching and then cutting 
the joining rubber directly in the center of the shank 
opening of the ring. The outside edge of the rubber mold 
can be trimmed with a knife and inner imperfections 
can be touched up by means of a small spatula or steel 
modeling tool that has been heated until red hot. 

The rubber mold can be made without the metal sep- 
arator. If so, the entire section is cut and locks can be 
cut into the rubber or can be made from pre-formed 
commercial locks. The rubber mold can also be made 
with a cloth separator; the cloth that the uncured rubber 
is wrapped in is ideal. 

There are two other methods of making a rubber mold. 
For thin models that can be separated in a straight line, 
such as a medal or flat pin, one flask is first packed with 
rubber. The model, with sprue rod and semi-circular 
plug attached, is placed on the rubber. Corrugated pre- 
formed commercial locks are placed in desirable posi- 
tions. The rubber is then dusted with talc powder which 
acts as a separator or parter. Then the second flask is 
placed in position and packed with rubber. From here 
on the process is the same as the first method. 

In the final method of preparing a rubber mold, 
plaster of paris or “rapid stone” is poured into one flask. 
Immediately, before the plaster hardens, imbed the model 
with a sprue and metal plug attached, into the plaster. 
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manufacturer of 


Inc., 
J-B watch bands and “Photo-Vue Idents,” 
is supplying jewelers with a new display, 
shown in the photo. According to William 


Jacoby-Bender, 


Scheibel, J-B advertising manager, this 
display has intermittent motion, flashing 
light and attention compelling colors, the 
combination creating a traffic stopper. 


A dial is screened onto the face of the 
display and a watch band acts as a clock 
hand, and is spun intermittently by a 


motor, while the J-B trademark is illum- 
inated. 

The display is included with a total of 
26 J-B watch bands. Six are on the dis- 
play and 20 are delivered in two plastic 
trays. The display and trays are free with 
the bands, which retail for $198.45, F. T. I. 


Imperial Pearl Offers 
New, Versatile Display 


Imperial Pearl Syndicate, 607 Fifth Ave., 
N. Y., is offering a new and _ beautiful 





counter, showcase or window display tray 
of gray velvet with frame of natural finish 
maple, shown in the photo. 

It contains 18 of Imperial’s newest de- 
igns in gold-filled charms and six as- 
sorted, new style gold-filled bracelets, all 
set with Imperial cultured pearls. Display 
No. 100, complete with merchandise is 


$250 retail. 


Mm 
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26 Week Ad Schedule in Life 
Launches Croton Ad Campaign 


A 26 week schedule in Life magazine, 
starting Sept. 27, will spearhead a record 
advertising campaign for the Croton Watch 
Co., it was announced by Harold I. Hor- 
ton, vice-president. Croton is the importer 
and national distributor of Croton Nivada 
Grenchen and Phenix watches. The first 
shipment of the Phenix “Rollamatic” self- 
winding watch, described by the company 
as the first automatic watch to use roller 
bearings, recently arrived in the U. S. 

Mr. Horton said of the Life campaign, 
“We feel that an effective advertising and 
promotion campaign will help the retail 
jewelers overcome many of the difficulties 
presented by the increased tariffs.” 

A well-rounded merchandising package 
featuring Life will back the advertising at 
the point of sale. 


Watchmakers of Switzerland 
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More than 37,000 retail jewelers through- 
out the U. S. have received a_ printed 
“Preview of the 1954-55 advertising 
campaign planned by The Watchmakers 
of Switzerland in support of the local 
jeweler and his store. 

In full color in the 16 page brochure, 
shown in the photo are the nine national 
consumer ads scheduled to appear the next 
12 months in Life, Look, The Saturday 
Evening Post and Farm Journal in the 
U. S., and in Reader's Digest Time, Le 
Samedi and MacLean’s in Canada. 

Two of the ads will feature illustrations 
by Norman Rockwell, “The Watchmaker” 
in September and “The Jeweler” in March. 

In the ads, the slogan, “For the gifts 
you ll give with pride, let your jeweler be 
your guide,” will be featured. 











LeCoultre Distributes 
Elegant Display 


rn 





Artistic ingenuity and exquisite imagina- 
tion identify this LeCoultre window dis- 
play, “Orchid Bower,’ shown in the pic- 
ture. Now being distributed, it brings a 
note of luxury to the jewelers window, 
with its wrought-iron, antique gold frame 
and the striking, elegant orchid. 


Karlan & Bleicher Issue New 
Catalog; Plan to Move in ‘55 


Karlan & Bleicher, Inc., manufacturers of 
Perfect rings and ring findings, has an- 
nounced the latest edition of its catalog. 
It is described as practically an encyclo- 
pedia of the ring and ring finding industry. 
Shown in the photo, it is designed for 
quick and easy reference and divided into 
a Karlan & Bleicher section and another 
on its subsidiary, the Falcon Stone Ring 
Mfg. Co. Both sections show an exten- 
sive variety of styles and rings. 

A new section in the catalog is on the 
K & B free advertising mat service. Re- 





quests for the publication should be seni 
on company letterheads to Dept. B of 
K & B, 188 W. 4th St., N. Y. 14. 

K & B also announced that in January 
they will consolidate all their offices and 
factories in new quarters at 136 W. 52nd 


St., N. Y. 








Hamilton's Big Holiday Promotion, “Operation Christmas Profit" 

















Complete integration of national adver- 
tising, direct mail, point of sale display 
and merchandise is behind Hamilton Watch 
Co.’s “Operation Christmas Profit,” it was 
announced by R. J. Gunder, director of 
advertising. 

Hamilton will run what it states is the 
largest advertisement ever published, an 
eight page full color section in the De- 
cember issue of Coronet magazine, reach- 
ing 6,000,000 readers. The campaign in- 
cludes a complete Christmas catalog for 
retail jewelers and features, in addition to 
Hamilton and Illinois watches, a section 
on silverware, diamonds and other jewelry. 





Fifty” watches which will be promoted by 
Hamilton during the Christmas season. It 
also shows the first nationally advertised 
window display (shown in the photo) in 
jewelry history, according to the company. 
It is furnished free to all jewelers par- 
ticipating in the promotion. 

A nationwide contest for the best use 
of this display will give display men a 
chance to win one of the Featured Fifty 
prizes, including two all-expense trips for 
two persons to Bermuda and two $250 
diamond watches. Winning stores will 
also receive prizes. 





Incabloc Distributes 
"Sales Help" Portfolio 


William Wenzel, vice president and sales 
and advertising manager of the Incabloc 
Corp., 15 W. 46th St., N. Y., has an- 
nounced the mailing of a “Sales Help” 
portfolio to over 10,000 of America’s lead- 
ing retail jewelers. In it are samples 
(shown in the photo) of Incabloc adver- 
tising and promotion material, including 
tags, folders, newspaper mats and display 
cards, which Incabloc makes available to 
the jeweler without charge. 





Each portfolio contains a large, eye- 
stopping, two color display card of the 
latest Incabloc national ad, a dramatic 
one-half page in Life. 





M. A. Mead and Co. Appointed 
Waterman Pen Sales Agent 


M. A. Mead and Co., 109 N. Wabash 
Ave., Chicago 2, has been appointed ex- 
clusive sales agents for the Waterman Pen 
Co., Seymour, Conn. 

The company’s function will be sales 
only, while the Waterman Co. will handle 
shipping and billing. 
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Holmes & Edwards Introduces 
“Bright Future’ Pattern 


Holmes & Edwards has introduced the new 
“Bright Future” pattern, described by the 
company as “the first truly modern pattern 
in silverplate.” It is presented in a 52 
piece service for eight in modern blond 
tarnish-resistant chest for $84.50, and in a 
76 piece service for 12 in the same type 
chest for $122.75. 


The special introductory offer of Bright 
Future, ending Oct. 15, is two six piece 
place settings free when the customer buys 
the service for six, at a price of $69.95. 
This is promoted as, “A service for 8... 
for the price of 6,” in a large consumer 
folder, with detailed photos of the pattern. 


Other promotion includes direct mail 
folders, an illustrated catalog of the Holmes 
& Edwards line with Bright Future on the 
cover, and a pocket-size folder of Holmes & 
Edwards patterns listing prices by the 
piece and in groups of eight and 12. 


Kem Plastic Playing Cards 
Issue New Catalog 


Kem Plastic Playing Cards, Inc., 595 
Madison Ave., N. Y. 22, has ready for dis- 
tribution a new catalog containing all the 
best-selling facts about the Kem line of 
designs for bridge, canasta, samba, Bolivia 
and pinochle, including two new additions 
for bridge, “Polo” and “Hummingbird.” 

The company states that the Kem line is 
backed by a new national advertising cam- 
paign designed to pre-sell Kem playing 
cards. 





Chrysler Airtemp Ouiflines 
Systems for Small Stores 


Two simple commercial air conditioning 
applications have been outlined for Chrys- 
ler Airtemp distributors and dealers de- 
signing installations for air-cooled, or 
waterless, air conditioners in small retail] 
stores. 

With individual buildings with only one 
floor, one or more air-cooled air condi- 
tioners can be quickly mounted on the 
roof. Cool air is introduced through the 
roof to a ceiling diffuser. Refrigerant jis 
cooled by outside air. 

Many existing stores in larger buildings 
have 12 foot ceilings with overhead space 
over the front entrance, where an air con- 
ditioner can be housed with the proper 
ducts. This arrangement is recommended 
in many-story buildings because plumbing 
costs are often prohibitive in supplying 
water for air conditioning. The self-con- 
tained, air-cooled “package” air condi- 
tioner avoids these costs. 





Flo-Bal Pen Introduces Line 
Of Quality Ball Point Pens 





Sales representatives recently gathered 
at a Flo-Ball Pen Corp. conference, held 
at the company’s new headquarters in Hol- 
land, Mich., for the unveiling of the new 
Morse “Flo-Ball’ line of jewelry-boxed 
ball point pens. 

Drawing upon his extensive jewelry back- 
ground, H. E. Morse, new president and 
general manager of the firm, is introduc- 
ing a quality, richly styled line of ball 
point pens in the retail price bracket of 
$3.95 to $10. Style No. 7501, shown in the 
photo, at $7.50 retail, has a gold-filled cap, 
stainless steel barrel, both in fine chased 
design, and a dark red plastic wear band. 

The pens will be actively promoted, with 
national ads to appear this fall in Life and 
the Saturday Evening Post. The new line 
will bear the exclusive name Morse Flo: 
Ball. 

The standard Flo-Ball pen will continue 
at its $2 retail price, with many refine: 
ments developed in it by the new manage- 
ment of the company. 





Norma Pencil Appoints 
West Coast Distributor 

The Norma Pencil Corp. has announced 
the appointment of the Geo. H. Eberhard 
Co. to act as its west coast distributor, 
with main offices at 182 Second St., San 
Francissco, Calif. 
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Harves Introduces New Type 
Of Rhinestone Jewelry 





Harves Jewelry, 303 Fifth Ave., has 
introduced a new type of rhinestone jew- 
elry, of which a necklace and earrings 
are shown in the photo. The jewelry, as 
described by Harves, is rhinestones that 
are crystals clear through, in contrast to 
regular rhinestone jewelry which has foil 
in the back that deteriorates in time. A 
tag with each piece of jewelry states, “This 
jewelry may be washed like a diamond 
insuring lasting beauty and satisfaction.” 

Harves states the jewelry is exclusive 
with them. The above set is $11 Keystone 
and is boxed. . 


Gruen 80th Anniversary 
Jubilee Promotion Display 


Bright, festival colors accent this new 
Gruen display which is being featured 
during the Gruen 80th Anniversary Jubilee 
Values promotion. It holds six watches 
and copy indicates the Jubilee savings be- 
ing offered to the consumer. 





Special introductory prices on all new 
Gruen Jubilee watches extend from Sept. 
29 to Nov. 27. 


Evans Case Company 
Expands Lighter Factory 


The growing popularity of decorative 
table lighters and lighter sets in bone china 
and French enamel has, according to A. F. 
Reilly, president of Evans Case Co., North 
Attleboro, Mass., required substantial addi- 
ions to the company’s factory. 

The new building at Evans New England 
plant provides studios for scores of artists 
who decorate the pieces individually. The 
line, the firm reports, has proven excep- 
tionally popular with decorators who use 
the lighters as high points of artistic in- 
terest in home decor. 
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“Guardian Angel"—Theme 
For Columbia Diamond Rings 


Columbia Diamond Rings, a division of 
Axel Brothers, Inc., has chosen a “Guard- 
ian Angel” theme as a “symbol of the 
security and protection offered by Colum- 
bia’s ‘Tru-Fit? Diamond Ring.” It made 
its first appearance at the recent sales 
convention of Axel Brothers. 

C. Benjamin Axel, vice-president of the 
firm, introduced a new permanent, ani- 
mated window sign for authorized Colum- 
bia dealers, a striking motion display for 
the counter, a new Columbia box and 
other new promotional materials. 

Extensive advertising this fall will in- 
clude ads in Seventeen and Glamour. 


Gains Publicity by Giving 
Keepsake Ring to Miss Dixie 


po 2 





Norman Iauch, Keepsake diamond ring 
jeweler in Daytona Beach, Fla., won 
valuable promotion for his store when he 
contributed a Keepsake diamond ring to 
the list of expensive prizes given to the 
winner of the ninth annual Miss Dixie 
Contest in his city during the summer. 

Here is shown Dorothy Steiner of Boca 
Raton, Fla., 1953 Miss Dixie, holding the 
$1,100 ring that went with other awards to 
this year’s Miss Dixie, Jo Ann Caudill of 
Louisville, Ky. 


Bulova Offers New Series 
Of Theatre Color Films 


Bulova Watch Co., Bulova Park, Flush- 
ing 70, N. Y., has announced the avail- 
ability of a new series of 14 dealer films 
in natural color, produced for exhibition 
by authorized Bulova dealers in movie 
theatres. 

The playlets are for either wide screen 
or normal screen, and two-thirds of the 
40 second running time is devoted to the 
local jeweler, while one-third is on Bulova 
watches. Bulova pays for all film produc- 
tion and print costs. Participating jewelers 
pay only local theatre time and color im- 
printing charges. The 35 mm films em- 
phasize that this is a local dealer film 
presentation. 

Care has been taken to convey a brisk 
sales message from the jeweler without 
sacrificing entertainment. Films are for 
general year-round use and for specific 
promotions, such as Christmas, spring, 
trade-in, birthdays, graduation and wed- 
dings. The films include Bulova’s TV-ad- 
vertised products and a new film on the 
company’s “Westfield” watch line. 








“Why Be Silver Shy"—Theme 
Of 1847 Rogers Bros. Ads. 
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“Why Be Silver Shy?” is to be the 
theme for the fall advertising campaign 
for 1847 Rogers Bros. as the result of a 
recently conducted survey. Stuart C. 
Hemingway, sales manager for 1847 Rogers 
Bros., stated, “House-to-house check-ups 
show that one family in three needs a com- 
plete matching set of good quality silver- 
plate. Many homemakers now must borrow 
from dessert silver to serve coffee . . . Some 
even have to borrow from neighbors.” 

The ad campaign makes the point that 
no homemaker need be “Silver Shy,” re- 
gardless of her financial status. Each maga- 
zine ad will be centered around a situation 
cartoon. The September ad in the Ladies 
Home Journal is shown in the photo. The 
lady says, “How can I set a nice table 
with odds and ends of silver?” The “an- 
swer” to her “Silver Shy” query is given 
in the rest of the ad. 


Dennison Offers Ring Cases 








A new ring case offered by the Dennison 
Mfg. Co., Framingham, Mass., is available 
with single slot for one ring or double 
slots for two rings. This is ring case 
6750X or 6750-2X, shown in the picture. 

An unusual feature of this case is a 
wire stand on the bottom that swings out 
to tilt the case for better display. 

The cases are made of smooth pearl 
plastic in white, pink, light blue or light 
green. Linings are velvet, with white rayon 
satin cover cushions. 
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Community Fall Promotion Is 
Thirty "“Save-on-Silver" Days 





The Community Division of Oneida Ltd. 
is following its dramatic “South Seas” pat- 
tern campaign with 30 “save-on-silver”’ 
days from Sept. 20 through Oct. 23. Robert 
W. Landon, sales manager of Community, 
has pointed out that economists predict 
that 1954 will be the second largest, if not 
the largest, year in national income, but 
that new designs and new sales methods 
must be constantly placed in the hands of 
the jeweler. 

Community is offering all patterns, in- 
cluding “South Seas” at savings for 30 
days. Shown in the photo is the featured 
unit, a 54 piece service for eight in the 
beautiful Imperial Drawer Cabinet with 
choice of blond or mahogany finish. This 
service in the consumer's choice of the six 
Community patterns has a regular value 
of $104.10, but for the 30 days, it will re- 
tail for $79.75. 


Kreisler Offers Schiaparelli 
Inspired Ladies’ Watch Band 


A new ladies’ expansion watchband, in- 
spired by the designs of famous Mme. 
Elsa Schiaparelli, has been released by 
Jacques Kreisler, it was announced by 














Julien E. Keilus, sales manager. Shown 
in the photo, the new band features in- 
serts of highly polished leather in fashion 
colors set into brilliantly polished, stream- 
lined gold-filled frames. It comes in red, 
black or aqua leather. 

Specially designed packages and motion 
displays have been created, using the well 
known Schiaparelli “shocking pink” color. 
There is no charge for the moving display. 


The band is $12.95 retail, F. T. I. 
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Waltham Promotes 
The "New Young Walthams" 


The Waltham Watch Co. will 
trate its fall promotion on what it states 
is America’s fastest growing market, the 


concen- 


youth and young adults market, 16 to 35. 


Waltham will offer a group of 12 new, 
youthful styles available for dealer pro- 


motion from now until Nov. 15 at a highly 


advantageous promotion price, it was an- 
nounced by Teviah Sachs, president. 

The 12 models, six for men and six for 
women, will bear the name “New Young 
Walthams.” 

Until Nov. 15, four new models, at the 
regular price of $29.75, F. T. I., will re- 
tail for $19.95 plus tax. Four bracelet 
models, at the regular $37.50, F. T. I., will 
be $29.75, F. T. |. Four 19 jewel bracelet 
models at the regular $49.75, F. T. I., will 
be $39.75 plus tax. 
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Eterna-Matic's Latest 
Fashion Watch for Ladies 





self-winding 


Eterna- Matic 
watch, shown in the photo, is Eterna’s 


This 


new 
latest contribution to the fashion world. 
Described as “captivatingly’ continental,” 
the lapel timepiece and pin attachment is 
distinguished by delicacy of line and grace 
of design. 

Accenting both beauty and precision, it 
is in 18K gold at $300 retail, F. T. 1. 


Pittsburgh Plate Glass Offers 
New, Flexible Paint System 


A tube system of adding colorants to 
specially developed neutral and white tint- 
ing paint bases has been introduced by 


the Pittsburgh Plate Glass Co., Pitts- 
burgh 22, Pa. 
Planned for distribution on a national 


scale, the system, known as “Maestro 
Colors,” gives 300 most demanded deco- 
rator colors from one set of colorants con- 
sisting of 50 tubes. When the jeweler 
goes to his paint dealer to select paints 
for remodeling, the dealer can mix him 
whatever colors of the 300 that he prefers 
without delay. A color chip rack is fur- 
nished to permit comparison of the entire 
range of colors. 












Attractive "Leatha-Elegance" 
Display Offered by Speidel 
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Speidel’s distinctive No. LE/12  mer- 
chandising aid is a_ luxurious display 


featuring Speidel’s “Leatha-Elegance” series 
and shows four of the new leather-and- 
metal expansion bands in 
and midnight blue shades. 

Shown in the picture, the display js 
designed to connote the rich elegance of 
leather and Speidel’s new feature in con- 
struction, the “Floating Link.” I[t is free 
of extra charge with the purchase of a 


tan. cordovan 


selection of 12 “Leatha-Elegance” watch- 

bands. 

Craftsman Distributes 

Folder on Christmas Line 
Craftsman Billfolds, sold through dis. 


tributors, and made by I. Smallman & Sons 
Co., 47 W. 34th St... N. Y. 1. has dis. 
tributed a folder depicting a full page, 
full-color ad that will appear in the Decem- 
ber issue of Esquire, followed up by ads 
in Life and Mademoisel/e. 

The ad displays Craftsman Billfold sets, 
ranging in price from $7.50 retail to $20, 
on a green Christmas tree. Copy on the 
folder, addressed to the retailer, reads: 
“These are the gift sets that will put new 
life into your billfold operation.” 


A Jolly Santa Claus Display 
Offered by American Beauty 
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The American Beauty Division of the 
Illinois Watch Case Co., through its whole- 
salers, is making available this colorful 
motion display with a Christmas assort 
ment of 14 compacts. 

The Jolly Santa head rocks, his eyes roll, 
and a deep red light flashes on and of 
in a shadow box. 
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Coehler Offers 
New Louis XV Clock 





This 400 day Louis XV “Anniversary” 
clock, shown in the photo, is a new line 
being offered by The Henry Coehler Co., 


101 Fifth Ave., N. Y. 
It has a 22K gold trim on a_ wood 


baroque case, which is available in eight 
colors. China lace figurines stand on a 
stationary pendulum and on the top. The 
clock has a Swiss seven jewel lever 
escapement that is insensitive to vibration 
and to non-level position. A music box 
plays to indicate the hour and uses two 
melodies. It is 10% inches high, nine 
inches wide, and is $150 Keystone. 


ee  ~--— —--- 


Hugo Bosca Co. 
Builds New Factory 


The Hugo Bosca Co., Springfield, O., 
manufacturer of leather products, is con- 
structing a new factory in Springfield, ac- 
cording to an announcement by O. H. 
The building will house the latest 
of new machinery and production processes 
and will be completely air-conditioned. Its 
floor space will be 20,000 sq. ft. 


Be SCa. 


Parker Offers New Display 
For the Ball Point "Jotter™ 
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This sturdy, compact merchandiser of- 
fered by the Parker Pen Co. for use with 
its new ball-point pen, the “Jotter,” holds 
four dozen pens and 24 refills. 

In red, black and white, it is 15” wide, 
10” wide and 15” deep. The selling copy 
calls attention to the pen’s four point 
sizes, five times more than average writing 
Capacity, and the pen’s four ink colors. 
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Watch Dial Stone Assortment 
Ready for Inspection Time 


Naomi of Island Park, N. Y., is making 
an appropriate offer at Watch Inspection 
Time. Naomi is offering a watch dial 
assortment of imitation stones that are de- 
signed to replace defective stone time 
markers. The assortment is a_ practical 
one, enabling the watchmaker to select 
the proper stones. 

This findings manufacturer also is of- 
fering a display card containing replace- 
ment parts for the bracelet type watch. 
Carded assortment No. D742 has complete 
guard chain, snaps, two types of claw 
springs and spring bar. The chain of 
1/20 12K gold-filled is in white, yellow 
or pink. 


Seth Thomas Makes 
Display Offers 


In connection with the introduction of 
its “Rondo” and “Minx” clock models, 
Seth Thomas is offering two attractive 
merchandising display offers. Rondo-Minx 





colorful 


the 
free merchandising display, shown in the 


offer No. 1. consists of 
photo, plus four Rondos in white, red, 
ereen and yellow at $6.95 retail each and 
two Minx, one plain and one luminous, 
$6.95 and $7.95 each, for a total retail 
price of $42.70. 

Rondo-Minx ofter No. 2 consists of the 
display plus nine Rondos and two Minx 
for a total retail price of $92.35. 


Horolovar Publishes 
400-Day Clock Guide 


The Horolovar Co., Box 299, Bronx- 
ville 8, N. Y., has published a book de- 
voted entirely to the repair problems of 
the 400 day clock. Said by the company 
to be the first of its kind, over 200 illus- 
trations are in its 100 pages. 

It contains a complete section on the 
escapement, written and illustrated by 
Henry B. Fried, an authority on the sub- 
ject; answers to the 21 most frequently 
asked questions about 400-day clock re- 
pair; 168 black plate illustrations, _ to- 
gether with the correct Horolovar suspen- 
sion spring to be used with each; and 
reproductions of complete suspension units 
for all clocks imported since 1949. 

The Horolovar 400-Day Clock Repair 
Guide is $3. 
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Children's Character Watch 
Display by U. S. Time 





An illuminated action display, shown in 
the photo, for its children’s character 
watches is being offered by The United 
States Time Corp., 500 Fifth Avenue, N. 
Y. A little merry-go-around highlights 
Mickey Mouse and Snow White characters. 
lt is illuminated from the inside and 
revolves. The character watches in their 
merchandising packages are mounted 
around this feature. 

Shipped free with the company’s watch 
assortment No. 5796 of four “Cinderella” 
watches, four “Hopalong Cassidy’s,” one 
“Mickey Mouse,” one “Snow White,” and 
two small size Timex sport watches, it is 
18” wide, 18” high and 8” deep. 


Web Jewelry Mfg. Co. Issues 
New Catalog Inserts 

The Web Jewelry Mfg. Co., silversmiths, 
1835-55 E. Madison St., Philadelphia 34, 
has issued two catalog inserts, one on baby 
goods and the second on serving pieces. 





Sherwood Blue and Co. Offers 
Japanese Watchtester 
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The Sherwood Blue and Co., 10209 
Santa Monica Blvd., Los Angeles 25, is 
distributing a non-electric vibrating watch- 
tester, made in Japan, to sell for $65. It is 
shown in the photo. 

The company states it is able to adjust 
a hairspring easily and accurately; tests 
a watch easily; corrects the quickness and 
slowness of a watch instantly and exactly; 
discerns trouble in a watch; tests the 
smallest styled watches; and saves trouble- 
some time tests. 
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Airguide's “Weather Station" 
Kit for Youngsters 





The Airguide Instrument Co., 2210 Wa- 
bansia Ave., Chicago 47, is offering a new 
educational hobby kit called the “Weather 
Station,” which includes complete parts for 
a desk barometer, an outdoor thermometer, 
a rain gauge, colorful weather manual and 
observation charts. 

All instruments are from the regular 
stock of Airguide weather instruments. The 
kit, shown in the photo, retails for $10. 





Feature Ring Offers Free 
Diamond Remount Promotions 


Following its Summer Diamond Remount 
promotion, the Feature Ring Co., 130 W. 
46th St., N. Y. 36, is offering free to jewel- 
ers a number of new sales promotional tools 
to continue the promotion into the fall 
months. 

They include a large counter card illus- 
trating the dramatic Feature Lock diamond 
remount ad which appeared in the August 
23 issue of Life and a 18 by 24 inch blow-up 
of the ad for window or interior display. 
According to the company, this was the 
first time in the history of the jewelry in- 
dustry that a remount promotion was adver- 
tised in Life. 





Baumgold Brothers Ties-in 
With Youngsters’ TV Show 
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As part of their continuing public rela- 
tions program, Baumgold Brothers was 
recently represented on the CBS television 
show, “On the Carousel.” As shown in the 
photo, Peter Van Gelder of Baumgold 
Brothers demonstrated to youngsters who 
watch the program the method used to 
cleave a diamond. 





George C. Houston Appointed 
Distributor by Linde 


The appointment of George C. Houston, 
220 W. Fifth St., Los Angeles 13, as a dis- 
tributor of Linde man-made star sapphires 
and star rubies has been announced by 
Linde Air Products Co., a division of Union 
Carbide and Carbon Corp. Mr. Houston 
has been active for the past 15 years as an 
importer and cutter of precious stones. 
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Lucien Piccard Makes 
Money-Back-in-Cash Offer 


To celebrate 30 years of successful 


operation, A. Blumstein, Inc., manufac-. 


turer of Lucien Piccard watches, is offer- 
ing a group of 14K Lucien Piccard 
watches and jewelry on an “Unconditional 
Money-Back-in-Cash Guarantee, to any 
jeweler who does not sell them for any 
reason whatsoever.” 

Mr. Blumstein, head of the company, 
said “Our experience proves this mer- 
chandise will move, and move fast. We 
are, therefore, making this no-risk offer 
. . « so that jewelers will make every 
dollar of profit possible from their in- 
creased sales.” 

The group includes three 14K Lucien 
Piccard “Incomparable Original Design” 
watches, from $80 to $190 Keystone, a 
“T Love You” bracelet of 14K gold with 
garnets and cultured pearls, a 14K pearl- 
encrusted locket bracelet and a_ garnet- 
inset 14K medallion. 





“Gravofiex, New Plastic, Has 
Many Applications for Jeweler 


An important development in the plas- 
tics field has been announced by Hermes 
Plastics, Inc., 13-19 University Place, 
N. Y. 3, a subsidiary of New Hermes En- 
graving Machine Corp. A flexible laminat- 
ing plastic called “Gravoflex” has in- 
numerable applications for the jeweler. He 
can now make his own plastic price tags, 
window signs and other name plates right 
in his store. 

Gravoflex can be engraved with the help 
of any New Hermes engraving machine. 
Lettering is cut through the top layer of 
the “sandwich” and will stand out perma- 
nently on a contrasting background. No 
paint is used. 

The material can be bent by hand to 
any shape and can be fastened to round 
trophy bases. The engraving is done first 
on the flat plate, and then bent and at- 
tached to the base. The marking will not 
be distorted after bending or forming. 

Gravoflex can be easily cut with any 
ordinary paper cutter or shear. The com- 
pany states that it is scratch-proof, weather- 
proof, stain-proof and non-breakable. 





Gutschneider Introduces New 
Line of Palladium Jewelry 


Jack Gutschneider Jewelry Co., Inc., 665 
Fifth Ave., N. Y. 22, has introduced a com- 
plete line of jeweled bangle bracelets, ear- 
rings and brooches in the white precious 
metal palladium. The new line supplements 
the company’s gold and palladium designs. 
The firm stated that Mr. Gutschneider was 
the first to undertake the mass production 
of jeweled rigid bracelets about five years 
ago. 

The emphasis in design is on 19th century 
French motifs executed in filigree and open- 
work to give the piece delicacy and light- 
ness. In Mr. Gutschneider’s opinion, 
neither the antique quality nor the feeling 
of lightness can be achieved in flexible 
bracelets. 





“"Electro-Ket" Is 
New Water Kettle 
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Called by Elec-Tro-Ket Appliance, Inc., 
10 W. 33rd St, N. Y., “the first major 
advance in water-kettles in 100 years,”’ the 
“Electro-Ket,” shown in the photo, has a 
thermostatic control that automatically boils 
water and keeps it piping hot. 

It is exquisitely finished in heavy silver 
plate on a copper base, and is also avail. 
able in silver plate with contrasting trim 
of copper or black, and in other models in 
copper and chrome. Seven styles are in 
Traditional or Contemporary. In copper 
set off with brass trim, Electro-Ket alone 
is $29.95 retail and set is $49.95. 





Kimler & Daniel 
Publish New Catalog 
Kimler & Daniel, Inc., 83 Canal St., N. Y,, 


has issued a new catalog of its entire line 
of marcasite jewelry. 





Gems and Minerals, a Magazine 
ideal for Gem Hobbyists 
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Gems and Minerals, a hobby magazine 
about gems, gem cutting, silverwork and 
minerals, is of interest to jewelers and 
mineralogists, and is ideal for “‘rock- 
hounds” and gem hobbyists. 

A recent issue of the pocket-sized 
publication included such articles 4s 
“Orienting Blue Topaz with Ultra-violet 
Light” by High Leiper and “Lake Superior 
Agates” by J. Lester Cunningham. 

It is the official magazine of the 
California Federation of Mineralogical 
Societies and the American Federation of 
Mineralogical Societies. A recent issue 
carrier over 100 ads. Published every 
month at Palmdale, Calif., it is $3 a year; 
single copies, 35 cents. Don MacLachlan 
is editor-manager. 
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Special Rolex Watch Operates 
At Bottom of Mediterranean 


When Professosr Piccard plunged to the 
bed of the Mediterranean in his Bathy- 
scaph, a special Rolex watch was fixed to 
the outside of the diving machine. Rolex 
technicians found it necessary to design 
several watches for this trial of water 
pressure at great depths, because the 
watch had to withstand a pressure of 6,000 
lbs. per sq. inch. 

After their final and successful model 
passed severe tests, it went with the Bathy- 
scaph to the bottom of the deepest basin 
of the Mediterranean, 10,335 feet. Piccard 
reported that the Rolex watch performed 
perfectly. 





National Bridal Service 
Offers Booklet on Sterling 


The National Bridal Service, Inc., 2137 
37th St., Rock Island, I[Il., has recently pro- 
duced a lovely booklet titled, “The Queen 
of Metals,” on sterling silver, and is offer- 
ing it to the industry instead of restrict- 
ing it to NBS members. 

Ideal for customer distribution, the 
booklet is available with three covers, sil- 
ver, blue and rose. Minimum order of 250 
booklets is $18.75 for silver, $15 for blue 
and $14.25 for rose. Folder pocket added 
to any cover is $3.75 and white envelopes 
unprinted are $3.40. 
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Howard Miller Offers Ad Mats 
On Three Chronopak Clocks 
The Howard Miller Clock Co., Zeeland, 


Mich., has released a series of effective 
advertising mats featuring three wall clocks 
from the Chronopak Collection of modern 
electric timepieces, designed by George 
Nelson. 

The mats are in two sizes: two columns 
by 125 lines and one column by 75 lines. 
They feature the “Sunburst” clock, together 
with the perforated metal and wheel clocks, 
and should be requested from the company. 
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Rayville Introduces 
New Watch Repair Kits 


Rayville S. A. Villeret, Switzerland, and 
75 W. 45th St., N. Y. 36, makers of Blanc- 
pain watches, has announced repair kits 
conceived especially for the watchmaker. 

The Rayville kit offers the latest ad- 
vantages developed by the Swiss watch in- 
dustry in packaging, identifying and num- 
bering of repair parts. The repair kit con- 
tains all the spare parts for Rayville cali- 
bers 634 by 8” R48 and 5” R49. 





Lighter Parts Offers Free 
“Lighter Repair Manual" 


Lighter Parts, Inc., 2 E. Stockton Ave., 
Pittsburgh 12, Pa., is offering a “Lighter 
Repair Manual,” worth $10, to any dealer 
who orders a $50 lighter repair kit or $50 
worth of lighter parts. The manual covers 
almost every make of lighter. 
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News of Personnel 





Zodiac Watch Agency, N. Y., has an- 
nounced the appointment of David EIl- 
bogen as mid-west representative, with 
headquarters in Chicago. 








J. W. BAKER 
Wadsworth 


B. M. JONES 
Wadsworth 

Appointment of sales representatives has 
been announced for the Wadsworth-Hadley 
sales division of the Elgin National Watch 
Co. by H. E. Rich, manager. Burris M. 
Jones is in the St. Louis territory, and 
John W. Baker, the San Antonio-Houston 
territory. Robert D. Bonynge has been 
named to cover Nebraska, North and 
South Dakota, and Donald Jonson takes 
the West Virginia territory. 





R. D. BONYNGE D. JONSON 
Wadsworth Wadsworth 





Davidson & Sons Jewelry Co., N. Y., 
has announced the appointment of Milton 
Singer to cover Washington, D. C., Dela- 
ware, Kentucky, Maryland, North Caroliha, 
Virginia and Tennessee. 
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M. SINGER 
Davidson 


S. ARNSTEIN 
Korn & Co. 


Wm. Korn and Co., manufacturers and 
designers of jewelry displays, Buffalo, 
N. Y., has appointed Stanley Arnstein 
as creative head of its design department. 








Robert M. Parillo, formerly of Phyllis 
Originals, has been appointed eastern sales 
manager of Marvel Jewelry Co., Providence, 
R. I. He will also work with the fashion 
jewelry of Marvel’s Alba Originals division. 





Abe Bean, Seattle, Wash., has been 
appointed sales representative for Elgin 
American fashion accessories in the Pacific 
northwest, it was announced by L. E. 
Simmons, western district sales manager. 





REID H. COX 
Seth Thomas 


ABE BEAN 
Elgin American 


Reid H. Cox and Co., manufacturers 
representatives, Atlanta, Ga., has been ap- 
pointed sales agents in the southeast for 
Seth Thomas clocks and watches, accord- 
ing to Harold E. Blackburn, general sales 
manager of Seth Thomas. 





Glenn Delker, manufacturer's repre- 
sentative, Milwaukee, Wis., has been ap- 
pointed to represent the Ledo Jewelry line, 
a division of the Leading Jewelry Mfg. 
Co., N. Y., in Michigan, Wisconsin, Min- 
nesota, Iowa and Nebraska. 


GLENN DELKER 
Ledo Jewelry 








The new firm of Berwin Jewelry Co., 15 
Maiden Lane, N. Y. 38, has appointed the 
following salesmen to represent the Anson 
and W & A Charms lines in New York; 
Louis Reichenberg, Felix Sirota, Ben 
Gutschneider, Harvey Seizer, Albert 
Noll and Milton Abrams. 





W. M. Byrne has been appointed mer- 
chandising manager of electric housewares 
of the Westinghouse electric appliance 
division, it was announced by R. Z. 
Sorenson, manager of electric housewares. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word, 

“Help Wanted’—*“‘Lines Wanted” and “Side 
Lines’’—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All ether headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word, 

Name. address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If amswers are to be for 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 


To avoid unnecessary correspondence men- 
tion your location in the advertisement. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








WATCHMAKER, veteran, desires steady 
position: two years’ experience; New 
York area only. Address “E., 1148,” 
care J C-K. 





WATCHMAKER, highly experienced in all 
plain and complicated work; salary $90 
to $100; for New York City only. Ad- 
dress “N., 890,’’ care J C-K. 





ENGRAVER, wants position in depart- 
ment or retail store, Tennessee, Georgia 
or Alabama; must be permanent. Ad- 
dress “C., 1228,’ care J C-K. 





FORCEFUL counter salesman, successful 
intensified experience diamonds, watches, 
mountings, finer gold jewelry, sterling, 
ete. Address “G., 1151,’”’ care J C-K 





PAWNBROKER-manager, 40 years old; 
20 years New York City experience; 
will relocate; wants interesting proposi- 
tion. Address “Y., 1202,” care J C-K. 





WATCHMAKER, years of experience on 
all grades automatics, chronographs, 
R.R. watches, ring sizing; best of 
habits. Address P. O. Box 351, Valdosta, 
Ga. 





JEWELRY repairer and diamond setter, 
25 years’ experience, wishes position in 
Metropolitan area; best references. M. 

en 495 Barbey St., Brooklyn 7, 


a 7 





ORDER and repair clerk, female; thor- 
ough kno wledge of diamond rings, dia- 
mond bunch rings and colored stone 
rings; New York City. Address “V., 
1027,” care J C-K. 





LONG experienced watchmaker on all 
make watches; will work on commis- 
sion: Ohio, Indiana, Illinois preferred. 
Address Watchmaker, 2673 Taft Ave., 
Youngstown, Ohio. 





YOUNG man, 32, married, presently em- 
ployed New York retail, six years’ ex- 
perience, desires change for better op- 
portunities; best references. Address 
“*B., 1145,” care J C-K. 








BUYER-salesman, extensive experience; 
employed last position 14 years as buy- 
er with large wholesale firm; qualified 
in all phases jewelry business. Address 
“N., 1044,” care J C-K. 





MANAGER, seven years’ experience all 
phases retail credit operation; capable 
watch repairman; prefer Midwest loca- 
tion; age 30; likes responsibility. Ad- 
dress “N., 1116,’’ care J C-K 





PARISIAN jewelry designer stylist, just 
back from European tour with out- 
standing ideas in real and costume 
jewelry, accepting part time proposi- 
tions. CI 6-8573, New York. 





SALESMAN: 48; outstanding producer ; 
seeks position reputable credit jewelers 
New York, Ohio or Indiana; available 
January; details New York interview. 





Address “T., 1223,’’ care J C-K. 
JEWELER, 12 years’ experience on 
platinum, gold, can do light special 


orders and repairing, wishes position ; 
moderate salary; excellent references. 
Address “S., 1218,’’ care J C-K. 





BOOKKEEPER, full charge, G.L., taxes, 
experience handling diamonds, orders, 
all details; formerly with Klebanoff & 
Grossman. C. Witzling, 1678 Union St., 
Brooklyn, N. Y. Telep. Ch 2-4277 





BOX salesman; intensified experience; 
plastic, velvet, paper, leather, metal, 
wood; silverware chests; flair for dis- 


plays, showcase systems, special pack- 
aging. Address “F., 1135,” care J C-K. 





OUTSTANDING salesman, available rep- 
utable New York or New Jersey dis- 
count house dealing better class trade; 
positively no night work; highest ref- 





erence. Address “G., 1136,” care J C-K. 
WATCHMAKER, first class, age 40, 


married; top references; desires perma- 
nent position in Midwest; fully experi- 
enced in every phase of retail jewelry 
business. Address “‘C., 1206,” care J C-K. 





BOOKKEEPER (female) full charge, ex- 
perienced all phases diamond and preci- 
ous stone office; extremely capable, ef- 


ficient, trustworthy, personable; Man- 
rye only. Address “O., 1197,” care 
“fA. 





BOOKKEEPER-accountant: credits, col- 
lections, correspondence, costs and every 
phase of jewelry business; outstanding 
record with leading concerns: seeking 
responsible position. Address “R., 1057,”’ 
care J C-K. 





MANAGER; for the past 20 years steadily 
employed in credit jewelry operation: 
thoroughly experienced in sales, collec- 
, tions, promotions, display and _  per- 
* sonnel supervision. Address “P., 1181,” 
care J C-K. 


———————=. 


WATCHMAKER: fast, skillful, H.I.A. 
certified Master; 30 years’ experience; 
Watchmaster position timing: commis- 
sion; $100 week, or up, if managing de- 
partment: references. Address “E., 
1208,” care J C-K. 








ADVERTISING manager, top background 
all phases national advertising, promo- 
tion, publicity ; experienced jewelry, de- 
partment, specialty store distribution; 
age 35; salary open. Address “A., 
1144,” care J C-K. 





TWENTY years’ experience, fine jewelry 
all phases; pleasant personality, ag- 
gressive, personable; 48 years of age; 
available at once any location; regis- 
tered jeweler A.G. Society. Address “E., 
1134,” care J C-K. 





DIAMONDS ; young man with three years’ 
experience diamond cutting, repairing 
and assorting, wishes position with 
wholesale or retail diamond and jewelry 
firm; best references. Address “F., 
1104, ” care J C-K 








STORE manager; top salesman, thor. 
oughly experienced in credit, pro. 
motions, displays, repairs and spe. 
cial order work, desires position {pn 
Metropolitan area. Address - 


1219,” care J C-K. 








GRADUATE gemologist, production jewel- 
er, seven years’ experience at bench, 32, 
married, ambitious; anxious for open. 
ing in retail jewelry store with future: 
small town in East preferred. Address 
“A., 1123,” care J C-K. 








ENGRAVER, first class, 20 years’ experi- 
ence, desires position with jewelry or 
manufacturing firm as free lance or 
salary basis; West or Southwest perfer- 
able. Address Circular 300, Room 1420, 
Hayworth Bldg., Chicago 2. 
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MANAGER, credit jewelry, seeks position 
with permanent future; thoroughly ex- 
perienced in all phases of credit opera- 
tion ; available September ; prefer North- 
east, other area if advantageous. Ad- 
dress “M., 1115,” care J C-K 








JEWELRY, diamond setting graduate, 
also college degree, personnel manage- 
ment, desires opportunity to learn all 
phases jewelry business ; 27 years, Navy 
veteran, married : consider any location, 
Address “> 1230, ”* care J C-K. 
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WATCHMAKER;; fast, thorough, compe- 
tent, H.I.A. certificate, retail experi- 
ence, family man; presently employed, 
finest references; age 28; desires per- 
manent employment in Los Angeles 
area. Address “‘N., 847,” care J C-K. 





SALESMAN, graduate gemologist, six 
years’ experience sales and watch re- 
pair; prefer straight selling: married, 
29, one child; now preparing for Ameri- 
can Gem Society titles; excellent refer- 
ences. Address “V., 1121,’’ care J C-K. 





RETAIL manager seeking position with 
a future, 12 years’ experience in chain 
store and individually owned  opera- 
tions ; capable salesman and buyer with 
good executive ability; Long _ Island, 
New York resident; will relocate. Ad- 
dress “‘R., 1217,’’ care J C-K. 





YOUNG executive; seeks position watch 
importer or wholesale jeweler; thor- 
oughly experienced; supervise watch 
production, repairs, purchasing, sales, 
office staff, correspondence: credits, bill- 








ing, shipping. Address ‘“T., 1185,” care 
3-K. 
GENTLEMAN, well known for many 


years among manufacturers of jew- 
elry and silverware; personal con- 
tact with tops using precious metals; 
capable salesman, publicity; refer- 
ences the best. Address “E., 269,” 
eare J C-K, 





WATCHM AKER, jeweler, engraver, six 
years’ experience, desires permanent 
position with chance for advancement: 
capable managing small store; present 
salary $85 per week; prefer West; age 
28, married, one child. Address “D., 
1102,’ care J C-K. 





ASSISTANT manager, salesman, _ thor- 
ough knowledge of chain and individu- 
ally owned operations ; merchandising, 
advertising, selling, credits, and collec- 
tions; interested in position with secur- 
ity for satisfactory performance. Ad- 
dress “L., 1170,’’ care J C-K. 








WATCH and clock maker, 30 years’ eXx- 
perience in own small business ; excel- 
lent health, seeks moderately paid posi- 
tion in a well established business in 
Metropolitan area, to assist in all 
around capacity; best references. Ad- 
dress “L.., 1213,” care J C-K. 








—— 
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YOUNG man. over 2° years’ experience 
with top jeweiry ssanufacturer in all 
phases of ring ruanvfacturing, styling, 
diamond mountin#, cunch rings, costs, 


promotions, capubie supervising office 
personnel; highest trade and character 
references. Address “‘M., 1214,” care 
J C-K. 








LOS ANGELES; incomparable retail ex- 
perience, sales-building record with top 
New York and California independent, 
chain, major department stores; buy- 
ing, promotion, managerial; diamonds, 
watches, jewelry, silverware ; recognized 
leader, now employed. Address “B., 
1169,” care J C-K. 





FOREMAN, aged 50, wishes position 
in watch or jewelry line; retail or 
wholesale; has had 25 years’ ex- 
perience as foreman with Henry 
Blank & Co., using C. H. Meylan, 
International and Hamilton watches 
of highest quality. Address “C., 
1168,” care J C-K. 








VERSATILE, young man, age 32, with 
13 years’ experience in all phases of 
jewelry industry ; experienced in buying 
and sorting diamonds and _ precious 
stones and production and purchasing 
work; have several years’ experience 
in sales; presently employed, but con- 
sidering a change. Address “J., 1155,” 
care J C-K. 





TOP chain credit jewelry executive, suc- 
cessful record increasing diamond vol- 
ume, leading jewelry stores; training 
personnel, supervising, merchandising, 
advertising, displays ; prornotions; seeks 
challenging opportunity where ability, 
personality, tact, experience, hard work 
and results count; exceptional back- 
ground; excellent references. Address 
“A., 1167,” care J C-K. 





MR. CREDIT Jeweler; if your store has 
“lost” its spark, you have “found” 
your man ; top flight manager-salesman, 
desires permanent connection with rep- 
utable firm; neat, personable and a 
promoter of sales; can assume full re- 
sponsibility ; experienced in all phases; 
avoid disappointments; I guarantee an 
increase in your sales volume. Address 
“K., 1040,”’ care J C-K. 





MANAGER,sbuyer, top salesman; 20 
years’ experience all phases of 
cash, credit, wholesale, mail order 
and department store operations; 
college background, excellent ap- 
pearance, age 39, married, pres- 
ently employed; unusually well 
qualified to handle advertising, 
merchandising, personnel, credits, 
collections. Address “A., 1203,” 
care J C-K. 








DISTRICT supervisor, retail branch man- 
ager, senior salesman, merchandise 
buyer, _promotion man, college man 
(youngish 50) married, fully qualified 
In every phase of the cash and credit 
Jewelry and department store business, 
(radio, electric appliance and _ gift- 
ware) including collections, displays, ad- 
vertising, diamond and watch promo- 
tions, tangibles and intangibles: can 
train, and supervise personnel: I have 
25 years certified background and an 
enviable resumé for your approval: I 
am only interested in joining an ap- 
preciative and progressive chain or in- 
dividual organization seeking a_ top- 
flight man, who is willing to relocate 
anywhere for the right compensation, 
4nd would consider an amicable con- 
tract, after a reasonable trial: I will be 
available immediately: trust all cor- 
respondence will be treated with the 
utmost confidence ; write full particulars 
to letter. Address ‘‘H., 1143,” care 
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Lines Wanted 








EASTERN representative, long  estab- 
lished in the territory, desires to repre- 
sent manufacturer. Address “N., 1196,” 
care J C-K. 





WEST Coast salesman, desires factory 
line fine jewelry in gold and platinum ; 
genuine stones; commission basis. Ad- 
dress “C., 2946,” care J C-K. 





EXPERIENCED salesman, residing in 
Florida, wants commission lines for 
jewelry, gift or department stores, for 
Florida. Address “K., 1176,” care J C-K. 





PACIFIC Coast representative, with per- 
sonal following, wants line to the job- 
bers on commission basis; can furnish 
top references. Address “A., 1142,” care 
J C-K. 





SALESMAN, fine 14k jewelry, covering 
Boston to Washington territory, includ- 
ing New York City, wishes non-con- 
flicting side line. Address ‘“D., 1147,” 
care J C-K. 





HAVE long established trade finest jewel- 
ers in all Metropolitan cities coast to 
coast; loose diamonds and fine diamond 
platinum jewelry. Address “G., 1132,” 
care J C-K. 





MANUFACTURER'S representative, Los 
Angeles office, West Coast coverage, can 
handle one or two more top notch find- 
ing lines to manufacturers; all metals; 
—— Address “B., 1192,” care 

C-K. 





SALESMAN, with leading mounting manu- 
facturer selling wholesalers, seeks con- 
nection with young, progressive firm; 
have following and good contacts in 
ak Address “G., 1107,” care 

C-K. 





PACIFIC Coast representative, with es- 
tablished following of costume jewelry 
and novelty jobbers, can use line of $1 
to $3 retail, costume jewelry, also 
novelty and gadget line. Address “T., 
1120,” care J C-K. 





SALESMAN, with established following 
among the better jewelers in Texas and 
adjacent territory, desires a manufac- 
turer’s short quality line; what have 
ow: hy offer? Address “E., 1231,” care 





EXPERIENCED sales _ representative, 
with good following of wholesalers, job- 
bers, chain and premium houses in New 
England, desires connection: unques- 
tionable references. Address “R., 1165,” 
care J C-K 





SALESMAN, Georgia resident, desires well 
established manufacturer’s line selling 
jobbers and wholesalers in Southern 
territory : wide experience; commission 
basis with drawing. Address “K., 1158,” 
care J C-K. 





CALIFORNIA salesman, for Southern 
California area, wants factory direct 
line, priced right; good following, 
jewelers, etc.; best references: native; 
draw against commission: no diamonds. 
Address ‘“‘A., 1195,”’ care J C-K. 





SALESMAN, with Chicago office, cover- 
ing the Midwest calling on wholesale 
jewelers, costume and premium jobbers 
and catalog houses; have good follow- 
ing; can produce volume. Address Cir- 
cular 301, Room 1420, Heyworth Bldg., 
Chicago 2. 





WANTED: small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise: have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





I WANT to service a territory intensively 
for a jewelry manufacturer or a watch 
house; I have covered the entire United 
States and Canada doing ‘missionary 
work,” stressing public relations along 
with sales to watch material whole- 
salers, jewelry manufacturers, as well 
as many of the large retail stores; I 
can be contacted through “Box A 986,” 
care J C-K. 





WEST Coast manufacturers’ agent to 
costume jewelry and novelty job- 
bers, with long established follow- 
ing, wants earring lines, also im- 
ported items; 1 jewel watches, ex- 
pansion watch bands, cases and 
movements, clocks, sewing kits, 
hardware sets, and other imported 
items; references; Jewelers Board 
of Trade, Dun & Bradstreet. Mur- 
ray Silverman & Associates, 707 So. 
Broadway, Los Angeles, Calif. 





NEW ENGLAND: salesman available 
with outstanding and successful sales 
and sales promotion background; pres- 
ently employed; interested in associat- 
ing with reputable, well established 
manufacturer requiring the best pos- 
sible sales coverage in this territory; 
over 15 years’ experience with top firms 
and with a following among better jew- 
elers including major Boston accounts; 
this must be a genuine opportunity 
where volume is sufficient to provide 
attractive income commensurate with 
such background and experience; age 
39, married, with university education ; 
is also capable of assuming executive 
responsibilities. Address “H., 1154,’’ care 
J . 


Side Lines 











SALESMEN, to carry auxiliary line of 
decorative ribbon for gift wrap in jewel- 
ry trade; will discuss terms. Address 
*“*M., 1161," care J C-K. 





SALESMEN, with retail following, fine 
marcasite line: territories New York 
and Metropolitan area; also salesmen 
for West Coast area; high commission. 
Address “N., 1162,” care J C-K. 





SALESMAN, with established retail fol- 
lowing to sell better grade of platinum 
and gold jewelry and watches; good 
commission ; state territory : replies con- 
fidential. Address “E., 1103,” care J C-K. 





SALESMEN wanted to carry side line 
of popular priced fine imported 
lighters; reproduction of nationally 
known lighter; gift boxed and guar- 
anteed; liberal commission. Address 


“7... 1114,” care J C-K. 





SALESMAN, to carry the popular line 
Lady Rose earrings, gold, gold 
filled, silver and marcasite goods; 
all territories open; drawing against 
commission. Address “T., 866,” 


eare J C-K. 





AVAILABLE as side line, diamond set 
gold watch and attachment line to 
better stores: only experienced in the 
line will be considered: please write 
giving full details. Address “Y., 1889,” 
care J C-K. 





HIGH school ring salesmen: if you have 
sold rings to high schools and have a 
little spare time, you can convert it to 
immediate profit with guaranteed re- 
peat commissions: please state back- 
ground. Address “W., 965,’ care J C-K. 
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SALESMEN wanted for New York City 
and Long Island to sell nationally ad- 
vertised Barbara Bates manicure gift 
sets to retail jewelers; liberal commis- 
sion. Write, Woodcock, C. J. 
Bates & Son, Chester, Conn. 





SALESMAN, with a non-conflicting line, 
to represent a manufacturing jeweler 
with wedding rings, mountings, em- 
blems, ete., very quick selling line; state 
territory and experience. Address “O., 
1140,” care J C-K. 





SALESMEN, to carry nationally advertised 
line of jewelry displays; liberal com- 
missions; excellent territories avail- 
able; write full particulars to, Morton 
Pelzner Displays, 2445-49 Taraval St., 
San Francisco 16, Calif. 





MID-WEST territory open to Chicago 
resident salesman to carry a manufac- 
turer’s line of 14K, 18K and platinum 
mounting sets, to wholesalers and chain 
stores; commission basis. Address “D., 
598,” care J C-K. 





SALESMEN, with established retail 
following to sell popular priced 
diamond rings, plain and engraved 
wedding rings, as a side line; in- 
quiries treated with utmost confi- 





dence. Address “F., 1150,” care 
J C-K. 
WATCH strap manufacturer needs 


salesmen, with following among 
jewelers, watchmakers, department 
stores, to carry short compact line, 
popular priced straps for South- 
west, Midwest and West territory. 
Address “K., 1212,” care J C-K. 





SALESMEN, with following among jewel- 
ry wholesalers, material suppliers, etc., 
for popular priced leather, nylon, plaid 
watch strap line of long established 
manufacturer ; commission ; various ter- 
ritories open. Address “P., 1216,’ care 


>, = 





SALESMEN, with established retail fol- 
lowing among department and ladies’ 
specialty shops over various territories, 
for highly styled medium priced costume 
jewelry; profitable side line; commis- 
sion basis with drawing, Address “H., 
1108,” care J C-K. 





SALESMAN, with following of better 
credit and cash retail stores, Middle 
West and Pacific Coast territory ; manu- 
facturer’s line of ladies’ well made 14K 
fancy ring mountings for diamonds: 
commission basis; state experience. Ad- 
dress “W., 1188,” care J C-K. 





RONSON lighters with emblems; side line 
salesmen wanted to carry this fast- 
moving exclusive line to retail jewel- 
ers; will only consider top men carry- 
ing top lines and well established; give 
all details and your territory first letter. 
Address “Y., 966,” care J C-K. 





SALESMAN ; experienced, represent man- 
ufacturer, religious jewelry, gold and 
silver, excellent side line; territory New 
Jersey, Washington, D. C., and Eastern 
Pennsylvania; car necessary: estab- 
lished accounts, commission basis; ref- 
erences. Address “M., 1042,” care J C-K. 





NATIONALLY known manufacturer of 
fast selling 14K charm bracelets 
and discs, at prices to meet all com- 
petition, desires salesmen with large 
following among retail jewelers and 
department stores over various terri- 
tories; give particulars in first letter. 


Address “N., 520,” care J C-K. 


SALESMEN, to call on credit and cash 
retailers with a special new line of 
sterling studded watch bands, also out- 
standing promotional items in 10K gold 
rings and 10K gold earrings; style, 
quality and pricing makes every mer- 
chant a potential customer. Address 
“D., 1207,” care J C-K. 





SALESMAN, to represent an established 
manufacturer of platinum and gold 
mountings, bridal sets, fancy cocktail 
rings and earrings, calling on the job- 
ber and chain stores, and large users; 
most territories open to experienced 
man, on a commission basis. Address 
“D., 1170,” care J C-K. 





SALESMAN, to carry a well known manu- 
facturer’s line of ladies’ mountings, 
wedding rings, sets, and lock sets, 
princess, cluster, fancy rings, etc., in 
gold and platinum to the wholesalers, 
chain stores and large users; territory 
the South, with established trade 
throughout; commission basis. Address 
“A., 1190,” care J C-K. 





SALESMEN, big producers with clien- 
tele of largest credit jewelers, 
needed right now to sell advertising 
franchises for America’s hottest 
direct mail diamond contest, and 
America’s best credit jewelers’ news- 
paper ad service; many territories 
open; good commissions; nothing 
to lug around. Address “B., 1079,” 
eare J C-K. 





SALESMAN, to carry a well known manu- 
facturer’s line of ladies’ mountings, 
wedding rings, sets., and lock sets, 
princess, cluster, fancy rings, etce., in 
gold and platinum to the wholesalers, 
chain stores and large users; territory 
Chicago and Midwest, with established 
trade throughout : commission basis. Ad- 
dress “C., 1191,’’ care J C-K. 





SALESMEN wanted to carry top quality 
watch band direct from manufacturer 
to retailer; high commission, protected 
territory: one, Texas, Oklahoma, Lou- 
isiana, Arkansas; two, Washington, 
D. C., Baltimore, Pennsylvania; three, 
Southeastern Atlantic States: submit 
complete information to Cromwell In- 
ternational, Inc., 800 Fifth Ave., Brook- 
lyn 32, N. Y. 





SALESMAN, with following among 
wholesalers, catalogue and premium 
houses, to represent sole U.S. dis- 
tributors of world famous Lemaire 
binoculars and opera glasses, plus 
allied promotional items; need 
salesman for Southern territory; 
top opportunity for good man; 
write present connections and full 
particulars. Jake Levin & Son, 12th 
& Walnut Bldg., Kansas City, Mo. 





Help Wanted 








WANTED, two A-1 watchmakers; per- 


centage basis only. Address ‘“‘T., 1460,” 
care J C-K. 





WANTED; A-1 jeweler, who can repair 


~ set stones. Address “V., 1461,’ care 








JEWELER, special order man; steady 


position in Ohio shop; advise salary 
and references in reply. Address 


“A., 1098,” care J C-K. 





WATCHMAKER and salesman, experi- 
enced: married man preferred; North 
Eastern section of North Carolina. Ad- 
dress “E., 1149,” care J C-K. 





EXCEPTIONAL opportunity with assureg 
future for experienced high class credit 
jewelry store manager; full particulars 
please. Address “F., 1130,” care J C-K. 








JEWELER, who is able to do some set. 
ting ; $2 per hour; good job for a goog 
mechanic; write in detail. Address “y. 
1138,” care J C-K. , 








AGGRESSIVE, jewelry salesman for 
credit store; must be pleasant; give 
age, reference in first letter; loca. 
tion South Central Ohio. Address 
“F., 1172,” care J C-K. 








MANAGER, for established jewelry 
store in Louisiana; must know cred. 
its, display, aggressive selling; state 
age, experience, salary, Address “‘J,, 
1175,” care J C-K. 








ENGRAVER, experienced on silverware 
and jewelry ; steady work, modern shop: 
give experience, references, Salary de- 
_ P. O. Box 7838, Philadelphia 1, 

a. 








SALESMAN, experienced, aggressive man 
for retail cash-credit store; good op- 
portunity ; permanent; state salary and 
previous experience. Klausner, 428 
Knickerbocker Ave., Brooklyn, N. Y. 








ENGRAVER, first class man, for fine 
Western New York jeweler ; steady work 
and ideal working conditions; please 
state age, full particulars and salary 
expected. Address “‘C., 1101,” care J C-K. 





DIAMOND setter, all around, for well 
established shop; this is a steady job 
if you qualify, and are willing to settle 
in Connecticut, 75 miles from New York. 
Address “S., 1220,’ care J C-K. 





MANUFACTURER, wants representative 
for a highly custom jewelry line; must 
be a good man for the West and East 
territory, for the new season. Address 
“L., 1160,” care J C-K. 





WANTED: watchmaker, one who can en- 
grave; good position; prefer a young 
man with ability to manage and wish- 
ing to have his own store some day. 
Address, R. E. Brigham, Oneonta, N. Y. 





NEAT appearing man for special order 
department well known retail store New 
York City; five days a week; good sal- 
ary to start; past experience desired. 
Address “A., 1235,” care J C-K. 





JEWELER, who is accustomed to making 
new models also quoting prices; write 
in detail as to experience, married or 
single, and where in the past employed. 
Address “‘V., 1159,” care J C-K. 


SALESMEN, with strong following for 
smart, exclusive imported costume 
jewelry to be promoted; excellent 
side line; competitively priced; 
draw against commission. Address 


“J., 1109,” care J C-K. 











SALESMEN, with good retail follow- 
ing, wanted by well known manuvu- 
facturer of diamond set bridal sets, 
and ladies’ 14K dinner rings; we 
have excellent territories open. Ad- 


dress “N., 979,” care J C-K. 








JEWELER, with 15 or 20 years’ experi- 
ence on special order work, one with 
ability to teach others; excellent future 
for a capable man; give complete jn- 
formation in first letter. Address “C., 
1139,” care J C-K. 








DIE maker, capable of making steel hobs, 
engraving and cutting ornamental de- 
tail in steel dies; work similar to com 
and medallion dies; plant located in 
i Ohio. Address “E., 1171,’ care 
J C-K. 
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COMBINATION watchmaker and  en- 
graver in established jewelry business in 
fastest growing community in Nevada; 
state age, experience, references and 
salary expected in first letter. Address 
“H., 1174,” care J C-K. 





—E— 


WATCHMAKERS, fully experienced for 
air-conditioned trade shop in New York 
City. Watchmaster experience neces- 
sary; five-day week; permanent; ful 
details in first letter. Address ‘“‘V., 964,” 
care J C-K. 








WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
pws letter. Address ‘“R., 2165,’ care 
J C-K. 








MANUFACTURER'S representative for 
large mounting and watch case firm; 
must have extensive following among 
wholesalers and larger credit jewelers 
in Middle West or Eastern territories. 
Address “Y., 1124,” care J C-K. 


——_— 


WATCHMAKER, must be first class 
mechanic, thoroughly experienced 
on better grade watches and chro- 
nometers; high type store in good 
community of 35,000; write or wire 
for interview. M. Meyer, Marion, 


Ind. 








WANTED, assistant manager, capable 
of handling personnel, credit work 
and to assist in the managing of a 
large unit located in the Southeast; 
references required; give complete 
details. Address “C., 1001,” care 
J C-K. 





SALESMEN wanted, to call on jewelry 
stores with finest imported 18/8 stain- 
less flatware; several territories still 
open; furnish complete details as to 
experience, lines carried, territory 
covered, car, etc., commission. Address 
“G., 1173,”" care J C-K. 





MANUFACTURERS’ representatives, with 
strong following wanted to sell a very 
competitive line of imported quality 
stainless steel tableware (flatware) now 
being introduced; several territories 
oo open. Address “P., 1215,” care 





MANAGER for established jewelry store: 
must have experience in all phases of 
merchandising; also knowledge of dia- 
monds; must be available immediately ; 
excellent opportunity for right man. 
Write full details to, H. Shmerling, 
Jeweler, Broad St., Augusta, Ga. 








WATCHMAKER, for retail credit store 
in Upstate New York town near Roch- 
ester; thoroughly experienced, nice per- 
sonality; excellent salary; steady em- 
ployment; apartment available: send 
references and qualifications. Brenner 
Jewelers, Canandaigua, N. Y. 








JEWELER, age about 40, who is able 
to take charge of a manufacturing shop 
of three people; married man, with 
thorough experience; state experience 
and where in the past employed ; answer 
by detail. Address “Z., 1141,” care 





SALESMAN, with a following in the 
Southeastern States, to represent a well 
established manufacturer of fine jewelry, 
platinum and gold diamond ring mount- 
Ings and wedding rings; will not object 
to a non-conflicting line. Address “W. 
1122,” care J C-K. 








MOST territories open for fine type sales- 
men, to the better stores, with New 
York manufacturers of gold, sterling 
and gold filled charms, bracelets, neck- 
laces, earrings, tie clips, cuff links, key 
Chains, ete.; write full particulars. Ad- 
dress “B., 1088,” care J C-K. 


WANTED; young man with general 
jewelry store experience, as assis- 
tant; duties: visiting and helping 
merchandise small chain of high 
class stores in South; give experi- 
ence and references and state sal- 
ary wanted in first letter. Address 
“N., 1180,” care J C-K. 





DIAMOND salesmen; due to the death 
of one and illness of another repre- 
sentative, we will consider any 
proven successful diamond sales- 
man, with the exception of the East 
and Pacific Coast. H. Hamburger & 
Co., Inc., 22 W. 48th St., New York 
City. 





MANUFACTURERS’ representative, who 
travels regularly and calls on depart- 
ment stores, gift shops, jewelry stores, 
specialty shops, wanted for well estab- 
lished non-tarnish sterling silver line; 
Chicago and vicinity; state qualifica- 
tions in first letter. Address “‘A., 1125,” 
care J C-K 





OLD established diamond ring house 
has New England territory open for 
salesman with established following; no 
aspirants; liberal drawing account 
against commissions; liberal commis- 
sions; our men know of this ad; all in- 
formation kept in strict confidence. Ad- 
dress “B., 1205,’ care J C-K. 





SECRETARY-receptionist (Monitorboard) 
for fine manufacturing firm of precious 
jewelry, Fifth Ave.; required nice typ- 
ing, shorthand, good correspondent, per- 
sonality ; please submit experience, ref- 
erences on handwritten application, 
which is kept confidential. Address ‘'M., 
1179,” care J C-K. 





MANAGER, or assistant manager, 
wanted for best retail jewelry store 
in southern Wisconsin; must have 
knowledge of credits and collec- 
tions; excellent opportunity with 
secure future for right man; give 
detailed background with salary ex- 
pected first letter. Address “K.., 
1113,” care J C-K. 





WE have an opening in our organiza- 
tion located in the Southeast, for 
a salesman who is aggressive, on a 
steady basis; there is an opportu- 
nity for the right man to advance to 
manager; give references, present 
earnings and experience in first 
letter. Address ‘“A., 1000,” care 
J C-K., 





GENTLEMAN, experienced in selling and 
in all phases of jewelry store operation, 
to assist owner of the highest type in- 
dependent store carrying all the quality 
lines of jewelry, silverware, crystal, 
china and artwares; good opportunity 
for the right person; reply in own hand- 
writing giving age, experience, etc. to, 
Norman Pybus, Inc., Summit, N. J. 








EIGHT, half-tray, compact quick sell- 
ing ring line; manufacturer to re- 
tailer and department stores; con- 
sisting of ladies’, men’s and chil- 
dren’s birthstone and onyx rings; 
ladies’ and gent’s zircon rings; wed- 
ding rings; commission basis; give 
full particulars; most territories 
open. Address “P., 1163,” care 
J C-K. 





SALESMAN; South African diamond 
importers require services of sales- 
man with following among better 
stores, for outstanding line of loose 
diamonds, fine platinum and gold 
mountings and wedding rings; Mid- 
western representation preferred; 
all details will be kept confidential ; 
this is not a bunch ring operation. 
Address “J., 1211,” care J C-K. 





GENERAL manager, for medium size 
Eastern installment chain; we want a 
top notch man and are willing to pay 
commensurate salary; must be ener- 
getic and a good merchandiser; state 
all your qualifications, background and 
references in your application; all re- 
plies will be handled in the strictest 
i Address “C., 1127,” care 





COMBINATION jeweler, stone setter and 
engraver; must be a good mechanic, 
capable of turning out good engraving ; 
position permanent in a fine store lo- 
cated in one of the nicest communities 
on the famous Florida Gold Coast; state 
salary expected, qualifications, experi- 
ence and background in your first letter ; 
if you do not qualify, don’t apply; this 
is a good opportunity for the right man. 
Address “D., 1128,’ care J C-K. 





SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 
“H., 1737,” care J C-K. 





TO a successful jewelry-clothing store 
manager; a large $400,000 to $500,000 
annually, Ohio credit jewelry and cloth- 
ing store combination is seeking a top- 
drawer aggressive administrator to take 
complete charge of a well-known estab- 
lishment; if you’ve “put it on the line” 
successfully for a period of years and 
you’re now ready for the step that will 
lead to important earnings, if you're 
ready to capitalize on demonstrated 
ability, this is for you; you must have 
thorough credit knowledge, buying, ad- 
vertising and promotional “know-how,” 
plus intelligent awareness of all around 
store operation ; must assume leadership 
of present top help; should be under 45 
years with an outstanding previous rec- 
ord; give us a resumé of your back- 
ground, starting salary desired and 
availability ; we’ll guard your letter with 
confidence for your protection. Address 
“B., 1126,” care J C-K. 


For Sale 


Stores, Stocks and Businesses 











MODERN jewelry store, A-1 location in 
Queens, N. Y.; excellent repair busi- 
ness; good reputation. Address “V., 
1186,” care J C-K. 





OPTICAL business (installment) Wash- 
ington, D. C., ground floor, good volume ; 
suitable for adding jewelry. Address 
“F., 1209,” care J C-K. 





JEWELRY, gifts, watch repair, estab- 
lished store in prosperous, and growing 
Wichita; will sell at inventory under 
$15,000 because of other business inter- 
ests. Write, Box 1402, Wichita, Kans. 
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FOR SALE—Continued 








JEWELRY engraving shop for trade and 
private, established 35 years in North- 
ern New Jersey (reasonable price) ; also 
consider partnership with good engraver. 
Address “D., 1193,” care J C-K. 





SALE or lease; Norwood, New Jersey, 
(10 miles north of Bridge) new build- 
ing, block construction, suitable light 
manufacturing or record storage: 2,300 
square feet, lot 150 by 300. Call Owner, 
Dumont 4-5393. 





FOR SALE; jewelry store, excellent loca- 
tion; good clean stock; established in 
1816; can be bought right; reason for 
selling, impaired health; town of about 
12,000, in southern Vermont. Address 
“C., 1080,” care J C-K. 





JEWELRY store in beautiful Westchester 
County, established 1923; store has 
priceless reputation for honesty, excep- 
tional repair trade; inventory about 
$9,000, plus fixtures; illness forcing re- 
ax a Address “V., 1153,” care 





FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,’ care J C-K. 





CREDIT jewelry store, established over 
50 years; within 60 mile radius of New 
York City; nine year lease with no 
raises; responsibilities of larger busi- 
ness makes sale of store advisable; 
auctioneers and quick dealers need not 
apply. Address “P., 1117,’’ care J C-K. 





RETAIL jewelry business, establised over 
40 years same location; best corner in 
town; county seat of fast growing 
Northern California County; cash store, 
ideal for credit business; fine stock and 
lines of sterling and watches; new lease 
> suit owner. Address “S., 1119,’ care 





MATERIAL business with watch repair 
and jewelry shop for sale; wholesale 
and retail; established over 30 years 
in Florida city of nearly 250,000 popu- 
lation; trade center for over two mil- 
lion people; established clientele; will 
sell outright, or will consider partner- 
ship. Address “E., 1129,’ care J C-K. 





MODERN, excéptionally beautiful, air- 
conditioned store in small growing in- 
dustrial town in Connecticut; 100% lo- 
cation, long lease, top franchises; ex- 
cellent business, mainly cash; buy with 
or without stock; $10,000 without stock: 
will consider trade with A-1 store in 
Arizona. Address “G., 951,” care J C-K. 





EXCEPTIONAL opportunity to purchase 
a 44-year-old successful established cash 
jewelry store; ripe for installment sell- 
ing; 100% corner location, landmark 
street curb electric clock in front of 
store; all major jewelry lines, small 
appliances and gifts; clean stock, good 
lease. Greenberg's, 218 S. 52nd St., Phil- 
adelphia 39, Pa. 





BEAUTIFUL, modern jewelry store in 
fast growing industrial city in North 
Carolina; 100% iIloecation, good 
lease, modern fixtures; clean stock 
of diamonds, watches and jewelry; 
national names of sterling, crystal, 
china; doing mostly installment 
business; owner has other interests; 
established 10 vears; great possi- 
bilities; about 240,000 will handle; 
terms net cash. Address “B., 1225,” 
eare J C-K. 





For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





FOR SALE; complete jewelry repairing 
and watchmaking equipment and mate- 
rials ; inventory $5,000; must sell. Write, 
—— 1565 Hollywood, Warren, 

io. 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers Circular- 
Keystone. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





SEE page 191, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., Howell, 
Mich. 





M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
101 South Raleigh Ave., Atlantic 
City, N. J. Phone 4-7231. 





WANTED: experienced man who will 
make a small investment in pawn shop; 
willing to give 50% interest to right 
party because of other interests. Ad- 
dress “R., 1118,’’ care J C-K. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 





AUCTIONEER; 8 successful sales con- 
ducted in 1953; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 





AUCTION sales conducted in a dignified 
manner or the new method action sale; 
no license or restrictions in conducting 
action sales: 30 years’ experience; full 
particulars on request; an outstanding 
Pacific Coast organization to serve you. 
Wire or write, S. Amster & Associates, 
51214 So. Main St., Los Angeles, Calif. 








AUCTIONEER, V. C. Kelley; Mr. 
Jeweler, do you want results, such 
as this; just closed out one of De. 
troit’s oldest leading jewelers; re. 
sults $105,000, close-out to the bare 
walls, including lease and fixtures; 
I pledge you top dollar for your 
stock. Write or wire, V. C. Kelley, 
7322 N. Ridge Ave., Chicago 45, 
Til. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct aue. 
tion sale for you and finance any 
necessary funds needed for a sue. 
cessful sale; our long record in con- 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Scranton Ave., Lynbrook, N.Y, 
Tel.: Lynbrook 3-8044. 





IMMEDIATE cash for’ diamonds, 
watches (new or used), antique 
pieces, or anything of value; _plati- 
num and old gold at market prices, 
sterling silver, new or used; we have 
unlimited cash for this purpose; 
write, wire or call at our expense; 
references: Jewelers Board of 
Trade; shipments held for your ap- 
proval of payment; since 1919, 
Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390, 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 420 Madi- 
son Ave., New York. Telephones 


PLaza 8-2110-2111. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; [| will take 
stock over as a going or going-out- 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 





DO you need cash; examine our 
guarantee sales method of obtain 
ing at least 10% obove $ for $ for 
your surplus stock, after all sales 
expenses; we “have accomplish 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales Enter 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL. 7-4693; 
See page 141 for additional details. 





236 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















W anted to Purchase 





— 
———_—-— 








WANTED to buy established jewelry 
store, Mountain States; give gross sales 
for 1953: replies confidential Address 
“R.. 1183,” care J C-K. 





——-_—_— 


CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





—_—_—_-—--- 


CASH for watches, movements, solid gold 
cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, ete. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, Ill. 





—— 


JEWELRY store wanted, town of 12,000 
to 35,000 population preferred, must 
have good lease, excellent location and 
doing more than $50,000 yearly. E. 
Meyer, 57-15 157th St., Flushing, N. Y. 





WANTED: interested in buying cash 
jewelry store (not repair shop) with es- 
tablished reputation; will pay highest 
possible price; prefer Northeastern 
United States; replies confidential. Ad- 
dress “‘E., 599,” care J C-K. 





STERLING silver flatware and standard 
brand watches; immediate payment or 
estimate by return mail: references 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 540 5th 
Ave., New York 36, N. Y. 





STERLING silver flatware, any quan- 
tity, any pattern, any brand; also, 
all standard brand watches, surplus 
diamonds and diamond _ jewelry; 
cashier’s check by return mail or 
estimate; references: Houston Na- 
tional Bank or any mercantile 
agency. Jack Greene, 405 Main St., 
Houston, Texas. 

















WATCHES and diamonds wanted; any 
quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, etc. ; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas. 











WE pay cash; send us your surplus jew- 
elry stock ; we will pay the highest pos- 
sible cash dollar for diamonds, watches, 
Silverware, scrap gold, or any other 
Jewelry ;: acknowledgment of your ship- 
ment same day by phone: our check 
to you within 24 hours. R. A. Zanone 
Co., 81 Madison Bldg., Suite 701-2-3 
Memphis, Tenn. References Union Plant- 
ers Bank, Memphis, Tenn. 


a 





WE'LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem- 
ming and hawing; wire or write 
your proposition or call. Ref.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sons, 
since 1905, 72 Bowery, New York, 
N. Y. Phone CAnal 6-2854. 








CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s, 
Dept. K., 108 Beale Ave., Memphis, 


Tenn, 


Watch Work, etc., for 
the Trade 











CHRONOGRAPHS _ repaired exclu- 
sively, cleaned $6.50, postage pre- 
paid. Time Craftsmen, 6643 Oak- 
land St., Philadelphia 24, Pa. 





SPECIALIST in fine watch repairing; 
fast service; watches’ electronically 
timed; work guaranteed; insured shop, 
large capacity. Sidney S. Ross, 227-03 
Merrick Blvd., Laurelton 13, N. Y. 





ONE week’s service; one year guaranty ; 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
Lowey, 48 W. 48th St., New York 36, 
ck 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





BOSTON, Mass.; expert and guaranteed 
watch repairing: Watchmaster tested ; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





SEMI-RETIRED watchmaker, 35 years 
bench experience on all kinds of watches 
and clocks, desires small amount of 
trade work. Lencer, Rt. 1, New Smyrna, 
Fla. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster: 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





FAST, dependable economical watch re- 
pairing ; free pickup and delivery service 
50 mile radius New York City; insured 
shop. Edward Jerome, 168-08 90th Ave., 
Jamaica 33, N. Y. Tel. Axtel 7-4916. 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade list on request; chronographs 
cleaned and mainspring $7.50. Howard 
= Huron St., Lake Ronkonkoma, 
ms Be 





TWENTY-FIVE years’ experience in 
fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 





HIGH grade watch repairer, accustomed 
to work for fine jewelers, has opening 
for two more accounts; only high grade 
stores accepted ; no speed methods used ; 
experienced in handling finest time 
pieces, making parts, split second tim- 
ing; reasonable rates, though no com- 
petition with cheap repairers attempted ; 
sincere references given. Frederick Haas, 
150 Nassau St., New York 38, ; 
Ba 7-2118. 








Special Order Work and 
Repairs for the Trade 








PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 





To Let 








NORTH light office: opportunity for jew- 
elry jobber, watches, diamonds. Tele- 
phone Ju 2-2836, New York. 





SIXTY Court St., Brooklyn, N. Y.; ideal 
for jewelry store; very heavy traffic; 
no other jewelers in area; five year 
lease. Lo 3-1966. 





FROM one to five benches available, with 
exclusive use of casting outfit, if desired. 
Harry Raeburn, 40 W. 48th St., New 
York, 36, N. Y. 





NEWLY renovated office and light 
manufacturing; most outstanding 
building in diamond and jewelry 
industry; permanent offices of Dia- 
mond Dealers Club in this building, 
Inquire Superintendent, 36 W. 47th 
St., New York or call Ci 6-7151. 


| 





FOR lease: store (jewelers’ front) 17 x 57 
in Ponce de Leon Hotel building, 231 E. 
Flagler St., Miami, Florida; continu- 
ously occupied for 10 years by jeweler 
vacating for need of more space; avail- 
able January 1. Louis Lober, 30 Broad 
St., New York 4, N. Y. Ha 2-7188. 


ALEC A NT LEE IIE DLE OE PIED LIE I I 





Miscellaneous 








WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students: $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 
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ANRJA Convention 
(From page 193) 


retail jeweler is a highway robber, and 
that the discount house is the benefactor 
of his clients. 

“T know and certainly most of you must 
know that these discount houses use our 
stores as a show room, where the customer 
can see and handle the goods and de- 
termine the fixed retail prices. The ethi- 
cal jeweler maintains the fair traded 
price because he has agreed to, and the 
discount house uses the retail ticket as 
proof that the jeweler is reaping a harvest 
of fat profits.” 

In concluding, Mr. Page remarked, “The 
question as I see it is are we going to 
continue to commit mass suicide by putting 
our efforts behind those products which 
are at present allowed by their makers to 
be used to destroy our business?” 





Attorney Offers Advice on 
Fair Trade Enforcement 


The concluding panel speaker was 
Lewis G. Bernstein, New York attorney, 
whose subject was “Fair Trade Can Be 
Enforced.” 

“Any manufacturer,” Mr. Bernstein said, 
“who wants to enforce his fair trade con- 
tract can do so. And he can do it prompt- 
ly, effectively, and without fanfare. All 
he has to do is decide to do it. 

“Since these contracts are in being, it 
is assumed that the manufacturers placed 
a value on such contracts. So we don’t 
have to argue if fair trade is good or bad 
for any particular trade-mark owner. We 
live in a country of free enterprise, mean- 
ing we are a free country. And any man- 
ufacturer who doesn’t think fair trade is 
good for him has every right not to have 
such contracts. If a manufacturer has a 
fair trade contract he must want it, and 
wanting it, must enforce it. 

“If he doesn’t want it enforced he should 
give up his contract. In truth, it would 
be only fair if he did give it up. To do 
otherwise is to operate under false pre- 
tenses.” 

“The will to enforce may require one 
big decision which manufacturers so far 
have refused to take. That decision is to 
refuse to sell to price cutters: discount 
houses, club plans, industrial users.” 





Kind Succeeds Schiffman 
As President of ANRJA 


The fifth and last business session was 
held on Thursday morning, August 12, 
with President Arnold A. Schiffman again 
presiding. After a few brief remarks of 
welcome, he introduced Charles M. Isaac, 
executive vice president, who delivered a 
detailed and lengthy address in which he 
outlined some of the important activities 
which ANRJA has recently undertaken on 
behalf of the retail jeweler. 

At the election of officers which fol- 
lowed, Oscar Kind, Jr., of Philadelphia, 
was named president for the ensuing year. 

Other officers elected were: Leo F. 
Henebry, Roanoke, Va., treasurer; Delbert 
E. Williams, Clarksburg, W. Va., secre- 
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tary, and Chas. M. Isaac, executive vice 
president. 

Elected as new regional vice presidents 
were: Lester Thomas, Findlay, Ohio, and 
Hugo F. Kofmehl, Duncan, Okla. 


OSCAR 
KIND, JR. 


Named 
President 
of ANRJA 


} 





Re-elected as regional vice presidents 
were: Maurice Adelsheim, Jr., Minne- 
apolis, Minn.; Corey W. Chase, Hold- 
rege, Nebr.; John M. Friedlander, Seat- 
tle, Wash.; Harry R. Gerber, White 
Plains, N. Y.; James M. Rudder, Atlanta, 
Ga.; William H. Shreve, Boston, Mass., 
and Arnold A. Schiffman, Greensboro, 
N.C. 


Social Functions Liven 
Convention Proceedings 


A number of social events during the 
recent convention of the American National 





Retail Jewelers Association gave jewelers 
who attended an opportunity to relax and 
enjoy the hospitality which was provided 
for their enjoyment. 

The Watchmakers of Switzerland played 
host on August 11 at a reception given jn 
honor of officials of state and retail jewelers 
associations and the directors and officers 
of the ANRJA. A similar party was also 
held by the Swiss watchmakers group at 
the recent convention of the National Jew. 
elers Association, in Chicago. 

Life magazine staged a gala cocktail 
party and reception for manufacturers, 
jewelers and their guests, on August 10, 
Despite a sudden cloudburst which fel] 
just as the event got underway, a capacity 
crowd was on hand to participate in the 
festivities. 

Among other social functions held during 
the convention was the dinner tendered 
by ANRJA President Arnold A. Schiffman 
on Monday evening, August 9, to the 
officers of state and national associations 
in all branches of the industry. The wives 
of ANRJA officers and directors enjoyed a 
similar afiair the same evening. 

The traditional banquet which concludes 
all ANRJA conventions was held on Thurs. 
day evening, August 12. It featured, as 
usual, a cocktail party and reception, a 
sumptuous dinner, an entertaining floor 
show, and music for listening and dancing 
pleasure. 














NJA Secretary Cites Error 
In Speech by FTC Commissioner 


Commenting on an article in the August 
12 issue of The Wall Street Journal re- 
garding a recent speech on discount houses 
by Federal Trade Commissioner Albert A. 
Carretta, Wm. Wagner, executive secre- 
tary of the National Jewelers Association, 
stated: 

“The article is in error in stating that 
the Commission has no complaints against 
discount houses’ pending before it. 
In fact, our association has formally com- 
plained to FTC officials and filed through 
New York and Washington counsel a brief 
in support of its position that the Com- 
mission should undertake an investigation 
looking toward the issuance of formal FTC 
complaints against those manufacturers 
who are primarily responsible for the grow- 
ing discount-house evil. This matter is now 
under consideration by Federal Trade 
Commission officials.” 


Resigns 
as Ad 
Director 
of Gruen 


HENRY 
DORFF 





Henry Dorff resigned from the Gruen 
Watch Co. on August 13 as vice president 
and director of advertising. He had held 
that post for over two-and-a-half years. 





In commenting on his future plans, Mr. 
Dorff stated that they would be announced 
as soon as they become definite. 





Jewelers in Tucson (Ariz.) 
Form Local Association 


Bela Weiss, owner of Fields Credit Jew- 
elers, Tucson, Ariz., is serving as presi- 
dent of the newly-formed Tucson Jewelers 
Association. The organization was formed 
by a group of Tucson jewelers last April 
to combat door-to-door sales, discount 
houses, and other methods of trade diver- 
sion. 

The new association has announced its 
intention to regulate certain jewelry prac: 
tices such as the hours member stores 
will remain open and methods of credit 
advertising. 

Other officers of the new group are: 
Paul Present, owner of Daniel’s Jewelry 
Co., vice president; Morris Ernst, owner 
of Rhodes Jewelry Store, treasurer, and 
William H. Horwitz, owner of Diamond 
Bill’s Crescent Jewelers, secretary. 





Wisconsin Watchmaking Board 
Names Cauwenbergh President 


The Wisconsin Board of Examiners in 
Watchmaking has elected C. J. Cauwen- 
bergh, Green Bay jeweler, as president. 
Ralph H. Young, jeweler of La Crosse, 
was named secretary. 

Other board members are E. J. Metzke, 
Milwaukee, R. R. Meissner, Racine, and 
B. W. Heald, Thiensville. 

Mr. Cauwenbergh is also vice president 
of the Wisconsin Retail Jewelers Associ 
ation. 
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THE HEART OF OUR BUSINESS 


A successful business requires a realistic, 
hard-headed approach to the everyday facts 
of business life. This is as true of a jewelry 
operation as it is of any other commercial 
enterprise. 


Yet the very nature of our services, the 
manufacturing and distribution of mer- 
chandise essential to the emotional life of 
the public, gives our businesses a dis- 
tinguishing character. 


To be sure we must be efficient, buy 
and sell at the right prices and make a 
profit, but we must also be authorities on 
the emotional impulses which cause people 
to buy jewelry as gifts. 


In studying these spiritual needs of the 
consumer, most of those in the jewelry 
business take on a bit more of the pleas- 
ant emotional aspects of man than do 
many of those engaged in supplying the 
more practical, utilitarian needs of the 


public. 


Because of that, ours is a sweet business 
—supported by the heart of America. 


Considering the importance of this char- 
acteristic of our industry, which cynics are 
inclined to belittle, we were impressed by 
the extemporaneous remarks of Arnold A. 
Schiffman, retiring president of the 
ANRJA in his farewell address on 
August 6. 


It is our privilege to publish them here, 
and your opportunity to share in _ prac- 
tical expressions, flowing from the heart 
of a successful jeweler. 


Editor 
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Following are the remarks of Arnold A. Schiffman, delivered 
at the recent convention of the ANRJA in New York City 

I should like to talk as an individual, who as your president for 
a year, has traveled the country visiting jewelers, manufacturers and 
wholesalers of all sizes, types and kinds. 

There is no need for me to recall to you the many ills of the 
trade; the difficulties with discount houses and tax problems, nor 
any of the many things that have been forced on your attention. 

Instead, I would like to bring you, during these few minutes we 
have together, some feelings I have on deep, basic things evident in 
the long life of our wonderful industry. 

Ours is an industry which has been tried in every way that man 
could try it. Yet, none has been able to kill it. 

Actually, I don’t think there is anything that could be done to us 
by an outsider that we haven’t already done to ourselves. Yet 
through it all we remain close to the hearts of the people we serve. 

As I came through New Hampshire, a few weeks ago, I was 
struck by a notice on the bulletin board before a church in Dover, 
I know not what church it was. I have no idea of the denomination, 
But, on the bulletin board were these words: 


“All that is needed for evil to prevail 
is for good men to do nothing.” 


Now, I want you to remember with me that the best of men can 
sit by with the best of intentions—and do nothing. The net result 
is a tremendous accumulation of ill things; resulting in evil. What 
is true of individuals is true of a group of individuals within an 
industry. When I see gathered here this evening a group of people 
who are interested enough to play the part of good men doing 
something, I’m pleased that you are here and I am happy to share 
the room as one of you. Though most of you here were among the 
relatively small group, it is disappointing to note that only 1400 
firms contributed to the industry effort to abolish an excise tax 
that plagues us all. 

With that as an example, I must remind you that in order for a 
great deal to be accomplished by our industry, you men and women, 
you individuals, will need to go back to your friends and neighbors 
and acquaintances in this industry and remind them that they also 
must participate in the good works of this industry—as they see 
them—else evil will prevail. 

Having that thought fresh in my mind last week, I happened 
across an expression of Emerson, the words are these: “Our chie/ 
want in life is somebody who shall make us do what we can.” 

It is my earnest hope here this evening that this organization, the 
American National Retail Jewelers Association, and its contem:- 
porary retail jewelry association (NVJA) may serve as the instrument 
to make us do what we can. This wish not only carries for our two 
associations in the retail branch but also for every association of 
manufacturers and wholesalers in our industry. It is our duty to 
create leadership which will guide us. It is only as we give that we 
may hope to receive. If we tell these things .to our neighbors and 
make more of them understand, we will have corrected one of out 
sins of omission. 

Our great hope and endeavor must be that we work together on 
the highest plane possible to establish our industry at the pinnacle 
of public respect. This we will only deserve and earn as a result 
of the service that each of us renders the public. 

It is only through better service we may expect our reward. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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She’s always embarrassed about her silver! 











1847 ROGERS BROS. 


America’s Finest Silverplate 
The biggest-demand line with a top-profit margin 
A product of The International Silver Company 


”She’s SILVER-SHY 


just like every third woman 
who shops in your store! 


The lady’s bright blush is packed with sales 
opportunity for you! Because one of every 
three families needs matching silverware. 
One in every three is silver-shy. 


And most of them can be attracted when 


you feature 1847 Rogers Bros. famous 
52-piece service for eight at $79.75. It’s the 
finest at a budget-balancing price. 























BACK AGAIN 
STARTING SEPT. 11! 


“My Favorite Husband,” starring Joan Caulfield and 
Barry Nelson, returns to TV screens for the fall selling 
season. Every other show (Saturday nights, CBS net- 
work stations) will spotlight your 1847 Rogers Bros. 
patterns and sets. Plan now to spotlight them once 
again—in your windows and newspaper advertising. 
Ask your “1847” man for promotional aids or write 
Advertising Dept., The International Silver Co., 
Meriden, Conn. 
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PLUS the famous “HOME” Show on 
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NBC network television will jnttoduce 
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new idea in 
silverware design 





by Community 


NEVER BEFORE A COMMUNITY CAMPAIGN LIKE THIS! 


8 full-page ads (7 of them on best-seen covers) starting with 
the August 30 issue of Life! 

Twice-a-week television, all during September (just when 
South Seas is makingits bow), on NBC-TV’s popular “HOME”: 
show, a full-hour TV magazine for women, starring Arlene 
Francis, and reaching millions from coast to coast! 


Never before in Community history has a new pattern 
won such instant acclaim from jewelers! South Seas promises 
to set new records in sales, and in profits! It’s more than a 
great new pattern—it’s a new idea in silverware design! 

Tie in with this magazine and television advertising in 
your city—with displays, with newspaper advertising, with 
television—and enjoy bigger profits with South Seas.* 
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